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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 asthe voiceof individualExpertBrands BostikUK,West Fraser(formerly knownasNorbord),PavestondJKLtd, eCommonSensdritishGypsum,
Wienerberger Midland Lead,Polypipe, The CrystalGroup,KeyliteRoofWindows,HansonCement,Keystonel intels,Knauflnsulation,Dulux Tradeand

LakesMeetthe Expertshere and on pages22 to 36 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)ata 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 Ndagil@rablymore data available GfKinsightsgo muchdeeperand includesalesvalue
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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we judge relative performance. More trading days in a month could boost total sales, whereas the level of sales a daymeatd b
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particular period under review:
Average sales a day indices comparison:
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sales indices
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Like-for-like sales, one less trading day this year
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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 and shoxolidike comparisons.
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Overview and Insights

Emile van der Ryst,
Senior Client Insight Managefrade, GfK

Q3 2021is secondbestquarter on record

Themostrecentquarter hasseena continuationof the stronggrowth experiencedhroughout2021, but the sectoris now
startingto seethe first signsof easing Thisyearhasbeenjust asunexpectedas2020for merchantsalbeit for more positive
reasons While Q3 ¢ | & ghotkier record quarter, it was only -2.4% behind Q2 in absolutevalue and was the secondbest
quarter on record Volume growth has cometo a standstillin Q3, with most value growth now being driven by price
increases

Yearto-date the sectoris up by 36.2% in value,with this noticeablyaheadof some of the growth forecastsmade at the
beginningof the year. Against2019, which is a more accuratebenchmark,yearto-date growth is up by 15.1% Further
evidenceof continuedgrowth is that the yearto-date growth against2019at the end of Q2 wassitting at 13.5%, which is
lower thanthe abovementionedl5.1%by the end of Q3.

Goinginto the drivers behind the growth, the BuildersMerchants sector is very much influencedby all the heavyside
activity. Yearto-date HeavyBuildingMaterialsis up by 28.6% against2020and 7.9% against2019 Usingthe sameyearto-

date metric both Timber& Joineryand Landscapindpave continuedtheir astoundinggrowth. Timber& Joineryis up 61.4%

against2020and 35.7%agains2019 while Landscapings up 35.9%against2020and 37.9%against2019

Inthe previousquarter categoriessuchasBlocks Bricks Insulation,Lintels,SheetMaterialsand Timberwere highlightedfor
their record performanceandthis hascontinuedstrongly. BlocksLintels,SheetMaterialsand Timberhaveagainhadrecord
guarters,with Bricksand Insulationnot far behind Q2Q @&cordfigures

The final quarter of the year should see further saleseasing,but still moving along very well. Supplychain issuesare
reducing,but wider UKmarketsentimentsuggestghis could persistuntil 2023 Pricingwill mostlikely continueto drive any
valuegrowth. L (is&féto saythat the final yearfigureswill be noticeablyaheadof initial forecasts but we expectthat 2022
will seea declineagainstthis mostexceptionalyear.
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John Newcomb, CEO BMF M

Builders Merchants
Federation

“

Reportsfrom the wider constructionmarket are beginningto show the effect of ongoingsupply chainissues,which this
quarter have been further exacerbatedby a shortage of HGVdrivers and significantcost pressureson manufacturers
However,by workingcloselyand collaboratively the supplychaincontinuesto managethesechallenges

Provisionafiguresfrom the Office of NationalStatistics ONSYeveala O dzNJ egg®f@Sultsfor Q3 2021, with two months
of falling output before volumesincreasedn September

Septembersaw monthly constructionoutput grow in volumeterms by 1.3% with increasesn both RMI (+1.2%) and new
work (+1.3%). However,month on month declinesin both Julyand Augustled to a 1.5%overallfall in Q3 2021 construction
growth comparedwith Q2 2021 Thisisthe first quarterlyfall following four successiveguartersof growth.

The ONSnoted anecdotal evidence of supply chain issuesaffecting output, with reports of healthy order books but
availabilityof certain constructionproductsaffectingprojectscurrently underway

Supplychainissuesare alsoreported in the Federationof Master. dzA f (RISBYQ3 Stateof Trade,which focuseson SME
firms. This found 8% facing delays due to either material or skilled labour shortages The vast majority, 97% had
experiencedmaterial pricerises,with 93%expectingthis situationto continuenextyeatr.

Ona positive note, 55% of FMBrespondentsreported higherworkloadsin Q3 over Q2 2021 (with just 8% lower) and 56%
reported more enquiriesfor future work (15% lower). Thisis only a slightdip on Q2 with enquiriesreturning towards pre-
pandemiclevelsafter an exceptionallystrongperiod.

Thelatest NHBCfiguresare alsopositive Headlineresultsshow 33,779 new homesregisteredin Q3 2023 an increaseof
14% on the sameperiod lastyear. Therehasalsobeen a shift towardslargerhomessincethe start of the pandemic,with
detachedproperties representing36% of new homesregisteredin Q3 2021, the highestproportion of registrationsthis
quarter.
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Quarterly Index and Categories
Quarter 3 2019* to Quarter 3 2021

(Indexed on July 2014 to June 2015)

Timber & Joinery Products 1289 111.3 1085 78.0 1334
Heavy Building Materials 100 121.0 102.3 1025 751 119.9

100 1157 1047 1011 563 1085
100 985 922 860 410 94.4
100 1053 117.4 1287 675 1137
100 1261 1136 1129 650 1232
100 1413 912 1001 1388 1755
100 1187 1234 1185 539 1046
100 753 658 766 315 664
100 1202 112.8 1094 484 1116
100 1280 1149 1291 633 1110
100 1218 110.3 1048 728 1159

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

Q3 2021 index Builders Merchant
Building Index Zdinel
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Quarterly Index and Categoried P

Quarterly indices Builders Merchant
Building Index Zdinel
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Quarterly Sales Indices

Adjusted and unadjusted for trading days Builders Merchant
Building Index Zdinel

Same chart with scale sel
to show Covid slump and Yearon-year sales peaked

first anniversary peak Quarterlv |ndiCES: Year on Year at +96.0% in Q2 2021
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Yearon-year sales slumped July 2015 to September 2021
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Quarterly This Year v Last Year
Q3 2021 sales indices

Quarter 3 2021 index v Quarter 3 2020 index

Builders Merchant

Building Index

)
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Quarterly This Year v Last Year
Q3 2021 likefor-like sales indices

Builders Merchant

)

Building Index Zdinel

Quarter 3 2021 index v Quarter 3 2020 index
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Likefor-like sales; one less trading day this year
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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

While A (ib®ei another quarter of unprecedentedgrowth for timber, R 2 yegpéctdemandto tail off anytime soon asthis
sustainablematerialcanmakea positivecontribution to reducingthe climatecrisis

With the COR6 discussiongreshin LIS 2 Lifhirl§)& (a@a@odtime to reopendiscussion®n the UKconstructionA Yy R dz&
impactonthe planet Net zeroisthe target we are all strivingfor, but shouldwe striveto gofurther?

Overtime, constructionmoved away from timber as a primary constructionmaterial, but a return to wood would be very
beneficialfor the planet Thereis a strong movementfrom many architectsto increasetheir use of wood, somethingwe
would welcome

Carbonis sequesteredwithin wood asit growsand this stayslockedup for the lifetime of a timber product Wood canbe

recycledtoo, which keepsthe sequesteredcarbon locked up for even longer. Our particleboard products, for example, whi 1 e it

containhighratios of postconsumerecycledwood. another quarter of
unprecedented
As the main component of our products, a majority of our wood is homegrownto minimise carbon emissionsfrom growth for timber,

transportation,aswell as protecting our supplychain Wood canbe a carbonneutral building material, but why stop there?
Norbord<wood panelboardsare carbonnegative whichmeansthat we lock up more carbonin our productsthan we emitin
the endto-end productionanddistribution of them.

dondt expe
to tail off anytime

soon as this
Attainingnet carbonnegativityis a significantstep and demonstratesour determinationto be a marketleaderin sustainable, sustainable material
climatefriendly products Thisapproachalsohelpsussavel.18 million tonnesof CQ per year. can make a positive

Net carbonnegativestatusbenefitsspecifiersand usersof our engineeredwvood panelproducts Whenusedin construction, cor_ltrlbutlon .to
theseproductscanmovea LINE 2 &rdancdént in the right direction, helpingcompaniesneettheir net zerotargets,which reducmg_the f:“mate
is good for reputation, complianceand the planet Foro dzA f Re8cNantSlookingto do their bit, encouraginghe use of Crisis.o
wood-based products contributes to the movement towards sustainablebuilding and to reducing the impact of the
constructionprocesson our increasinghffragile climate.
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Expert Panel -
Natural Stone & 1 PAVESTONE

Porcelain Paving

(Part of Landscaping)

YNBaAGIE 2AffAlFLYaxS alyl3IAy3d S5ANBOG2NI t | &S
Natural Stone & Porcelain Paving.

Themarketstartedto slowdownin Q3, aswe move pastthe unprecedentedpeaksin demandexperiencedn 2020and early
2021 A combinationof beingableto travel and homeownershavingother thingsto spendtheir savingson haspushedRMI
downthe LINA 2 hsk, andsSlésde backto amanageabldevel

Thesuddendrop in demandhasleft many suppliersand merchantswith surplusstockafter months of buy, buy, buy. While
the temptation is to shift excessstock,A (m@réh maintaininghealthylevelson key lines aswe expectstrongdemandin the
Spring

Whilst shippipgprivcesr]avefinally plateaued,and UK port congestionseemsto be getting better, things have certainly not
beenWT A E S Rdy seeingan improvementas demandhasdropped Shoulddemandrise heavilyagain,we canexpect
muchof the samewith haulageshortagesport congestiorandmanyshippinglinesrefusingto stopat someUKports.

Porcelainsaleshavebeenanotherpositivein Q3. Saleshavegrown despitesandstoneand other alternativesbeingavailable
Merchantsnow havemuchmore confidenceto sellporcelainandwe hopethis will continuein the future.

Unfortunately, g S ergéingajace to the bottom with porcelainhavingto compete with cheaper,lower quality products
hitting the market 2 S Q @eStockedour Indiansourcedporcelainas the shippingand haulagecostsmake it unviableto
competewith better priced, Europearproduct

Thereisa new coIoAurtrend on the horizonfor Q4 and 2022 greige(greybeige) L (iaQait grey,andawarmercontemporary
product 2 S Q9e&ngthis hit Europearmarketsquite heavilyandwe expectit to havea bigimpacthere.

Finally,in the aftermath of COR6, we expecta renewedfocuson sustainabilityin Q4 and beyond,asthe industryaddresses
how it canreduceits environmentalimpactandmakea measurabldifference
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Expert Panel
Adhesives & Sealants

(Part of Decorating)

A

al i KS¢g 2KAGSK2dzasSz
Adhesivesand Sealants.

G2NJ I d

&b
O

al NJ SGAy3 5AN

Demandfor constructionproductsis buoyantand overall production output remainsstrong, howeverthe growing price of
raw materialsis creatinga challengingeconomicpicture. 2 S Q ge8nfirst-hand the impact on adhesiveand sealantraw
material feedstockprices,which haveincreasedevery quarter throughout 2021 due to a strongreboundacrossall markets
wherethey are usedincludingconstruction,automotive,electronicsand personalcare Somekeyraw materialshavereached
historic highs,with pricesincreasingoy more than 40%sinceAugust

Approximately60% of the globalvolumefor someof thesefeedstockss producedin China,where we are againwitnessing
increasesas plants reduce production capacityto meet regionalChinesegovernmentemissionand energycontrol targets

Chinaisthe ¢ 2 NIbiBg@siproducerof siliconandits price hasincreasedoy 300% with no reductionexpectedfor at least
the nextyear.

In terms of regulatorychangesthe plasticpackagingax takeseffect from April 2022 The constructionsectoris one of the
worst offendersconsuming23% of all UK plastic packagingand generatingan estimated50,000 tonnes of plasticpackaging
waste eachyear. It is our responsibilityto lead a changein the industry by pushingsuppliersfor alternative materialsand
waysof packagingur goods

TheUK3 2 @ S NJ/ deSigiodt® delay the introduction of the UKCAmark by a year becauseof the pandemicis sensible
Howeverthat R 2 S dngade shouldtake our foot off the pedal L (eSs&ntialve usethis time to goodeffect by organising
retestingand packagingipdatesto avoidanydelayscome 1st Januan2023

The Codefor ConstructionProductinformation (CCPI)developedby the / t ! Magketing Integrity Group,alsocontinuesto
gather momentum The CCPIsets a level playing field for all construction product manufacturersto ensure that the
information they provideis clear,accurate,up-to-date, accessiblend unambiguous

The CCPIs likely to becomea benchmarkfor any public sector work and may be more widely adopted by specifiersfor
private sectorwork, sog S CkNdpinga closeeyeonthe d O K S pi&yfess
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Expert Panel
Bricks & Roof Tiles

(Part of Heavy Building Materials)

_ '
Wienerberger

KevinTolsor= / 2 YYSNODALFIf S5ANBOG2NI 2 ASYSNDSNHSNJ
Aswe enter the final few months of 2021, it is usefulto reflect on the year so far, while alsolookingto the future of the

industryandour business

Many in our sector have performed beyond expectationsand have bouncedbackwell from last year, despite a variety of
challengesHowever,the constructionindustryis often a reliableindicator for wider economicperformanceand g S @ritefr
the fourth quarterwith a note of caution

Accordingto the Purchasinglanagersindex (PMI)of industry activity, postlockdowngrowth in the constructionsectorfell
to its slowestfor eight months in September Thistrend reflected in the high-street where retail salesdipped 0.2% in
September Thiswasthe fifth monthly fall in arow.

Businessconfidenceis holding up accordingto ONSand CBIsurveys,but consumerconfidence,captured by GfKin its
ConsumerConfidencelndex, was -17 in October 2021, down four points from -13 in Septemberto its lowest level since
February Thesewill be keyareasto keepaneyeon during 2022

During the fiAnaI quarter, Glasgowwill have hosted the 2021 United Nations Climate Chanquonfgrence(COl%). Asa
companyg S Qu&eéha signatoryto the UN GlobalCompactsince2003 which ensuresthat g S OftéEsedon driving action
and supportof achievingthe SustainabldevelopmenitGoalshy 2030

2 S Q gu®ngthened this commitment and launched our W[ SBuif@a S & 2 sGRahability strategy that ensuresour
organisationandstakeholdersn the UKcanseea pathto a more sustainablduture for constructionaswe headinto 2022

While we havebeenbusydoing our bit for the planet,A (igfodlto know that we are not alone. We are seeingmany within
constructionstartingto take positivestepsin the right directionto becomingmore sustainable Overtime, all of these small
stepswill get bigger, and they will no doubt combineto bring about significantmomentum in our industry and for the
environment
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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.

To a large extent, the challengedacedin the previousquarter are the samein Q3 with material availability continuingto
causedisruption acrossall sectors In addition, we are now being subjectto further commercialuncertaintiesas a result of
significantenergyprice fluctuations,skillsshortagesand a far more mobile labourforce.

Demandis highandA (fd@e&astto staythat way, althoughwith the usualseasonatariationsaroundthe end of the year. Yet
the everpresentthreat of reimposedCOVIDestrictionsalsohangsover us. Ourindustryfindsitselfin exceptionatimes.

It is saidthat Wy S O Ssdh& mdih@rof A y @ S yWith the/cRallengesour industry faces,there hasneverbeen a better

opportunity to embracechangeandto look for new solutionsand new waysof working. ACOP26 presented us

with a stark picture

Theneedfor a new approachis not just in relation to the current supplyissuesL (a@@true in responseto climate change of what needs to be
and our pledgeto achieveNet-Zera CORG6 presentedus with a stark picture of what needsto be done to limit the global done to limit the
temperatureriseto 1.5 degrees global temperature
The wider acceptanceof recycledmaterialsis one area where our industry could look to effect a positive changeon the riseto 1.5 _degrees.
environment Openingor creatingnew standardsallowsthe useof breakthroughtechnologiesvhichdeliverwider, long-term The wider
benefitsto supportatrue circulareconomy acceptance of
o o recycled materials is
Stayingwith the theme of climate goals,we were pleasedto seethe D 2 @ S NJ/ Erviyoante@tAct finally achieveRoyal one area where our

Assenton 9th November two yearsafter its introduction. Settingout the D 2 @ S NJ/ ¥8rgrchigrisionfor leavingnature

in abetter statefor future generationsthe Actis seenasa milestonein shapingambitiousresilienceandecologicalpolicy. industry could look

to effect a positive

The! O reQuirementsfor developmentsto achievea net-gainuplift in biodiversitywill transform our urban landscapeand change on the
delivera wealth of multi-functionalbenefitsfor communitiesandthe environment Furtherlegallybindingtargetsto improve environment. 0O
nature, air andwater quality will be introduced nextyear.
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Expert Panel
- WKeyst
Steel Lintels aystona

(Part of Heavy Building Materials)

ax

5SNNA O] aOCINIIFIYyRXZ alyl3Ay3a 5ANBOG2NI YSe

Demandfor steellintels hasremainedstrong,but asa result of escalatingnaterialand labour costs,we sawthe price shoot
up at the beginningof Q3. Thiswould normallyresultin highvolumessold,however,for the first time | know of in my career,
we hadto put steellintels on allocationto help managethe restricted supplyof raw material Allocationswere calculated
basedon the averagepurchasedn the sixmonthsfrom 2019 and by branch

Despitetheserestrictions,we havesofar beenableto deliver2.5%more tonnesof steellintelsin 2021comparedto 2019 so
suppliesare still getting through. It is fair to saythat ordersdid not alwaysarrive fully shippedand on time, howeverour
teamsbehindthe sceneshavebeenworkingtirelesslyto satisfycustomerdemandsasbestthey canin the current conditions

That said, we are part of a global supply chain and there are still seriouschallenges The new barrier to normality is the

pendingenergycrisis,with somefactoriesin Chinareportedly workingtwo dayson andtwo daysoff to sharethe O 2 dzy (i N AiDemand f

energyresourceslt isinevitablethis will affectthe globalsteelmarket, particularlyin terms of availabilityand future pricing lintels has remained
strong, but as a
The NHBGis reporting completionsin Q3 2021 comparedto 2020 are down 5% (1692 units), reflectingthe combinationof result of escalating

lasté S | gegRlackdownrecoverycomparedto the materialchallengesof 2021 Onamore positivenote, NHBQeportsthat
36% of new homesregisteredare detached,whichis up from 28%on the sameperiod lastyear,while apartmentsregistered
in Q3 2021 fell from 29%to 13% With detachedhouseson the increase coupledwith new buildingregulations,demandfor

material and labour
costs, we saw the

highthermal performinglintelsis alsosetto rise. price shoot up at the
beginning of Q3.
Lookingahead,we believethe industry will seea reductionin raw material shortagesand suppliesbecomingmore stablein For the first time |

@4, whichwill in turn slowlyimproveoverallservicelevelsfor steellintel customers know of in my

career, we had to put
steel lintels on
all ocat.i
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Expert Panel
Drylining Systems

(Part of Heavy Building Materials)

&D| British Gypsum

SAINT-GOBAIN

{GFOSe ¢SYLINBftfts alFNJSGAYT 5ANBOG2NI . NR (A

DuringQ3, we continuedto seethe ongoingchallengeof high pricesand low availabilityof materials,with fuel shortagesand
someverywet weatherthrown in for goodmeasure

Likeothersin our industry, we found that these factors affected production output in different ways, presentinga mixed
picture acrossthe board Thecommercialand non-housingrepair sectorscontinueto struggle,while production output for
infrastructureand private housingrepair is significantlyabovelevelsrecordedin February2020

Howeveroverallthe ONSreports a cautiouslypositiveoutlook on the economy Althoughstill below pre-pandemiclevels,UK
GDHs continuingto rise slowlywhile the fallingunemploymentrate indicatesfurther signsof recovery

With the hugenumber of job vacancien offer asthe economyadjustspost-Covid,averageweeklyearningshaveincreased )
to attract and retain staff in a competitive labour market Wageshaverisen by 9.7% in construction,but economistswarn fWith the huge
that eventuallythesecostsmaywell find their wayhometo the O 2 Y & dzZY08kBLI & number of job

vacancies on offer as

Q3 alsosawthe publicationof the Codefor ConstructionProductinformation. Developedn the wake of the GrenfellTower the economy adjusts

disaster,n direct responseto DameJudithl I O | ihdép&r@eéntreview,the CCPpromotesthe needfor urgentand positive

industrychange post-Covid, average
weekly earnings have
At British Gypsumwe sharethe ConstructionProducts! & & 2 O Adodlta @iye@igher standardsin the presentationof increased to attract
productinformation, andwe are committedto raisingthe bar acrossour industry. and retain staff in a
Asdedicatedsupportersof the CCPIwe are committed to providingour customersand constructionpartnerswithaW3 2 £ R competitive labour
i K NBf ifid@mation to support them with complete transparencyand do our part in building better. Sincethe first ma_rket. Wages have
publicationof our own White Bookin 1972 we havebeenleadingthe way in providing clearand accurateproduct, system risen by 9.7% in
and specificationinformation that canbe relied upon, doingour part in raisingindustry standardsfurther. constr wct

‘ 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

Expert Panel
Mineral Wool Insulation I{Nllllf

(Part of Heavy Building Materials)

bSAft | I NENBlI @S&a> alyl3ay3a 5ANBOG2NI Yy I dzF
Mineral Wool Insulation.

Amidthe uncertaintyof last March, most of uswould havepouncedon any positivesignthat constructionwasbouncingback

After a 2021 dominated by supplychallengescausedin large part by insatiabledemand,g S Qréddnded of the risksof & U 2 4

muchof agood(i KA.y 3 £

MerchantsR 2 yheeillme to spellout the difficulties i K S a@e@di6 sourcingconstructionmaterialsof almosteverytype ¢
insulationincluded And not just imported products,but those made here in the UKtoo. Nor do they need another lengthy
explanationof the causesTakeone part voraciousdemand(witnessthis@ S | BMBI#data),add a postlockdownbackloganda
touch of logisticsdisruption,and& 2 dzgb@a%ecipefor trouble. In this case ajust-in-time supplychainknockedout of tune.

Asl saidlast quarter, merchantsandtheir partnersare havingto useequalmeasuresof collaboration,creativity and patience
to navigatethis challengingime. But what about the mid to long-term picture? Becauseaunfortunately, all indicationssuggest
merchantswill face disruptionfor sometime to come (the ConstructionProductsAssociatiorhasrevisedits growth forecasts
for 2022down from 6.3%to 4.8%in anticipation)

Thereare two issuesto be solved distribution and demand The former requirescarefullyuntanglingand rebuilding supply
chains It will take time, but the logisticsindustry will eventuallyadapt Forthe latter, manufacturerswill needto increase

supply

At Knauflnsulation,for example,g S Q#o8ght new capacityonstreamglobally,and g S Qpininginvestmentshere in the
UKthat will deliverin the longerterm too. ¢ K I ifhggant becausethe demandfor Mineral Wool insulationis only likely to
increase Thisg A y (1 ééNdy price crisis has sharpenedthe appetite for buildingsthat are energy efficient to run, while
COR6remindsusthat we Y dza {foyg@témbodiedcarboneither.

When constructionemergesfrom its current demandshock¢ and eventuallyit will ¢ there will remain a strong, underlying
demandfor Mineral Wool becausedt candelivergenuinelysustainablebuildings AndlU K | oinedodthing we O | yhidwéitoo
muchof.
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Expert Panel
Cement & Aggregates

(Part of Heavy Building Materials)

Hanson

AEIDELBERGCEMENT Group

|l YRNB G {AYLAZ2YZ
Cement & Aggregates.

Q3 sawa shiftin the trendsfor 2021, astypical seasonatrading patternsbeganto return. Accordingto the Mineral Products
Associatior(MPA) constructiondemandfor mineralproductsslowedin Q3, with readymixedconcretedown 6.7%compared
to Q2 while asphalt(-4.3%) and mortar sales(-3.7%) were also down. But while retail demand for DIY has eased,trade
businessontinuesto drive merchantsalesfor cementandaggregatesand constructionis strong

Aspart of an energyintensiveindustry,g S QoN&bf manybusinessesobbyingfor governmenthelp with skyrocketingenergy
prices Energycostsdoubledin Q3, andwe expectthem to stayhighthroughout Q4 andinto 2022

2 S Q&I experiencingcost pressurescausedby pallet, packagingand raw material shortages,and haulagedifficulties,
particularlyfor packedproducts Increasedn the costof carbonis placingmanufacturersunder significantpressure to the
extentthat manufactureramayneedto pauseproduction Thepriceof carbonis now muchhigherthanwe hadforecast,with
apeakof £75 atonne.

In the next five years,constructioncanexpectto seechangesn cementtypesasthe industrydrivesto cut carbon Toavoid
escalatingcarboncredit costsandvolatile energyprices,we are investingin measurego reduceenergyusageand emissions
CurrentlyHansonis investingin two pilot schemesa carboncapture and storage(CCSychemefor our Padeswoodement
plant, and we havetrialled usinga net zerofuel mix includinghydrogenat a kiln in RibblesdaleTogether,in the future, these
couldreduceemissiondy almostlm tonnesof carbonayear.

But schemedike this are at the cutting edgeof innovationand the infrastructure required for them to be adoptedat scale
R 2 S éy@f &Xi$t Toimplement CCSat our three siteswould require hundredsof millions of poundsinvestment At Hanson,
g S Qreigcedour CQ emissiondy 50%since1990 andfurther investmentis plannedto reducethem evenfurther.

With supplyproblemsand price pressurescomingat us from all anglesiit lookslike a bumpy ride in 2022 Most companies
are at capacityandcannotmakemore,andwithout amagicwand,g S qu& askfor calmandunderstandingn the shortterm
asthe industrystruggleso meetdemand
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Expert Panel

Lead
(Part of Heavy Building Materials) M |d I O n d LeCId

[eyy {GNBSOzZ {tS&a 9 alNJSGAYy3I alyl ISNI ah

Theleadindustry,like others, is affectedby short-term issuessuchasBrexitandthe driver shortage We believeit will take a
while for it to settle backto normallevels Hefty price risesfor energy,raw materialsand packagingare hitting the industry,
andshortagesn the supplychainare affectingbuyinghabits

ButA Us@stainabilitywhichis rightly at the top of the industry agenda Attendinga BMFParliamentaryReceptionto support
the C@nstructZeroCampaigrand SustainableConstructiona few weeksbefore the COR6 summitin Glasgowwe sawthe
A Y R dzappdlik 1@ geduceits negativeimpacton the environment

The event waswell attended by 6 dzA f iReéScNdntQindustry leadersand politicians HoweverA (icledr that legislationis
neededto force constructionto work towardsthe target of all buildingsbecomingnet zerobefore 2050

. dzA f RefcNdht€and other constructionmaterialssupplierssourceand provideto meet demand,and the costto the end
userwill alwaysbe a priority until legislationdictatesotherwise

Asa sustainablematerial, lead is at the forefront of building materialsbecausepy its very nature, A (il @nost sustainable
roofing productavailable Leadalternativescannotbe recycledor reusedindefinitely like lead ButA (ufté manufacturerso
getin front of specifiersand buyersto demonstratewhat is neededto reducethe negativeimpactthat constructionhason
the environment

Midland Leadis the first lead manufacturerto be awardedan EPDfor its castsheetlead An EPDpr EnvironmentaProduct
Declarationtransparentlycommunicateghe environmentalperformanceor impactof a productor materialoverits lifetime.
Weworkedhardto achievethis, but doesit influenceLJdzNID K HegissondiuSereal lead?Theansweris still yesand no, but
constructionis becomingmore awareof its impacton the environment

Legislatiomeedsto changesignificantlyto help createa truly sustainablefuture. So,keepyour eye on that and be aware of
youro dza A gh8irdrim@ntalimpactbecausechangeison its way.
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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.

2021is turning out to be a gameof two halves,asa buoyantQ1l and Q2 have made way for a tail off in demandin Q3 and
perhapsc finally ¢ areturn to normality.

Normal service has resumedfor raw material and component supplies,with resin, PVGU profiles, and glassall readily
available Wel NXBefitidafy out of the woodson supplyissuesput we seemto be overthe worst of it.

Theavailabilityof materialsin Q3 hasmoderatedthe streamof priceriseswe saweatrlierin the year. We expectto seean end
to additionalsurchargesy the end of the yeartoo.

Digital saleswere the driving force behind half of our own Q3 sales,and as many merchantswill agree,a mix of clicksand
bricksis necessaryo staycompetitivein the buildingindustry. Henceour rollout of CrystaMWindow Centresfor the merchants

is gatheringpace fNormal service has
resumed for raw

Aswe moveinto Q4, and COR6 discussionsiraw to a close,sustainabilityis top of the agenda? S QdédBidentthere will be material and

anotherincarnationof the greenhomesschemein 2022 under a different name, and a pushfor windowsto be classedas component supplies,

primary measuresWhile the governmentis championingsubsidiedor costlyair sourceheat pumps,it makessenseto ensure

homesare well-insulated,sothey R 2 yiv@diieenergy with resin, PVC-U

profiles, and glass all

Aswell asthermal efficiency,we are seeingincreasedinterest in noiseabatementwindows Many new housingestatesare readily available. We
beingbuilt on brownfield sitesnearroadsor rail lines,and developersneedwindowswhich keepthe noiseout. Theywill also arenot ent
needto be retrofitted to homesaffectedby the H project the woods on supply
Thebig watch point going forward will be cashflow, asthe industry recalibratesto new levelsof demandand a backlogof issues, but we seem
orders Alot of moneyis beingspenton buyingmaterialsand componentsput with leadtimes extendedto 8-9 weekor more to be over the worst

before jobsare completed,suppliers fabricatorsandinstallerscould strugglebefore the moneycomesin. of it.0
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Expert Panel
Paint

(Part of Decorating)

PaulRougha ¢ NJ} RS aSNODKFIyda {IfS& 5ANBOG2NI 5 dz

It hasbeenanotherdifficult quarter, asthe industry grappleswith labour and materialssupplyissues Jobvacanciesre at a
record high and supplychainproblemsfacingthe UKhaveled to a fall in constructionoutput for four consecutivemonths
Thisislikelyto haveanimpactdownstreamon the trade paint marketastheseare problematicfor our major customers

Earlyin Q3, demandstayedstrong within the trade as total market volume for August2021 was only slightly down (-4%)
comparedto the samemonth lastyear. On a movingannualtotals (MAT)basisthough, volumeswere up 14% yearon-year
andwe were still 4.6%to the goodversusthe MATvolumefor August2019¢ amore normal pre-Covidperiod.

However,changeis in the air. Accordingto figuresfrom the British CoatingsFedervation,trade paintAsaIesin Septembemwere
down 15% againstSeptembersaleslast year, following what they calledWf I O | fedaémandd&si eachof the previous

three months AnAccording

from the British

Thedownwardtrend wasreplicatedin the decorativepaint market,where Septembemwasdown 26%yearon-year,following Coatings Federation,
arun of falls sinceMay this yearas consumerconfidencefaltered and the property boom from earlierin the yearstartedto trade paint sales in

fizzleout. September were

Despitethe gloom,yearto-date trade paint salesfor 2021are still up by more than 8%comparedto lastyear. Isit a bigaskto down 15% against
maintainthis aswe moveinto Q4? Maybe, maybenot. The CPAexpectsconstructiongrowth to staystrongfor the rest of the September sales last
year,somuchwill dependonthe A y R dzahilitydd v@rcomethe frustrationsof supplyshortagespottlenecksat ports and year, following what
mounting costpressures they called

Thereis one areaof potential growth that merchantsshouldbe awareof aswe headtowardsthe end of the year,andthat is ol ack I. us
the numberof generalistor muIt|sk|IIedtradespeopIeNho are now applyingpaint. Theirnumbersare growing,yet a majorlty performances in

| NJ lyughrij their paint from 6 dzA f R&dNENE They are buying elsewhere Why? If you can answerthat, (i K $ N5 QRN RN (EVIeII
Iucranvenewrevenuestreamwanmgfor merchantsto pickup. three months. 0
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Expert Panel TN
Roof Windows Rndo‘

(Part of Timber & Joinery Products)

JimBlanthornea I Yy 3Ay 3 5ANBOG2NI 2F YSe@tAlS wz22F

The last quarter brought more of the same for roof windows more demand, more material challengesand more cost
increases

Thecostof containersfrom the FarEastshowsno signof normalising Perhapghe currentratesarethe new normal,however
we assumecompetitive forceswill return once global supply chainsfind an equilibrium Most commentatorshave givenup
predictingwhenthis will be, butit g 2 yh@liefore ChineseéNew Year

At our manufacturingand distribution locations,statutory changesand marketforcesare resultingin wagecostscontinuingto
riseabovethe rate of inflation.

Timber priceshave softened,yet availabilityremainsa challengeon certain specifications Aluminiumand PVCpricesare up
significantly Allin all, a shortageof goodnewsstorieswhenit comesto supplyand cost

Speakingor Keylite,we havetaken every possiblemeasureto shelter customersfrom price increasesholding the modest
increaseannouncedn January2021throughto yearend without passingon anyof the exceptionalcostinflation.

At the end of September,we duly announcedour 2022 price increase,which will take effect 1st January Again,we have
mitigatedcostincreasesasfar aspossible keepingthe increasefor roof windowsto singledigits.

At Keylite, our strategythroughout 2021 hasbeento investin stock and position ourselvesto grow the categorywith the
market, resultingin record salesvolumes Demandhas come from both existingcustomers,which we plannedfor, and an
increasein their wallet sharedue to the supplyissuesencounteredby somecompetitors,whichwe K I R.yT§@ éxtraordinary
demandwe haveseenin recentweeksmeanswe will be communicatingan allocationsystemfor Q4 to ensureour growing
output is apportionedfairly.

Wewill continueto investin both stockand manufacturingcapacityto supportour customersin advanceof what we expectto
be a strongQ4 andinto 2022
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Expert Panel
Shower Enclosures & Showering

(Part of Kitchens & Bathrooms)

aAO]l 9QIyas>s hLISNIOGA2ya 5ANBOG2NI [F1S&a Aa
Shower Enclosures & Showering.

In Q3 we haveseensustainedslow growth in our sector,but the stageis setfor a biggerfinishto the year. Allthe indications
are that consumerspendingon homeimprovementswill continuefor the rest of the yearandinto 2022 ascolderweather
bringswith it increasednterestin indoor projects

Thevalueof bathroom projectsis goingup too. Theaveragebathroomrenovationspendwas£5,000in 2020 up a quarteron
2019 accordingto a consumersurveyby Houzzc the homeimprovementplatform. Its researchrevealedthat more than half
of homeownerswere planningrenovationsthis year.

While we expect2021to finishwith aflourish, not everythingin the industryis positive Researctsuggestghat onein eight
firms fear they will fail within a yearasthe costof COVIDcomplianceand surgingmaterialspricessqueezesnargins,and a

shortageof skilledworkersis threateningto derailthe A y R dz&e&audry@stustomerswait monthsfor new bathroomsto AA shortage of skilled
be installed workers is
threatening to derail
The British Institute of Kitchen, Bedroom & Bathroom Installation (BiKBBI is calling for a co-ordinated effort from the indusg
Governmentandindustryto plugthe skillsgapbut there are no quickwinsto fix the problem. Bringingnew peopleand new
. . : ) : . ) . . recovery as
ideasinto the industryis essentialto future growth, somethingaptly demonstratedby the increasein bathroom companies .
utilising digital channelsto improve operationsand customersatisfaction customers wait
months for new
We have reacheda turning point. The pandemicpushedus to embracedigital, and companieswho did - by introducing bathrooms to be
tsheryi_ce_t:ililie on(;inetbooking;lelc_:tror_}icpayl/ms‘rgsarlg cither (I)m,\rll‘iéhar&k;ﬁtions- are t?rivng..{ Eéeinif Ia cu;t]ortneronly does installed . Bringing
eir initial productresearchonline, if you ofilRe] you pA e conversationL UaSs@mpleasthat. new people and new
Cananything spoil the bathroom industry party as we move into Q4 and 20222 Supplychain issues,rising prices, port ) |deas_|nto the )
congestionandthe haulagedriver shortagewill continue,but overallwe are cautiouslyoptimistic. industry is essential

to future

‘ 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
https://www.kbbreview.com/40223/news/kitchens-first-priority-as-homeowners-spend-more-on-renovations/
https://eur01.safelinks.protection.outlook.com/?url=https://www.hpmmag.com/news/higher-workloads-lead-to-cashflow-challenge&data=04|01|toby.aiken@mra-marketing.com|46efeda1a77648a0419708d997d0c684|aadaf33b09a64e4eaa87cd4356a704ee|0|1|637707745218932400|Unknown|TWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D|2000&sdata=%2BLiHvm1x80moUL4Vk9O29KCT9oPoXKW/62jCdTMTv6s%3D&reserved=0
https://eur01.safelinks.protection.outlook.com/?url=https://www.bikbbi.org.uk/news/bikbbi-concerned-with-scale-of-skills-crisis/&data=04|01|toby.aiken@mra-marketing.com|46efeda1a77648a0419708d997d0c684|aadaf33b09a64e4eaa87cd4356a704ee|0|1|637707745218932400|Unknown|TWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D|2000&sdata=CWkqCGKvALuSlxvIBdEpJgef9u%2BlA4ts5C5Co74po0U%3D&reserved=0

Expert Panel |
Website & Product ~ €commonsense

Data Management Solutions

AndyScothenrE al yIF 3Ay3 5ANBOG2NI S/ 2YY2y{SyasS Aa
Website & Product Data Management Solutions.

Climatechangeis the biggestsinglethreat facingthe planet,andeveryoneneedsto actif the predictedcrisisisto be avoided
With COR6 havingrecentlytakenplacealongwith a seriesof damningreports criticisingattempts to reduceCQ emissions,
will 2022be ayearfor change?

The Governmentis realisingthe detrimental impact of the built environment sector on the y' I {i A retyz&@ambition.
Constructiorhasa crucialrole to playin drivinga more sustainablguture but actionneedsto be takenbefore A (itd® &ate.

At the recent BMFparliamentaryreception,¥ . dzA 4 Srstajhable NI liah évehtdl&signedto showcasesustainabilityin
the manufacturingand distribution of building materialsand home improvementproducts,it was encouragingto speakto

0 dzA f rRefchaRt€nd buildingmaterialsmanufacturersaboutthe urgentactionsthat needto be taken i Bce the start of

the COVID-19
Solvinginefficienciesin the supply chain should be a significant focus, with the rise of eCommercepresenting new pandemic, the digital
opportunities in efficiency The entire industry needsto go through a digital transformation, part of which will involve revolution has
connectingthe websites, product databasesand backoffice systemsof merchants,suppliersand, further downstream, gathered pace.
constructioncompanies Thiswill enable rapid and accuratedata exchangeto allow customersto make informed buying R
o i . : - esearch shows that
decisionsand help improveinventory and deliverymanagementbut it will alsoreducewastefrom the number of part-full
deliverytruckson the road. almost 50% of
people now prefer to
Many merchantshaveinvestedlimited amountsof moneyin digital transformation,asthey are unsureif customerswould transact online with

favour online systemsand they are scepticalof the benefits However,sincethe start of the COVIBL9 pandemic the digital
revolution has gathered pace Researchshowsthat almost 50% of people now prefer to transactonline with customers,
suppliersandmerchants pften preferringthe more efficient and sustainableoption.

customers, suppliers
and merchants, often
preferring the more

Thosethat fail to investandrealisethe potential of thesedigital solutionsrisk losingout to more agilecompetitors Theymay efficient and
alsofall foul of future legislationassustainabilitypecomesanincreasinglyinfluential factor drivingbuyingdecisions sustainable option.o
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Monthly: Index and Categories P e

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

2020 2021

Total Builders Merchants 128.7 | 126.4 123.5 100.7 | 109.4 | 1519 | 150.6 | 141.4 | 157.1| 151.1 | 139.3 | 147.9

0]
Timber & Joinery Products 100 1393 1411 1399 952 1200 1288 1757 1763 173.2 199.6 1998 1826 193.3
Heavy Building Materials 100 1254 1228 1194 781 959 1020 1413 1374 1286 1428 136.8 127.0 136.2

Decorating 100 113.1 1117 1105 76.2 858 957 1217 113.2 106.5 116.7 1150 108.7 114.8
Tools 100 98,5 101.0 100.0 70.9 844 937 120.8 110.7 98.2 1002 97.6 93.6 101.8
Workwear & Safetywear 100 1111 1252 126.7 879 1223 111.3 1182 1040 958 1118 928 957 106.5
[ronmongery 100 1273 1273 1229 878 103.1 1115 1431 1374 1270 1370 129.2 120.2 129.2
Landscaping 100 1610 1356 1228 780 90.1 1119 2225 2570 2205 2351 2048 1753 1719
SlEglollaef s EEllefedl = el 100 1154 126.0 1259 96.1 111.3 1203 137.1 119.2 1129 1237 113.7 109.7 126.7
Renewables & Water Saving [EEeo] 719 672 703 504 626 623 859 788 727 801 721 70.6 70.9
Kitchens & Bathrooms 100 117.3 1193 1227 874 944 1074 120.7 1135 1115 1251 1265 1183 131.2
Miscellaneous 100 1223 1208 1189 86.1 1094 107.1 131.2 126.2 111.2 1203 1216 116.2 1284

Services 100 119.2 1175 1154 89.0 935 1033 1345 1288 1235 1314 1328 130.2 1334

*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 September 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

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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Monthly:Index and Categories

September 2021 index Builders Merchant
Building Index Zdinel

September 2021 Index
Indexed on July 2014 to June 2015
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—
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Monthly: Sales Indices Year on Year P

Adjusted and unadjusted for trading days Builders Merchant
Building Index Zdinel

Same chart with scale self . Yearon-year sales peaked
to show Covid slump and Monthly' Yea ron Yea r at +419.2% in April 2021
30% | firstanniversary peak |
" __ Manthiy: Year o Year ‘ Average sales a day ===Total sales I Current month
25% |-
20% |-
15% —T“‘-
10%
5% 2 1E B H
0% rT T T T T T T T TT ‘ T T T T T T T T T T 77
-5% v ian
-10% 1
-15% 5
©BMBI 2021
-20% -

Sep Dec Mar Jun Sep Dec Mar Jun Sep Dec Mar Jun Sep Dec Mar Jun Sep Dec Mar Jun Sep Dec Mar Jun Sep . Sourcd¥ DTY QX
2015 2016 2017 2018 2019 2020 2021 Bui
uilders Merchants
Yearon-year sales slumped Total Category Report
to -73.6% in April 2020 July 2015 to September 2021
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Monthly: This year v last year

September 2021 sales indices Builders Merchant
Building Index

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

September 2021 -Year sales indices

2-year comparison: September 2021 v September 2019

Builders Merchant

Building Index Zdinel
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Monthly: This year v 2019

September 2021 -Year likefor-like sales indices

)

Builders Merchant

Building Index Zdinel
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