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ThisBuildersMerchantBuildingIndex(BMBI)report containsdatafromDŦYΩǎground-breakingBuildersMerchantsPanel,whichanalysesdatafrom over
80% of generalistōǳƛƭŘŜǊǎΩƳŜǊŎƘŀƴǘǎΩsalesthroughout Great Britain. DŦYΩǎBuildersMerchant Point of SaleTrackingData sets a gold standardin
reliablemarket trends. Unlikedata from sourcesbasedon relativelysmallsamplesor estimates,or salesfrom suppliersto the supplychain,this up-to-
datedataisbasedon actualsalesfrom merchantsto buildersandother trades.LǘΩǎthereforea verygoodproxyfor housingRMI.

BMBItrend datais indexedon the 12month periodJuly2014to June2015. Themonthlyseriestrackswhat ishappeningin the marketmonth by month
and includesan in-depth review everyquarter. Thistrend seriesgivesthe industry accessto far more accurateand comprehensiveinsightsthan that
availableto other constructionsectors.

MRAResearchproducesthe BuildersMerchantBuildingIndex,a brandof 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, eCommonSense, British Gypsum,
Wienerberger, Midland Lead,Polypipe,TheCrystalGroup,KeyliteRoofWindows,HansonCement,KeystoneLintels,KnaufInsulation,DuluxTradeand
Lakes. Thismonth we welcomea new Expertto the panel: Mathew Whitehouse,MarketingDirectorat BostikUKspeakingfor AdhesivesandSealants.
Meet the Expertshereandon pages20 to 34 of this report.

Recognitionfor BMBI
Oneof the aimsof BMBIis to reachacrossandbeyondconstruction.LǘΩǎnow syndicatedto a growingnumberof trademagazinesin different sectorson
a regularbasis. Outsidethe industry, economists,banks,consultancies,investmentbodiesand the big accountantsregularlyrefer to it and BMBI is
referencedalongsidethe Office for NationalStatistics(ONS)data in the GovernmentDepartmentfor Business,Energyand IndustrialStrategy(BEIS)
monthly constructionupdate. Fromtime to time, newsoutlets, includingthe BBCcontactBMBIExpertsandMRAfor commentaryon the industry.

More data available
ThisBMBIreport providesvaluabletop-level indicesbut ǘƘŜǊŜΩǎconsiderablymore dataavailable. GfKinsightsgomuchdeeperand includesalesvalue
data. GfKcan quantify market valuesand drill down into contributing categories,tracing product group performance,to focus on aspectsthat are
critical to you.

GfKcanalsoproducerobust like-for-like marketcomparabilitytailored to the requirementsof an individualbusiness. Asmoremerchantsjoin to submit
their monthly sales-out datathe qualityof this informationcanonly becomemoreextensiveandrigorous. Merchantsor supplierswho are interestedin
acquiringdataor gettinginvolvedshouldcontactEmilevander Rystat emile.van-der-ryst@gfk.com.

Introduction:
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Builders Merchant Building Index
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.a.L ǊŜǇƻǊǘǎ ǘǊŀŎƪ ŎƘŀƴƎŜǎ ƛƴ aŜǊŎƘŀƴǘǎΩ ǇŜǊŦƻǊƳŀƴŎŜ ƻǾŜǊ ŀ ǾŀǊƛŜǘȅ ƻŦ ǘƛƳŜ ǇŜǊƛƻŘǎΦ IƻǿŜǾŜǊΣ ǘƘŜ ƴǳƳōŜǊ ƻŦ ǘǊŀŘƛƴƎ Řŀȅǎ ƛƴ ŀperiod can change how 
we judge relative performance. More trading days in a month could boost total sales, whereas the level of sales a day could be lower. 

{ƻΣ ƛǘΩǎ ǳǎŜŦǳƭ ǘƻ ŀƭǎƻ ǎƘƻǿ ŀǾŜǊŀƎŜ ǎŀƭŜǎ ŀ Řŀȅ ǎƻ ǿŜ Ŏŀƴ ŎƻƳǇŀǊŜ ŀǇǇƭŜǎ ǿƛǘƘ ŀǇǇƭŜǎΦ ²ƘŜǊŜ ǘǊŀŘƛƴƎ Řŀȅǎ ŀǊŜ ŘƛŦŦŜǊŜƴǘΣ ǿŜ ƛnclude two charts for the 
particular period under review: 

The first of the two charts directly compares revenue in the two 
periods, regardless of the number of trading days. Total Builders 
Merchants sales (the red column) were 7.4% lower.

Direct comparison of sales indices: Average sales a day indices comparison:

In the second chart, revenue has been divided by the number of 
trading days. In this example, revenue in November 2019 has been 
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 numbers ςaverage sales a day (on 
the right) enables trading day differences to be set aside. 

Trading day differences explained
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ñQ2 2021 was the 
best performing 

quarter on record. 
June set a new 

record for sales, 
while April and May 
were the third and 

fourth best 
performing 

respectively. Q2 
figures were around 
20% higher than the 

highest previous 
quarter, which was 
Q3 2020.ò 

At the endof Q2 2020the .ǳƛƭŘŜǊǎΩMerchantsectorwascomingto termswith the initial fallout of the globalpandemicand
hadjust startedto re-open. Fastforward a yearandthisΨƭƻǎǘΩquarter from lastyearhasbeenreplacedby Q2 2021, the best
performing quarter on record. June set a new record for sales,while April and May were the third and fourth best
performingrespectively. Q2 figureswerearound20%higherthan the highestpreviousquarter,whichwasQ3 2020.

Theseastoundinggrowth figureshaveresultedin a year to date growth of 49.2%againstthe first half of 2020, aswell as
growthof 13.5%whencomparedto the sametimeframefor 2019. Thewell documentedsurgein housebuildingandbuying
has naturally played a key role, while the stock shortagesexperiencedacross the UK ƘŀǎƴΩǘslowed down market
performance.

Whenreviewingcategoryperformance,the growth seenin 2021canagainbe tracedbackto the performanceof the core
categories,as hasbeen the casesincethe first lockdown. HeavyBuildingMaterialsare 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%and28.9%respectively,with Landscapingup 58.6%against2020and41.9%against2019.

In Junethere were fewer subcategoriesto seerecord months,but someof the noteworthy ones includedBlocks,Bricks,
Insulation,Lintels,SheetMaterials and Timber. LǘΩǎalso worth mentioning that none of the smaller categoriessuch as
Decorating,IronmongeryandToolssawrecordmonthsin June.

Thesecondhalf of the yearwill be fascinatingto track. Forecastsmadeduring2021arebelowthe growth figuresseensofar
in 2021, but ǘƘŜǊŜΩǎa natural expectationthat the market will start slowingdown due to a combinationof factors. At the
forefront of theseare the shortageof HGVdrivers,the end of the stampduty holidayand continuingstockmanagement
challenges. LǘΩǎtherefore difficult to predict how the remainderof the yearwill play out, but LΩƳsure that most peoplein
the.ǳƛƭŘŜǊǎΩMerchantsectorwould rather bechallengedby too muchbusinessthan too little.
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Overview and Insights
Emile van der Ryst, 

Senior Client Insight Manager - Trade, GfK
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ñNHBC data shows 
Q2 2021 as the 

strongest quarter for 
new build home 

warranty 
registrations since 
2007. Quarterly 

registrations peaked 
at a 14 year high of 
46,452 homes as 

house builders and 
developers respond 

to the strong 
demand for new 
homes.ò
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aŜǊŎƘŀƴǘǎΩ ±ƛŜǿ
John Newcomb, CEO BMF 

Followingon from a strongfirst quarter,high levelsof constructionactivity were evident throughout 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. Totalconstructionnew ordersgrew by
17.6%comparedwith Q1 2021, recoveringto aboveits pre-pandemiclevel for the first time at +1.6%abovethe Q1 2020
level. In contrastto the strongperformanceover the quarter, the ONSreportedmonthlyconstructionoutput fallingby 1.3%
in Junecomparedwith May, due to a decline in repair maintenanceand improvement (RMI)of -4.2% offset by a small
increasein new work at +0.5%. However,this isnot reflectedin the monthlysalesfiguresreportedwithin the BMBI.

Returningto quarterly performance,both the Federationof MasterBuilders(FMB)andthe NHBCreported record levelsin
domesticRMIandnewbuild homeregistrationsduringQ2.

FMBmembers,predominantlySMEbuildingfirms, reported both currentworkloadsandenquiriesat their highestlevelsfor
a decade,with 71%of builderssayingenquiriesfor future work were higherthan in the previousquarter. Themostnotable
increasesin current work camefrom thoseworkingin RMIwhere59%reportedQ2 2021workloadshigherthan in Q1.

NHBCdata shows Q2 2021 as the strongest quarter for new build home warranty registrationssince 2007. Quarterly
registrationspeakedat a 14yearhighof 46,452homesashousebuildersanddevelopersrespondto the strongdemandfor
newhomes.

While the outlook is largelypositive, the FMBStateof Tradehighlightedconcernsover delaysin product supply, rising
material pricesand labour shortages. Ninety eight percentof FMBrespondentsreported materialscostshad increasedin
Q2. With wagesand salariesalsoincreasing,80%had raisedtheir pricessinceQ1 with further increasesin all three areas
predictedin Q3.

Everyonereadingthis will be fully aware of the current disruption to the supplyof building materialsand consequential
pricerises. TheindicatorsfromƳŜǊŎƘŀƴǘǎΩkeycustomergroupssuggestthat demandwill continueat similarlevelsinto Q3
and the onusis on merchants,manufacturersand suppliersto work closelywith customersto plan and managesupplyto
keepprojectson track.
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Quarterly: Index and Categories
Quarter 2 2020* to Quarter 2 2021
(Indexed on July 2014 to June 2015) 

9

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

SourceΥ DŦYΩǎ
Builders Merchants
Total Category Report 

July 2015 to June 2021

QUARTERLY SALES VALUE INDEXIndex Q2 2020Q3 2020Q4 2020Q1 2021Q2 2021

Total Builders Merchants 100 76.4 124.6 111.1 120.7 149.7

Timber & Joinery Products 100 78.0 133.4 125.4 141.5 183.0

Heavy Building Materials 100 75.1 119.9 106.8 113.1 136.3

Decorating 100 56.3 108.5 99.5 101.1 112.2

Tools 100 41.0 94.4 90.7 99.6 103.0

Workwear & Safetywear 100 67.5 113.7 113.3 117.3 103.9

Ironmongery 100 65.0 123.2 112.6 119.3 133.8

Landscaping 100 138.8 175.5 112.1 141.5 237.5

Plumbing, Heating & Electrical 100 53.9 104.6 116.0 122.9 118.6

Renewables & Water Saving 100 31.5 66.4 62.6 70.3 77.2

Kitchens & Bathrooms 100 48.4 111.6 109.8 107.5 116.7

Miscellaneous 100 63.3 111.0 108.6 115.9 119.2

Services 100 72.8 115.9 107.3 110.4 127.9
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Quarterly: Index
Adjusted and unadjusted for trading days

©BMBI 2021
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SourceΥ DŦYΩǎ
Builders Merchants
Total Category Report 

July 2015 to June 2021

Q4 Q2Q1
2019

Q3Q2Q1
2018

Q3 Q4 Q4 Q2Q1
2017

Q3Q2Q1
2016

Q3 Q4 Q3
2015

Q4 

Indexed on July 2014 to June 2015

Q1 
2020

Q3 Q4 Q2 Q2 Q1 
2021
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Quarterly: Index and Categories
Q2 2021 index
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Categories 
outperforming

Categories 
underperforming

©BMBI 2021

SourceΥ DŦYΩǎ
Builders Merchants
Total Category Report 

July 2015 to June 2021

Indexed on July 2014 to June 2015
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Quarterly: Index and Categories - 1
Quarterly indices

SourceΥ DŦYΩǎ
Builders Merchants
Total Category Report 

July 2015 to June 2021

©BMBI 2021
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Quarterly: Index and Categories - 2
Quarterly indices

SourceΥ DŦYΩǎ
Builders Merchants
Total Category Report 

July 2015 to June 2021

©BMBI 2021
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Quarterly: Index and Categories - 3
Quarterly indices

SourceΥ DŦYΩǎ
Builders Merchants
Total Category Report 

July 2015 to June 2021

©BMBI 2021
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Quarterly: Sales Indices
Adjusted and unadjusted for trading days
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©BMBI 2021

SourceΥ DŦYΩǎ
Builders Merchants
Total Category Report 

July 2015 to June 2021
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Quarterly: This Year v Last Year
Q2 2021 sales indices
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©BMBI 2021

SourceΥ DŦYΩǎ
Builders Merchants
Total Category Report 

July 2015 to June 2021

Categories 
outperforming

Categories 
underperforming
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Quarterly: This Year v 2019
Q2 2021 2-year sales indices
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SourceΥ DŦYΩǎ
Builders Merchants
Total Category Report 

July 2015 to June 2021

Categories 
outperforming

Categories 
underperforming
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Quarterly: Quarter on Quarter
Q2 2021 sales indices

18

SourceΥ DŦYΩǎ
Builders Merchants
Total Category Report 

July 2015 to June 2021

Categories 
outperforming

Categories 
underperforming
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Quarterly: Quarter on Quarter
Q2 2021 average sales a day indices
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SourceΥ DŦYΩǎ
Builders Merchants
Total Category Report 

July 2015 to June 2021

Average sales a day ςtwo less trading days in Q2 

Categories 
outperforming

Categories 
underperforming
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Simon Woods, European Sales Marketing & Logistics Director West Fraser (formerly known as 
bƻǊōƻǊŘύ ƛǎ .a.LΩǎ 9ȄǇŜǊǘ ŦƻǊ ²ƻƻŘ-Based Panels.

As salesthrough UK.ǳƛƭŘŜǊǎΩMerchantscontinue to grow stronglyacrossall timber products,the sector is challengedto
supplythe increaseddemand. With Covidrestrictionsbeinglifted anda worseningpicture on the haulagefront, the second
half of 2021couldbe morechallengingthan the first.

As recently reported, the UKhasa 60,000 HGVdriver shortageand this position is mirrored in mainlandEuropetoo. With
almost50%of UKdriverscurrentlyover50 yearsold, a backlogof 28,000HGVtestsandanestimated12,000EUdriverswho
havereturnedhomedue to Covid/Taxchangesςour industry is facingthe veryreal probabilityof goodsnot beingdelivered.
Asan industry,buildingproductsneedsto reviewits processesto understandhow we canmoveproduct aroundthe country
more efficientlyςfewer drops(time stealers),maximisedpacksizes(loadutilisation)etc. We shouldconsideraάǘƘƛƴƪǘŀƴƪέ
exercise,with all interestedpartiesrepresented.

Most timber products are in high demandand will be for the foreseeablefuture. One of the reasonsfor this increasing
demandis the sustainabilityof woodandits positivecontributionto reducingthe climatecrisis. Woodfrom managedforestry
actuallystorescarbonasopposedto emitting it: astreesgrow, they absorbCO2 from the atmosphere. Asa rule of thumb, a
cubicmetre of wood holdsthe equivalentof arounda tonne of absorbedCO2 (dependingon the speciesof tree). Aswe use
thesetreesandreplantmore, the removalof CO2 continues,makingtimber productsCarbonNeutral.

There is a strong move from many architectsto dramaticallyincreasetheir use of wood and return it to be the primary
building material in construction. Not only does wood remove more CO2 from the atmosphere than it adds through
manufacture,but by replacingcarbon-intensivematerialssuchas concreteor steel it doublesits contribution to lowering
CO2. As a sector,.ǳƛƭŘŜǊǎΩMerchantsare also taskedwith reducingtheir carbonfootprint. Drivingthe use of wood-based
products is a way to play a large part in the movement towards sustainablebuilding and reduce the impact of the
constructionprocesson our increasinglyfragileclimate.

ñMost timber 
products are in high 
demand and will be 
for the foreseeable 
future. One of the 
reasons for this 

increasing demand is 
the sustainability of 

wood and its positive 
contribution to 

reducing the climate 
crisis.ò

Expert Panel
Wood-Based Panels
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YǊȅǎǘŀƭ ²ƛƭƭƛŀƳǎΣ aŀƴŀƎƛƴƎ 5ƛǊŜŎǘƻǊ tŀǾŜǎǘƻƴŜ ¦Y [ǘŘΣ ƛǎ .a.LΩǎ 9ȄǇŜǊǘ ŦƻǊ bŀǘǳǊŀƭ {ǘƻƴŜ ϧ 
Porcelain Paving.

Themarkethasslowedbut ƛǘΩǎstill busy,althoughmore manageablybusy. Comparedto the first quarter of 2021, the endof
Q2 sawa noticeabledrop in demandasthe lifting of restrictionsmeanshomeownerscanspendtheir moneyon goingout and
holidaysagainrather than on homeimprovements.

Most contractorsare bookedwell into 2022, but fulfilling their orders is a challenge. ¢ƘŜǊŜΩǎa lot of uncertaintyaround
productavailabilityandcost. Shippingcostshaverisento $7,000a container,andƛǘΩǎlookinghighlylikelycontainerrateswill
hit $10,000 beforethe endof the year.

With spaceat a premium,the industryis havingto rethink what getsimported. Eachshipmenthasto be popularproductsor
core linesςǘƘŜǊŜΩǎno room for specialistandnicheitems. Arrivaltimesare hit andmiss,but oncecontainersget to the UK,
port congestionanda lackof hauliersmeansit cantakeup to two weeksto get product offloadedandawayto merchants. It
usedto taketwo days.

High demand is pushingup prices. ²ŜΩǾŜseen prices rise every month since March, which makesit more difficult for
contractorsto quote for a job as the costsgo up so frequently. To mitigate the problem, many contractorsare pushing
consumersto buy their own paving. Thisoffersmerchantsthe opportunity to highlightthe featuresandbenefitsof different
productsandintroducepremiumoptionslikeporcelain,whichcanbe cheaperthansandstone,andavailable.

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

With India maybeon the cuspof a third waveƛǘΩǎhard to know the impact on sandstoneimports. Therewill alwaysbe a
marketfor sandstone,but porcelainhasshownitself a worthy alternativefor both traditional andcontemporarystylepaving.

ñHigh demand is 
pushing up prices. 
Weôve seen prices 
rise every month 

since March, which 
makes it more 

difficult for 
contractors to quote 
for a job as the costs 
go up so frequently.ò

Expert Panel
Natural Stone &

21

Porcelain Paving
(Part of Landscaping)

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


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

aŀǘƘŜǿ ²ƘƛǘŜƘƻǳǎŜΣ aŀǊƪŜǘƛƴƎ 5ƛǊŜŎǘƻǊ ŀǘ .ƻǎǘƛƪ ¦Y ƛǎ .a.LΩǎ 9ȄǇŜǊǘ ŦƻǊ !ŘƘŜǎƛǾŜǎ ŀƴŘ 
Sealants.

Aswe enter the secondhalf of the year,the momentumin the industryshowsno signsof slowing. Businessconfidenceishigh
with the latest economicforecastspredictingthat UKconstructionactivity will surpass2019pre-Covidlevelsby early 2022,
fuelledby greaterpublicsectorinvestmentin education,healthandinfrastructure.

Unlike in Q1, ǿŜΩǊŜnow starting to see more activity taking place in branch, with merchants keen to discussnew
merchandisingand POSopportunities. Alongsidethis, many customersare continuing to work on improving their online
presence,with requestsfor better imagery,videosand user-friendly descriptionsbecominga regular occurrence. This is
somethingBostik welcomes,and ƛǘΩǎfair to say the pandemichas been a wake-up call for those who have previously
neglectedtheir onlineactivity.

While there are manyreasonsto be cheerful,there are still challengesahead. Thebiggestchallengecurrently facedby most
in the industryis securityof supply. Rawmaterialshortages,particularlythosesourcedfrom overseas,are limiting availability
for some products and putting pressureon ƳŀƴǳŦŀŎǘǳǊŜǊǎΩcost bases. To keep disruption to a minimum, ƛǘΩǎvital that
communicationlines between supplier and distributor remain open, especiallyif ǘƘŜǊŜΩǎany major changesin end user
demand.

AlthoughƛǘΩǎnot somethingǿŜΩǊŜcurrently experiencing,a shortageof commonconstructionmaterials- timber, plaster,
steeletc. - couldaffect the viabilityof plannedprojectsgoingahead,whichcouldhavea knockon effect for manufacturersof
light sideproducts.

As we (hopefully) enter the post-Covid landscape,we need to remain agile in the face of an ever-changingregulatory
framework that, until now, has lackedreal guidance. New rules, suchas UKCAmarking brought about by Brexit require
significantinvestmentand resourceto ensurepackagingstocksare stableand customersremain compliant. ThoseǿƘƻΩǾŜ
takenearlyactionwill standto benefitwhenthe rulescomeinto place.

ñThe biggest 
challenge currently 
faced by most in the 
industry is security 

of supply. Raw 
material shortages, 
particularly those 

sourced from 
overseas, are limiting 
availability for some 
products and putting 

pressure on 
manufacturersô cost 

bases.ò

Expert Panel
Adhesives & Sealants
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ñOne of the biggest 
hurdles that all 

industries have had 
to manage is the 
shortage of heavy 

goods vehicle 
driversé the Road 

Haulage Association 
estimates there is 
now a shortage of 

more than 100,000 
drivers in the UK.ò

Expert Panel
Bricks & Roof Tiles
(Part of Heavy Building Materials)

Kevin TolsonΣ /ƻƳƳŜǊŎƛŀƭ 5ƛǊŜŎǘƻǊ ²ƛŜƴŜǊōŜǊƎŜǊ ¦Y ƛǎ .a.LΩǎ 9ȄǇŜǊǘ ŦƻǊ .ǊƛŎƪǎ ϧ wƻƻŦ ¢ƛƭŜǎΦ

Fewin our sector could havepredicted the rollercoasterride that ǿŜΩǾŜall been on sincethe first lockdowna year ago.
However,aswe enter the secondhalf of 2021, the outlook continuesto bea positiveone.

Datafrom the Officefor NationalStatisticsshowedthat constructionoutput in GreatBritain fell 0.8%in May 2021, following
a 0.7%declinein April. However,overallconstructionactivity in Juneexpandedat its fastestpacesinceJune1997.

Manymanufacturersin the constructionsectorhaveseenhighdemandandare workingwith stakeholdersup anddown the
supplychainto ensurethat we maintainthe positivemomentumthat hasbuilt up in recentmonths. RMIwork continuesto
be a driver for growth. Researchsuggeststhat householdshavesavedconsiderablesumsduring the pandemicandǿŜΩǊŜ
seeingthem investthat backinto their homes.

Oneof the biggesthurdlesthat all industrieshavehadto manageis the shortageof heavygoodsvehicledrivers. Basedon a
surveyof its members,the RoadHaulageAssociationestimatesthere is now a shortageof more than 100,000driversin the
UK,out of a pre-pandemictotal of about 600,000. Other tradesare alsosuffering,with the new build marketaffectedby the
availabilityof bricklayers. Aswe emergefrom lockdown,we are alsohavingto contendwith increasednumbersof people
being ΨǇƛƴƎŜŘΩby the NHSCovid-19 app having to self-isolate. Although this is moderating, it all makes planning and
consistencyof performancemoredifficult. Nevertheless,ƛǘΩǎa significantstepforward from wherewe were in Q2 lastyear.

At Wienerbergerwe are alwayslooking to the future. Theextreme heatwavesand flooding that hasbeen experiencedin
recentmonthsin our globalmarketsreallyhighlightthe importanceof lookingafter our planet.LǘΩǎbeengreatto seesomany
within our sectorstart to take positivestepsin the right direction. Momentum is only just beginning,but over time will no
doubt bringsignificantchange.
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ñGlobally, greater 
evidence is emerging 
about the impact of 
climate change. The 
UNôs landmark 

climate report, states 
that all countries 

must produce 
tougher climate 

plans to limit the 
increase in global 
temperatures.ò

Expert Panel
Civils & Green Infrastructure
(Part of Heavy Building Materials)

Steve Durdant-IƻƭƭŀƳōȅΣ aŀƴŀƎƛƴƎ 5ƛǊŜŎǘƻǊ tƻƭȅǇƛǇŜ /ƛǾƛƭǎ ƛǎ .a.LΩǎ 9ȄǇŜǊǘ ŦƻǊ 
Civils & Green Infrastructure.

Supplyissueshavedominatedheadlinesacrossthe quarter again,and with demandshowingno signof slowing,supplywill
continue to challengebusinessesregardlessof sizeand sector. Givensuchexceptionalcircumstances,Polypipe,alongwith
other like-mindedsuppliers,is doingwhat it canto maximiseoutput andprovidecustomerswith regulartradingupdatesand
deliveryforecaststhat areasaccurateaspossible.

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 normal timesǘƘŀǘΩǎa nice challengeto have. Today,with COVIDstill
imposingrestrictions,with congestionat ports, andwith globalmaterialandcontainershortages,it is extremelyfrustrating.
Furthermore,with stronggrowth forecastwell into nextyear,there will beno quickturnaround.

COVIDstill has the power to disrupt, so we remain vigilant as new variantscontinue to threaten. But ƛǘΩǎgood to see a
gradual,albeit cautiousreturn to conventionalpractices.

Globally,greater evidenceis emergingabout the impact of climate change. The¦bΩǎlandmarkclimate report, published
aheadof the COP26 summit in Glasgowlater this year,statesthat all countriesmust producetougherclimateplansto limit
the increasein globaltemperatures.

TheDƻǾŜǊƴƳŜƴǘΩǎforthcomingEnvironmentBill is a generationalshift in legislationtargetedat protectingandimprovingthe
ƴŀǘƛƻƴΩǎecologyandresiliencein the faceof populationgrowth andclimatechange. Currentlyin the Houseof Lords,the.ƛƭƭΩǎ
legallybinding changeswill imposespecificregulationacrossa wide rangeof environmentalmanagement,from chemicals
andair quality to, perhapsmostcritically,water. Fromnow on, water companieswill be requiredto publishplansto preserve
water resourcesaswell astheir plansfor improvingoveralldroughtandflood resilience.

Rethinkinghow we manage,use and reusewater will be at the heart of achievingour climate goals. TheBill shouldbe a
catalystin drivinga more creative,forward-thinkingapproachto constructionwith greatercollaborationat the earlieststage
in a project deliveringmaximumbenefit to individualsandcommunities.
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ñSince last autumn, 
current steel 

shortages have 
severely restricted 

the volumes of steel 
lintels available to 

the market. All 
businesses are 

having to manage 
stampeding demand, 
continuing risks of 
Covid-19, labour 

availability 
shortages, and staff 

deserving a well-
earned staycationéò

Expert Panel
Steel Lintels
(Part of Heavy Building Materials)

5ŜǊǊƛŎƪ aŎCŀǊƭŀƴŘΣ aŀƴŀƎƛƴƎ 5ƛǊŜŎǘƻǊ YŜȅǎǘƻƴŜ [ƛƴǘŜƭǎ ƛǎ .a.LΩǎ 9ȄǇŜǊǘ ŦƻǊ {ǘŜŜƭ [ƛƴǘŜƭǎΦ

Thehousebuildingsectorplaysa key role in supportingthe economicrecovery. However,asdemandhasincreased,supply
constraintsare pushingup price inflation. Houseprice rises,temporarily fuelled by stampduty cuts, will seethe speedof
growth slow but staystrong. Theimbalanceof demandversusnew propertiescomingto market will keephousepriceshigh
in the comingmonths. Whilepositive,we shouldbe concernedaboutescalatingmaterialand labourcosts,whichmayhavea
hugeimpacton the continuationof plannedprojects.

Sincelastautumn,currentsteelshortageshaveseverelyrestrictedthe volumesof steellintelsavailableto the market. Having
said this, we can report that in Q2 2021 Keystonedeliveredvolumesin line with those in the sameperiod during 2019,
although supply may not have been as smooth as it was before the pandemic. All businessesare having to manage
stampedingdemand,continuingrisksof Covid-19, labouravailabilityshortages,andstaff deservinga well-earnedstaycation,
or a trip to somewhereΨƎǊŜŜƴΩ. Speakingfor ourselves,Keystonehas continued to enforce full Covid-19 precautions
regardlessof theƎƻǾŜǊƴƳŜƴǘΩǎguidanceto easerestrictions.

WeexpectQ3 2021to continuein the samevein asQ2. Availabilityof steelwill still be on restrictedsupply,andallocationof
finishedgoodsanddeliverywill be on extendedleadtimesandbe at timesquite bumpy!Priceswill remainat historicallyhigh
levelsin the medium-term, and with other buildingmaterialshavinghad further recentprice increases,will steelpricesrise
again?Demandfrom heavyusersof steelin the automotivesectorisaddingfuel to the fire.

On a very positivenote, we canall focuson the sensibleFabricFirst approachwhich is championedby the Future Homes
Standard. Innovationis one of YŜȅǎǘƻƴŜΩǎcornerstonesandwe are both excitedand passionateabout the de-carbonisation
agenda.

25

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


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

ñOur main focus 
throughout the 

second quarter was 
tackling the ongoing 
materials shortage 

that is currently 
consuming the 
construction 

industry. Raw 
materials have been 
growingly scarce and 
itôs likely these 
challenges will 

continue over the 
coming months.ò

Expert Panel
Drylining Systems
(Part of Heavy Building Materials)

{ǘŀŎŜȅ ¢ŜƳǇǊŜƭƭΣ aŀǊƪŜǘƛƴƎ 5ƛǊŜŎǘƻǊ .ǊƛǘƛǎƘ DȅǇǎǳƳ ƛǎ .a.LΩǎ 9ȄǇŜǊǘ ŦƻǊ 5ǊȅƭƛƴƛƴƎ {ȅǎǘŜƳǎΦ

Our main focusthroughout the secondquarter wastacklingthe ongoingmaterialsshortagethat is currently consumingthe
constructionindustry. RawmaterialshavebeengrowinglyscarceandƛǘΩǎlikelythesechallengeswill 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
constructionpartnersarefinding it difficult to maintaintheir usualservicesto buildingclients.

British Gypsumhasbeen no exception,and we have felt this strain acrossa number of our product ranges. For example,
paper liner usedin our GyprocPlasterboardrangehasbeen in limited supply,and PIRinsulationproducersfor one of our
GyprocThermalLaminatesareexperiencingincreasinglyhighpricesfor the raw materialsrequired. Theshortageof steelhas
alsoled to the depletionof buffer stockwe typicallykeepin our supplychain,andsteelsuppliesare likely to be difficult for
sometime.

To help, we have introduced an allocation system to ensure fair distribution of materials among our valued partner
constructioncustomersand managethe volume of product requirements. We continue to work hard on our mitigation
strategyto increasesupplylevels,whichincludessecuringmaterialsuretyfrom someof our suppliers.

Wehopethat in quarter three theseshortageswill beginto stabilise,andmaterialswill becomemore readilyavailableacross
the industry. Until then, we will work closely with customers and supplier partners to obtain regular, accurate and
transparentinformation throughout the supplychainto aidcommunication.

Despitecurrent project delays,ǿŜΩǊŜconfident that the constructionindustrywill continueto thrive andrecoveroncestock
beginsto increaseagain. Throughoutquarter three, we look forward to seeinggrowth in the constructionsectordespitethe
substantialchallengesof the past year, and look forward to the positive legacywe will create by building great spacesto
work, restandplay.
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ñMerchants face 
difficulties sourcing 
many materialsé 
The causes have 

been described as a 
perfect storm of 

disruption ïwith 
lockdowns, the Suez 
blockage and Brexit 
among them. Now 
we can add the UKôs 
haulier shortage to 
the list of reasons 
weôre experiencing 
some turbulence...ò

Expert Panel
Mineral Wool Insulation
(Part of Heavy Building Materials)

bŜƛƭ IŀǊƎǊŜŀǾŜǎΣ aŀƴŀƎƛƴƎ 5ƛǊŜŎǘƻǊ YƴŀǳŦ Lƴǎǳƭŀǘƛƻƴ ƛǎ .a.LΩǎ 9ȄǇŜǊǘ ŦƻǊ 
Mineral Wool Insulation.

Lastquarter I wrote aboutmarketchallengesin the faceof soaringdemandfor constructionmaterials. Thatdemandisstill sky-
high, as evidencedby the latest BMBI figures,but the samefigures show a levelling off comparedwith previousmonths.
Industry forecastssuggestǘƘŀǘΩǎnot becausethe economyhas finished bouncingback. Rather,supply issueshavebecome
strongerheadwinds.

Merchants face difficulties sourcing many materials, and unfortunately insulation ƛǎƴΩǘimmune. The causeshave been
describedasa perfect storm of disruptionςwith lockdowns,the SuezblockageandBrexitamongthem. Now we canadd the
¦YΩǎhaulier shortageto the list of reasonsǿŜΩǊŜexperiencingsome turbulence,even for materialswhere stocksremain
abundant.

The problem is acute,with the RoadHaulageAssociationestimatinga current shortfall of 100,000 HGVdrivers in the UK,
combininga historicdeficit with a more recentexodusfrom the industry. Governmentis takingactionto dealwith the backlog,
includingfast-trackingnew driving licenses,but there are no quick fixes and we shouldanticipatecontinuingdisruption for
sometime to come.

Sowhat can be done to reduce the risk of sites shutting 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
schedules,with closecommunicationthroughout.

At KnaufInsulation,ǿŜΩǾŜfurther optimisedthe compressionof a rangeof products,meaningwe canfit 15%more product
per roll and25%moreslabsper palleton average,reducingthe numberof lorry movementswe need. ThatǿƻƴΩǘbeanoption
for everymanufacturer,but ƛǘΩǎa timely reminderthat ǘƘŜǊŜΩǎalwaysmore that canbedone.

As the sayinggoes,ƛǘΩǎan ill wind that blows no good. If haulageconstraintsresult in more efficient use of distribution
networks and fewer road miles,ǿŜΩƭƭcut ŎƻƴǎǘǊǳŎǘƛƻƴΩǎcarbonemissions. A necessary,positive and permanentchangefor
whenthe wind isat our backsoncemore.
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ñDemand continues 
to outstrip supply, so 

there is significant 
pressure on 

suppliers. If forecasts 
hold true, we could 

be looking at a pinch 
in cement and 

aggregate supplies 
for the next three to 

four years.ò

Expert Panel
Cement & Aggregates
(Part of Heavy Building Materials)

!ƴŘǊŜǿ {ƛƳǇǎƻƴΣ tŀŎƪŜŘ tǊƻŘǳŎǘǎ 5ƛǊŜŎǘƻǊ Iŀƴǎƻƴ /ŜƳŜƴǘ ƛǎ .a.LΩǎ 9ȄǇŜǊǘ ŦƻǊ 
Cement & Aggregates. 

Strong demand from all market sectors - from home improvementsright through to new build and infrastructure - is
continuingto drivecementandaggregatesalesgrowth in Q2. WeŘƻƴΩǘexpectanylet up until Q1 2022at least.

Accordingto the Mineral ProductsAssociation(MPA),constructiondemandfor mineral products rose sharplyin Q2 with
mortar salesrising at the fastest rate, up 21.2% on Q1. Asphaltvolumesrose 4.5% to over 6 million tonnesςthe second
highestsalesquarter since2008. Demandfor ready-mixedconcretealsocontinuedto recover,althoughvolumesare behind
2019averages.

Cementmanufacturershavebeenproducingasmuchproduct as in previousyears,but bulk and baggedcementand some
aggregateshave been on allocation throughout Q2. This has ensured that availableproducts are distributed fairly and
equitablyto customers,andaddedstability to the supplychain. Demandcontinuesto outstrip supply,so there is significant
pressureon suppliers. If forecastshold true, we could be lookingat a pinch in cementand aggregatesuppliesfor the next
three to four years.

Shortagesof materialssuchassteelandtimber makesthingsworse. ²ŜΩƭƭstill be feelingthe ripplesof theseshortagesin six
monthsasstartsandcompletionsof civilsandgroundworkprojectsare affected. Shortagesshouldeaseover the summerfor
productsmade in Britain. However,the MPAwarns that for imported products like steel and timber, disruption and price
inflation couldlastmuchlongerasthey effect the availabilityof packagingandpallets.

Asa nation,we are too reliant on imports. With freight costscontinuingto spiral,we needa strongerUKmanufacturingbase
to gaincontrol of the supplychain. Thatsaid,movinggoodswithin the UKis alsodifficult as the availabilityof hauliershas
becomea nationalproblem. ²ŜΩǾŜlost 15,000 Europeandriversdue to Brexit and 30,000 driversdue to Covidtests,which
hasintensifiedthe shortages. LǘΩǎa perfectstorm of delaysimpactingprojectsthat addsignificantunbudgetedcostsasprices
risewith extremedemand.

With ŎƻƴǎǘǊǳŎǘƛƻƴΩǎneed for haulageand drivers pitted againstrecord demandfrom supermarketsand online giants like
Amazonwho can pay more to maintain their supplies,ƛǘΩǎa struggleto compete. Manufacturersand suppliersare at the
mercyof hauliers,andthe Governmentmust interveneto helpendthe disruption.
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Expert Panel
Lead
(Part of Heavy Building Materials)

[ȅƴƴ {ǘǊŜŜǘΣ {ŀƭŜǎ ϧ aŀǊƪŜǘƛƴƎ aŀƴŀƎŜǊ aƛŘƭŀƴŘ [ŜŀŘ ƛǎ .a.LΩǎ 9ȄǇŜǊǘ ŦƻǊ [ŜŀŘΦ

The last few months haveseencontinuedgrowth in the constructionsector,but high demandis in stark contrast to staff
shortages,logisticsproblemsandprice fluctuations.

Our industry is still in a transitional period and no companyis unaffected. ²ŜΩǾŜalso yet to see the full impact of the
widening gap between demandand supply,with staff shortagesin manufacturing,constructionand retail, and a lack of
driversin distribution companies.

Brexitwasa hugedisrupterin the distributionof raw materialsanddeliveryof products,but that hasnow settleddownaswe
have all got to grips with the additional legislation and paperwork. However, we are still reacting to unforeseen
circumstancessuchasthe ping-demicthat recentlyaffectedworkforces. Coupledwith ŎƻƴǎǘǊǳŎǘƛƻƴΩǎwell-documentedskills
shortagethis isextremelytesting.

It is reported that the UK needsan additional 100,000 drivers,and the whole supplychain is affected. We ŘƻƴΩǘhave a
problem sourcing raw materials (lead), but our sector is moving towards its busiest quarter. Logisticscompanies,
manufacturers,customers,and end-usersall need to work closelytogether, and communicateeffectively,to mitigate the
challengesthat we will be facingfor sometime to come.

Midland[ŜŀŘΩǎsalesarealsocontinuingto increase,andwe expectwe will havea goodyearno matter what is thrown at us.
Manyof our customersare in the sameposition. But housebuildersandmaincontractorsare still trying to drivepricesdown
whenthey knowthat materialpricesarerising,anddeliveriesaredelayed.

Thereis little we can do in the short term about distribution problems,but we can keep customersupdated,so they can
updatetheir customers. Shortterm the focusis on beingagileandresponsive,andworkingtogetherto keepthe supplychain
moving. However,companiesmust keeplookingat the long term andhavea solidbusinessstrategythat keepsthe future in
focus.

29

ñThe last few months 
have seen continued 

growth in the 
construction sector, 
but high demand is 
in stark contrast to 

staff shortages, 
logistics problems 

and price 
fluctuations.ò

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


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

ñThe upshot of high 
demand and tight 

supply for materials 
is that prices are 

increasing, and weôve 
recently seen a 
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user will bear the 

brunt of the 
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impact future sales.ò

Expert Panel
PVC-U Windows & Doors
(Part of Timber & Joinery Products)

YŜǾƛƴ aƻǊƎŀƴΣ DǊƻǳǇ /ƻƳƳŜǊŎƛŀƭ 5ƛǊŜŎǘƻǊ ¢ƘŜ /Ǌȅǎǘŀƭ DǊƻǳǇ ƛǎ .a.LΩǎ 9ȄǇŜǊǘ ŦƻǊ 
PVC-U Windows & Doors.

We are finally seeingwhat maybe a plateauin the market but demandis high. Comparedto 2019, window and doorssales
are very strong. Forexample,/ǊȅǎǘŀƭΩǎQ1 performancewas30%up comparedto the sameperiod in 2019, and Q2 was21%
up on Q2 2019. Conservatories,andwindowsanddoorsfor outbuildingsareverypopularfor extra livingandworkingspaceat
home.

TheQ1 supplyissueshaveeasedand getting the materialswe need is lessof a concern. Steel(for locksand hardware)and
door slabsare still causingheadachesdue to ongoing global shipping issues. Getting reliable delivery dates for them is
particularlyproblematic. Theupshot of high demandand tight supplyfor materialsis that pricesare increasing,andǿŜΩǾŜ
recentlyseena significantdoubledigit jump in the costof profiles. Ultimatelythe enduserwill bearthe brunt of the increases
whichmayimpactfuture sales.

Currentleadtimesare four to sixweeks,which is a manageableorder book. LǘΩǎan efficient model for doingbusinessandwe
hopethe industrywill stickto it in future, rather than return to a raceto the bottom to be cheaperandfasterat the expense
of quality.

To keep orders rolling, we are running production 18 hours a day and upskilling our twilight workforce, so they can
manufactureduring the night. Recruitmentis difficult andǘƘŜǊŜΩǎa lot of churn industry-wide in the jobs market, makingit
tricky to recruit andretain the staffwe needfor the extraproduction.

Retailchannelshavebeenbusy,but this pastyearfeels like a missedopportunity for ōǳƛƭŘŜǊǎΩmerchantsto capitaliseon the
boom in window sales. Historically,long and complexquote processesmeant conversionrates from ōǳƛƭŘŜǊΩǎenquiriesto
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
demand.

We expectsalesto slow in Q3, but for now ƛǘΩǎall handsto the pump to get through the orders on the booksin this most
buoyantof years.
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ñTrade paints 
demand is strong, 
however there is 

mixed feedback from 
paint appliers on 

their work pipeline. 
Some have many 
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impacted appliers 
unable to enter 
clientsô homes.ò

Expert Panel
Paint 
(Part of Decorating)

Paul RoughanΣ ¢ǊŀŘŜ aŜǊŎƘŀƴǘǎ {ŀƭŜǎ 5ƛǊŜŎǘƻǊ 5ǳƭǳȄ ¢ǊŀŘŜ ƛǎ .a.LΩǎ 9ȄǇŜǊǘ ŦƻǊ tŀƛƴǘΦ

Q2 wasreallyquite dynamicwith manufacturingacquisitionsalongsidea numberof merchantacquisitions. Thatinstilssome
much-neededconfidenceinto a market that, as in Q1, continued to feel the impact of extendedproduct lead times, raw
materialandpackagingshortages,on top of increasedshippingandfreight costs.

In addition to supplyissues,there is a need for more skilled labour compoundedby a largenumber of EasternEuropeans
returninghomeafter Brexitandlackof work duringCovidlockdowns.

Tradepaintsdemandis strong,howeverthere is mixedfeedbackfrom paint applierson their work pipeline. Somehavemany
months,othersa coupleof weeks. In June,the ping-demicimpactedappliersunableto enterŎƭƛŜƴǘǎΩhomes.

Theendingof the stampduty freezehelpeddrive housepricesup by around9%over the last12monthsaccordingto several
sources. Ahealthyhousingmarketdrivesadditionaldecoratingwork.

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

Q2 is the peaktime for paint, particularly the exterior category,but the first six months show a significantslowdown. We
ŘƻƴΩǘbelievethis under-indexingagainstthe overallmarket isweatherdrivenasQ2 wasbroadlycomparableversuslastyear.
More likely it is jobscarriedout in 2020that havebeenbrought forward.

Tintedpaint is an important categoryin the Tradepaint market. It accountsfor 25%of TradeMarket volume,but asmuchas
50%of value. In contrast,within the retail channelonly 8%of volumecomesfrom tinted paint. Colouraccuracyto the colour
chip is a really important factor for appliers. So,for merchantswho havetinting machines,ŘƻƴΩǘbe afraidof colour. Bereally
familiar with what you canoffer. Keepthe tinting machinesin good working order. If you showcasecolour and drive new
footfall into store,there aregoodmarginsto be had.
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ñThe healthy sales 
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supply chain. The 
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Expert Panel
Roof Windows
(Part of Timber & Joinery Products)

Jim BlanthorneaŀƴŀƎƛƴƎ 5ƛǊŜŎǘƻǊ ƻŦ YŜȅƭƛǘŜ wƻƻŦ ²ƛƴŘƻǿǎ ƛǎ .a.LΩǎ 9ȄǇŜǊǘ ŦƻǊ wƻƻŦ ²ƛƴŘƻǿǎΦ

Anyonewho hopedthe challengesfacingour sectorwould disappearduringQ2 will havebeendisappointed. Throughoutour
industry,we continuedto seestrongdemandwith exceptionalraw materialsupplyissues.

Salesperformancein the quarter wasconsistentlyhigh,aheadof lastyearfor obviousreasonsbut alsowell aheadof forecast,
drivenby strongdemandfrom new build andRMI. 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
activityallowinga welcomerecoveryin volumesfrom this market.

Thehealthysalesvolumeput yet morepressureon analreadystrainedsupplychain. Theroof windowcategoryhasa relatively
long supplychain and exposureto a truly global marketplace. Thisbrought challengesincludingCovidcapacityreductions,
shippingdelaysand commoditiesin high demand,suchas timber and electronicchips,which were diverted to whichever
market waswilling to pay the highestprice. Noneof the broad rangeof materialsusedin the manufactureof roof windows
havebeenimmuneto supplydisruptionthis year. Meanwhile,the substantialmaterialcostinflation we referencedlastquarter
gatheredpaceputting an unsustainablesqueezeon margins. Unfortunately,with supplierSummershutdownslooming and
consumerconfidenceremaininghigh,normality looksunlikelyin the nearterm.

So,we hearof supplyissuesincludingproductallocationsandextendedleadtimes. Hereat Keylite,our operationsandsupply
chainteamswork incrediblyhard to keepnew stockarriving,usingour relativeagility to largelysheltercustomersfrom these
measures. Wecontinuewith ourΨƛƴǾŜǎǘinǎǘƻŎƪΩstrategyfor raw materialsandfinishedgoods. Thishasenabledusto weather
the disruption and continue growing. The significantinvestmentswe made in factory capacityin recent yearshaveproved
invaluablein reducingreactiontime while alsoautomatingprocessesto ensurethe highestlevelsof safetyandquality.

We will continueinvestingin both stockandmanufacturingcapacityto supportour customersin advanceof what we expect
to be a strongsecondhalf.
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ñTwo thirds of UK 
homeowners are 
planning home 

makeovers in the 
next year, with a new 

bathroom the top 
choice for 32%. 

People want more 
and better spaces in 
their homes and this 
is driving the RMI 

trend.ò

Expert Panel
Shower Enclosures & Showering
(Part of Kitchens & Bathrooms)

aƛŎƪ 9ǾŀƴǎΣ hǇŜǊŀǘƛƻƴǎ 5ƛǊŜŎǘƻǊ [ŀƪŜǎ ƛǎ .a.LΩǎ 9ȄǇŜǊǘ ŦƻǊ 
Shower Enclosures & Showering.

Half-waythrough2021, there aremanyreasonsto be optimisticfor internal trades.

Consumerresearchpoints to the home improvement trend gathering pace for internal trades. A report on Insight DIY
suggeststhat two thirds of UKhomeownersare planninghome makeoversin the next year,with a new bathroom the top
choicefor 32%. Peoplewant moreandbetter spacesin their homesandthis isdrivingthe RMItrend.

TheBankof Englandsayshouseholdshaveaccumulated£260bn in their savingsaccountssincethe start of the pandemic.
Accordingto the researchcommissionedfor VolkswagenCommercialVehiclestwo thirds of homeownersare planningto
spendup to £135bn of this next year on improvingtheir home. Savingsand intentions to spendare distributed unequally
thoughasthe pandemichasincreasedthe dividebetweenthe Haveswho aredrivinga growingmarketfor premiumproducts
andhighquality improvements,andthe HaveNots,homeownerswhoseoutgoingsleavelittle room for suchspending.

However,meetingstrongdemandfor bathroominstallationsstill comeswith its challenges. Accordingto the BIKBBI,almost
half of installers(47%) have had to canceljobs due to being pinged by the NHSCovidapp. The Augustchangesto self-
isolationrulesshouldput an end to the ΨǇƛƴƎ-demicΩand thoseunexpectedlosses,asorder booksfor the remainderof the
yearare lookinghealthy.

Shippingproblemsarestill prevalent. A world economysynchronisedby Covidis expanding,drivingdemand- andshortages-
for homeimprovementandconstructionproductsworldwide. Componentscomingfrom Chinaor the FarEastareaffectedby
port congestionat both endsof the journey,andby containershortagesandincreasedfreight prices. Delaysandextracosts
are likelyto casta shadowovertheƛƴŘǳǎǘǊȅΩǎrecoverywell into the Autumn.

With the re-introductionof stampduty, morepeopleare likely to chooseto improvenot movein the secondhalf of the year.
Thesecustomerswill be researchingonline before they buy, so ƛǘΩǎimportant to have a strong digital presence,and a
personableshowroomexperienceto ensurehomeownersget the productsthey want.
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Andy Scothern, Managing Director eCommonSenseƛǎ .a.LΩǎ 9ȄǇŜǊǘ ŦƻǊ 
Website & Product Data Management Solutions.

Asthe countryemergesfrom lockdown,ōǳƛƭŘŜǊǎΩmerchantsfacesomedifficult digitaldynamics.

1. Buildingmaterialssupplyshortagesare causingmanyto puzzleover how best to respond. A commonstrategyseemsto
be to reducedemandby limiting salesby prioritisingcertaincustomergroups(retail andDIYfor example)overothers. In
many cases,website saleshave been limited by removingcertain products. Merchant staff then spendtime trying to
acquiremoreproductsandmaximisesupply.

Manyhaveput the brakeson their onlinesaleschannelor postponedtheir moveinto eCommerce. Inevitablythat leadsto
missedsalesand lower profits. At best,existingcustomerswill be lessunhappy. At worst ƛǘΩǎa short-term strategywith
far-reachingconsequences. Online saleschannelsoffer the potential to increasesalesand reduce the time to serve
customers. Thiseffectivelyfreesup employeetime to work on supplyproblems.

2. Similarto Amazon,ManoMano, the online building materialsplatform with a focuson DIY,decoration,and gardening
materials,has raisedϵ300 million to grow in the UK. How big a threat to merchantsthat is dependson how deeply
ǘƘŜȅΩǾŜembeddedeCommerceanddigitalisationin their businesses.

Merchantswho are unableto sell online,or ŘƻƴΩǘhavea strongonline offering will be unableto sell on ManoMano. As
suppliersrecognisehow important online isbecoming,ƛǘΩǎreasonableto expectmanyto link with ManoManoandcut less
effectivenon-digital merchantsfrom their businessplans. Themarket is booming,but merchantsshouldnot delaytheir
online launchesasthis leavesthem vulnerableto this emergingthreat andopportunity.

3. Cyber-attacks are increasing. A recent hacking attack on one of our clients was identified as coming from Russia.
Fortunately,our team wasable to neutralisethe threat, but merchantsneedappropriatesecurityand a team that can
identify andrepelattacks.

Thisis worrying for merchantswho don't investappropriatelyin digitalisation,but a hugeopportunity for thosewho do.
Whenis the right time to digitaliseyour business?Answer: 20 yearsago,but if youdidn't start then, start immediately!
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Expert Panel
Website & Product 
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Monthly:Index and Categories
June 2020* ςJune 2021 
(Indexed on monthly average, July 2014 ςJune 2015)
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SourceΥ DŦYΩǎ
Builders Merchants
Total Category Report 

July 2015 to June 2021

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

2020 2021

MONTHLY SALES VALUE INDEXIndex June July Aug Sep Oct Nov Dec Jan Feb Mar Apr May June

Total Builders Merchants 100 121.4 131.9 113.3 128.7 126.4 123.5 83.5 100.7 109.4 151.9 150.6 141.4 157.1

Timber & Joinery Products 100 126.7 140.3 120.6 139.3 141.1 139.9 95.2 120.0 128.8 175.7 176.3 173.2 199.6

Heavy Building Materials 100 116.4 125.6 108.6 125.4 122.8 119.4 78.1 95.9 102.0 141.3 137.4 128.6 142.8

Decorating 100 94.4 112.4 100.1 113.1 111.7 110.5 76.2 85.8 95.7 121.7 113.2 106.5 116.7

Tools 100 79.3 99.0 85.8 98.5 101.0 100.0 70.9 84.4 93.7 120.8 110.7 98.2 100.2

Workwear & Safetywear 100 98.2 131.7 98.4 111.1 125.2 126.7 87.9 122.3 111.3 118.2 104.0 95.8 111.8

Ironmongery 100 108.8 128.7 113.6 127.3 127.3 122.9 87.8 103.1 111.5 143.1 137.4 127.0 137.0

Landscaping 100 223.7 208.2 157.2 161.0 135.6 122.8 78.0 90.1 111.9 222.5 257.0 220.5 235.1

Plumbing, Heating & Electrical 100 84.4 103.1 95.3 115.4 126.0 125.9 96.1 111.3 120.3 137.1 119.2 112.9 123.7

Renewables & Water Saving 100 55.1 69.3 58.2 71.9 67.2 70.3 50.4 62.6 62.3 85.9 78.8 72.7 80.1

Kitchens & Bathrooms 100 87.3 111.1 106.3 117.3 119.3 122.7 87.4 94.4 107.4 120.7 113.5 111.5 125.1

Miscellaneous 100 98.0 112.4 98.2 122.3 120.8 118.9 86.1 109.4 107.1 131.2 126.2 111.2 120.3

Services 100 105.9 119.4 109.2 119.2 117.5 115.4 89.0 93.5 103.3 134.5 128.8 123.5 131.4
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Monthly: Index
Adjusted and unadjusted for trading days
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SourceΥ DŦYΩǎ
Builders Merchants
Total Category Report 
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Monthly: Index and Categories
June 2021 index
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SourceΥ DŦYΩǎ
Builders Merchants
Total Category Report 

July 2015 to June 2021

Indexed on July 2014 to June 2015
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Monthly: Sales Indices Year on Year
Adjusted and unadjusted for trading days
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Monthly:This year v last year
June 2021 sales indices
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SourceΥ DŦYΩǎ
Builders Merchants
Total Category Report 

July 2015 to June 2021
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Monthly:This year v 2019
June 2021 2-year sales indices
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SourceΥ DŦYΩǎ
Builders Merchants
Total Category Report 

July 2015 to June 2021
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Monthly:This year v 2019
June 2021 2-year average sales a day indices
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SourceΥ DŦYΩǎ
Builders Merchants
Total Category Report 

July 2015 to June 2021

©BMBI 2021 Average sales a day ςtwo more trading days this year
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Monthly: This month v last month
June 2021 sales indices
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Monthly: This month v last month
June 2021 average sales a day indices
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SourceΥ DŦYΩǎ
Builders Merchants
Total Category Report 

July 2015 to June 2021

Average sales a day ςthree more trading days this month©BMBI 2021
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Year to date: Year on Year
Last 6 months sales indices
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Average sales a day ςone less trading day this year
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Monthly and Quarterly Indices
June 2021 and Q2 2021
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Charts indexed on July 2014 ςJune 2015
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Monthly Quarterly Half Year Full Year

Index: 20.8 Index: 62.3

2015 2015 2015

Jul Aug Sep Oct Nov Dec Q3 Q4 H2

22 20 22 22 21 17 64 60 124

2016 2016 2016

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Q1 Q2 Q3 Q4 H1 H2

20 21 21 21 20 22 21 22 22 21 22 17 62 63 65 60 125 125

2017 2017 2017

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Q1 Q2 Q3 Q4 H1 H2

21 20 23 18 21 22 21 22 21 22 22 16 64 61 64 60 125 124

2018 2018 2018

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Q1 Q2 Q3 Q4 H1 H2

22 20 21 20 21 21 22 22 20 23 22 15 63 62 64 60 125 124

2019 2019 2019

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Q1 Q2 Q3 Q4 H1 H2

22 20 21 20 21 20 23 21 21 23 21 15 63 61 65 59 124 124

2020 2020 2020

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Q1 Q2 Q3 Q4 H1 H2

22 20 22 20 19 22 23 20 22 22 21 17 64 61 65 60 125 125

2021 2021 2021

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Q1 Q2 Q3 Q4 H1 H2

20 20 23 20 19 22 63 61 124

2021
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Trading Days
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SourceΥ DŦYΩǎ
Builders Merchants
Total Category Report 

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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Builders Merchant Panel
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Generalist Builders 

Merchants definition:

Å 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. 

Å 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:
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