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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 asthe voiceof individualExpertBrands: BostikUK,WestFraser(formerlyknownasNorbord),PavestoneUKLtd,eCommonSense,BritishGypsum,
Wienerberger,Midland Lead,Polypipe,TheCrystalGroup,KeyliteRoofWindows,HansonCement,KeystoneLintels,KnaufInsulation,DuluxTradeand
Lakes. Meet the Expertshereandon pages22 to 36of 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)
monthlyconstructionupdate. 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:

5

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:

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 and show like-for-like comparisons. 

Trading day differences explained

Average sales a day indices comparison: 
(9ȄǇǊŜǎǎŜŘ ƻƴ ŎƘŀǊǘǎ ŀǎ Ψ[ƛƪŜ-for-ƭƛƪŜ ǎŀƭŜǎ ƛƴŘƛŎŜǎΩύ
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ñThis year has been 
just as unexpected as 
2020 for merchants, 

albeit for more 
positive reasons. 
While Q3 wasnôt 
another record 

quarter, it was only 
2.4% behind Q2 in 
absolute value and 

the second-best 
quarter on record.ò 

Q3 2021is secondbestquarter on record

Themost recentquarter hasseena continuationof the stronggrowth experiencedthroughout2021, but the sectoris now
startingto seethe first signsof easing. Thisyearhasbeenjust asunexpectedas2020for merchants,albeit for morepositive
reasons. While Q3 ǿŀǎƴΩǘanother recordquarter, it wasonly -2.4%behindQ2 in absolutevalueand wasthe second-best
quarter on record. Volume growth has come to a standstill in Q3, with most value growth now being driven by price
increases.

Year-to-date the sector is up by 36.2% in value,with this noticeablyaheadof someof the growth forecastsmadeat the
beginningof the year. Against2019, which is a more accuratebenchmark,year-to-date growth is up by 15.1%. Further
evidenceof continuedgrowth is that the year-to-date growth against2019at the end of Q2 wassitting at 13.5%, which is
lower than the abovementioned15.1%by the endof Q3.

Going into the drivers behind the growth, the BuildersMerchantssector is very much influencedby all the heavyside
activity. Year-to-date HeavyBuildingMaterialsis up by 28.6%against2020and7.9%against2019. Usingthe sameyear-to-
date metric both Timber& JoineryandLandscapinghavecontinuedtheir astoundinggrowth. Timber& Joineryis up 61.4%
against2020and35.7%against2019, while Landscapingisup 35.9%against2020and37.9%against2019.

In the previousquartercategoriessuchasBlocks,Bricks,Insulation,Lintels,SheetMaterialsandTimberwerehighlightedfor
their recordperformanceandthis hascontinuedstrongly. Blocks,Lintels,SheetMaterialsandTimberhaveagainhadrecord
quarters,with BricksandInsulationnot far behindQ2Ωǎrecordfigures.

The final quarter of the year should see further saleseasing,but still moving along very well. Supplychain issuesare
reducing,but wider UKmarketsentimentsuggeststhis couldpersistuntil 2023. Pricingwill most likelycontinueto driveany
valuegrowth. LǘΩǎsafeto saythat the final yearfigureswill be noticeablyaheadof initial forecasts,but we expectthat 2022
will seea declineagainstthis mostexceptionalyear.

7

Overview and Insights
Emile van der Ryst, 

Senior Client Insight Manager - Trade, GfK
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ñReports from the 
wider construction 

market are 
beginning to show 

the effect of ongoing 
supply chain issues, 
which this quarter 
have been further 
exacerbated by a 
shortage of HGV 

drivers and 
significant cost 
pressures on 
manufacturers.ò
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aŜǊŎƘŀƴǘǎΩ ±ƛŜǿ
John Newcomb, CEO BMF 

Reportsfrom the wider constructionmarket are beginningto show the effect of ongoingsupplychain issues,which this
quarter have been further exacerbatedby a shortageof HGVdrivers and significantcost pressureson manufacturers.
However,by workingcloselyandcollaboratively,the supplychaincontinuesto managethesechallenges.

Provisionalfiguresfrom the Officeof NationalStatistics(ONS)revealaŎǳǊŀǘŜΩǎeggof resultsfor Q3 2021, with two months
of fallingoutput beforevolumesincreasedin September.

Septembersawmonthly constructionoutput grow in volumeterms by 1.3%, with increasesin both RMI (+1.2%) and new
work (+1.3%). However,month on month declinesin both JulyandAugustled to a 1.5%overallfall in Q3 2021construction
growth comparedwith Q2 2021. Thisis the first quarterlyfall following four successivequartersof growth.

The ONSnoted anecdotal evidenceof supply chain issuesaffecting output, with reports of healthy order books but
availabilityof certainconstructionproductsaffectingprojectscurrentlyunderway.

Supplychainissuesare alsoreported in the Federationof Master.ǳƛƭŘŜǊΩǎ(FMB)Q3 Stateof Trade,which focuseson SME
firms. This found 89% facing delays due to either material or skilled labour shortages. The vast majority, 97%, had
experiencedmaterialpricerises,with 93%expectingthis situationto continuenextyear.

Ona positivenote, 55%of FMBrespondentsreported higherworkloadsin Q3 over Q2 2021(with just 8%lower) and56%
reported more enquiriesfor future work (15%lower). Thisis only a slightdip on Q2 with enquiriesreturning towardspre-
pandemiclevelsafter anexceptionallystrongperiod.

Thelatest NHBCfiguresare alsopositive. Headlineresultsshow33,779 new homesregisteredin Q3 2023, an increaseof
14%on the sameperiod last year. Therehasalsobeena shift towards largerhomessincethe 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) 

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 September 2021

QUARTERLY SALES VALUE INDEXIndex Q3 2019Q4 2019Q1 2020Q2 2020Q3 2020Q4 2020Q1 2021Q2 2021Q3 2021

Total Builders Merchants 100 123.4 105.4 104.9 76.4 124.6 111.1 120.7 149.7 146.1

Timber & Joinery Products 100 128.9 111.3 108.5 78.0 133.4 125.4 141.5 183.0 191.9

Heavy Building Materials 100 121.0 102.3 102.5 75.1 119.9 106.8 113.1 136.3 133.3

Decorating 100 115.7 104.7 101.1 56.3 108.5 99.5 101.1 112.2 112.9

Tools 100 98.5 92.2 86.0 41.0 94.4 90.7 99.6 103.0 97.6

Workwear & Safetywear 100 105.3 117.4 128.7 67.5 113.7 113.3 117.3 103.9 98.3

Ironmongery 100 126.1 113.6 112.9 65.0 123.2 112.6 119.3 133.8 126.2

Landscaping 100 141.3 91.2 100.1 138.8 175.5 112.1 141.5 237.5 184.0

Plumbing, Heating & Electrical 100 118.7 123.4 118.5 53.9 104.6 116.0 122.9 118.6 116.7

Renewables & Water Saving 100 75.3 65.8 76.6 31.5 66.4 62.6 70.3 77.2 71.2

Kitchens & Bathrooms 100 120.2 112.8 109.4 48.4 111.6 109.8 107.5 116.7 125.3

Miscellaneous 100 128.0 114.9 129.1 63.3 111.0 108.6 115.9 119.2 122.1

Services 100 121.8 110.3 104.8 72.8 115.9 107.3 110.4 127.9 132.1
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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 September 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

Q3 
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Quarterly: Index and Categories
Q3 2021 index

11

Categories 
outperforming

Categories 
underperforming

©BMBI 2021

SourceΥ DŦYΩǎ
Builders Merchants
Total Category Report 

July 2015 to September 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 September2021

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

SourceΥ DŦYΩǎ
Builders Merchants
Total Category Report 

July 2015 to September2021

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

SourceΥ DŦYΩǎ
Builders Merchants
Total Category Report 

July 2015 to September 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 September 2021

Q4 Q2Q1
2019

Q3Q2Q1
2018

Q3 Q4 Q4 Q2Q1
2017

Q3Q2Q1
2016

Q3 Q4 Q3
2015

Q4 Q1 
2020

Q3 Q4 Q2 Q2 Q1 
2021

Q3 

Year-on-year sales peaked 
at +96.0% in Q2 2021

Year-on-year sales slumped 
to -38.6% in Q2 2020

Same chart with scale set 
to show Covid slump and 

first anniversary peak
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Quarterly: This Year v Last Year
Q3 2021 sales indices
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©BMBI 2021

SourceΥ DŦYΩǎ
Builders Merchants
Total Category Report 

July 2015 to September 2021

Category 
outperforming

Categories 
underperforming
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Quarterly: This Year v Last Year
Q3 2021 like-for-like sales indices
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SourceΥ DŦYΩǎ
Builders Merchants
Total Category Report 

July 2015 to September 2021

Category 
outperforming

Categories 
underperforming

Like-for-like sales ςone less trading day this year 
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Quarterly: This Year v 2019
Q3 2021 2-year sales indices
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SourceΥ DŦYΩǎ
Builders Merchants
Total Category Report 

July 2015 to September 2021

Categories 
outperforming

Categories 
underperforming

©BMBI 2021
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Quarterly: This Year v 2019
Q3 2021 2-year like-for-like sales indices
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©BMBI 2021

SourceΥ DŦYΩǎ
Builders Merchants
Total Category Report 

July 2015 to September 2021

Categories 
outperforming

Categories 
underperforming

Like-for-like sales ςone less trading day this year 
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Quarterly: Quarter on Quarter
Q3 2021 sales indices
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Quarterly: Quarter on Quarter
Q3 2021 like-for-like sales indices
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Like-for-like sales ςthree more trading days in Q3 
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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.

WhileƛǘΩǎbeenanother quarter of unprecedentedgrowth for timber, ŘƻƴΩǘexpectdemandto tail off anytimesoonas this
sustainablematerialcanmakea positivecontribution to reducingthe climatecrisis.

With the COP26 discussionsfreshin ǇŜƻǇƭŜΩǎminds,ƛǘΩǎa goodtime to reopendiscussionson the UKconstructionƛƴŘǳǎǘǊȅΩǎ
impacton the planet. Net zerois the target we areall strivingfor, but shouldwe striveto gofurther?

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

Carbonis sequesteredwithin wood as it growsand this stayslockedup for the lifetime of a timber product. Wood canbe
recycledtoo, which keepsthe sequesteredcarbon locked up for even longer. Our particleboardproducts, for example,
containhighratiosof post-consumerrecycledwood.

As the main component of our products, a majority of our wood is homegrown to minimise carbon emissionsfrom
transportation,aswell asprotectingour supplychain. Woodcanbe a carbonneutral buildingmaterial,but why stop there?
NorbordsΩwoodpanelboardsarecarbonnegative,whichmeansthat we lockup morecarbonin our productsthanwe emit in
the end-to-endproductionanddistribution of them.

Attainingnet carbonnegativityis a significantstepanddemonstratesour determinationto be a market leaderin sustainable,
climate-friendly products. Thisapproachalsohelpsussave1.18 million tonnesof CO2 per year.

Net carbonnegativestatusbenefitsspecifiersandusersof our engineeredwood panelproducts. Whenusedin construction,
theseproductscanmoveaǇǊƻƧŜŎǘΩǎcarboncount in the right direction,helpingcompaniesmeet their net zerotargets,which
is good for reputation, complianceand the planet. ForōǳƛƭŘŜǊǎΩmerchantslooking to do their bit, encouragingthe useof
wood-based products contributes to the movement towards sustainablebuilding and to reducing the impact of the
constructionprocesson our increasinglyfragileclimate.

ñWhile itôs been 
another quarter of 

unprecedented 
growth for timber, 
donôt expect demand 

to tail off anytime 
soon as this 

sustainable material 
can make a 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 for
Natural Stone & Porcelain Paving.

Themarketstartedto slowdown in Q3, aswe movepastthe unprecedentedpeaksin demandexperiencedin 2020andearly
2021. A combinationof beingable to travel and homeownershavingother thingsto spendtheir savingson haspushedRMI
down theǇǊƛƻǊƛǘƛŜǎΩlist, andsalesarebackto a manageablelevel.

Thesuddendrop in demandhasleft manysuppliersandmerchantswith surplusstockafter monthsof buy,buy, buy. While
the temptation is to shift excessstock,ƛǘΩǎworth maintaininghealthylevelson key linesaswe expectstrongdemandin the
Spring.

Whilst shippingpriceshavefinally plateaued,and UKport congestionseemsto be getting better, thingshavecertainlynot
beenΨŦƛȄŜŘΩ. ²ŜΩǊŜonly seeingan improvementasdemandhasdropped. Shoulddemandrise heavilyagain,we canexpect
muchof the samewith haulageshortages,port congestionandmanyshippinglinesrefusingto stopat someUKports.

Porcelainsaleshavebeenanotherpositivein Q3. Saleshavegrowndespitesandstoneandother alternativesbeingavailable.
Merchantsnow havemuchmoreconfidenceto sellporcelainandwe hopethis will continuein the future.

Unfortunately,ǿŜΩǊŜseeinga race to the bottom with porcelainhavingto competewith cheaper,lower quality products
hitting the market. ²ŜΩǾŜdestockedour Indian-sourcedporcelainas the shippingand haulagecostsmake it unviableto
competewith better priced,Europeanproduct.

Thereis a new colourtrend on the horizonfor Q4 and2022: greige(greybeige). LǘΩǎa soft grey,anda warmercontemporary
product. ²ŜΩǊŜseeingthis hit Europeanmarketsquite heavilyandwe expectit to havea big impacthere.

Finally,in the aftermath of COP26, we expecta renewedfocuson sustainabilityin Q4 andbeyond,asthe industryaddresses
how it canreduceits environmentalimpactandmakea measurabledifference.

ñWhilst shipping 
prices have finally 
plateaued, and UK 

port congestion 
seems to be getting 
better, things have 
certainly not been 
ófixedô. Weôre only 

seeing an 
improvement as 

demand has 
dropped.ò

Expert Panel
Natural Stone &
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aŀǘƘŜǿ ²ƘƛǘŜƘƻǳǎŜΣ aŀǊƪŜǘƛƴƎ 5ƛǊŜŎǘƻǊ ŀǘ .ƻǎǘƛƪ ¦Y ƛǎ .a.LΩǎ 9ȄǇŜǊǘ ŦƻǊ 
Adhesives and Sealants.

Demandfor constructionproductsis buoyant and overall production output remainsstrong,howeverthe growingprice of
raw materials is creating a challengingeconomicpicture. ²ŜΩǾŜseenfirst-hand the impact on adhesiveand sealantraw
material feedstockprices,which haveincreasedeveryquarter throughout 2021due to a strongreboundacrossall markets
wherethey areusedincludingconstruction,automotive,electronicsandpersonalcare. Somekeyraw materialshavereached
historichighs,with pricesincreasingby more than40%sinceAugust.

Approximately60%of the globalvolumefor someof thesefeedstocksis producedin China,where we are againwitnessing
increases,asplants reduceproduction capacityto meet regionalChinesegovernmentemissionand energycontrol targets.
Chinais the ǿƻǊƭŘΩǎbiggestproducerof siliconand its price hasincreasedby 300%, with no reductionexpectedfor at least
the next year.

In terms of regulatorychanges,the plasticpackagingtax takeseffect from April 2022. Theconstructionsectoris one of the
worst offendersconsuming23%of all UKplasticpackagingand generatingan estimated50,000 tonnesof plasticpackaging
wasteeachyear. It is our responsibilityto lead a changein the industry by pushingsuppliersfor alternativematerialsand
waysof packagingour goods.

TheUKƎƻǾŜǊƴƳŜƴǘΩǎdecisionto delay the introduction of the UKCAmark by a year becauseof the pandemicis sensible.
However,that ŘƻŜǎƴΩǘmeanwe shouldtakeour foot off the pedal. LǘΩǎessentialwe usethis time to goodeffect by organising
retestingandpackagingupdatesto avoidanydelayscome1st January2023.

TheCodefor ConstructionProductInformation (CCPI),developedby the /t!ΩǎMarketingIntegrity Group,alsocontinuesto
gather momentum. The CCPIsets a level playing field for all construction product manufacturersto ensure that the
information they provideisclear,accurate,up-to-date,accessibleandunambiguous.

The CCPIis likely to becomea benchmarkfor any public sector work and may be more widely adopted by specifiersfor
privatesectorwork, soǿŜΩǊŜkeepinga closeeyeon theǎŎƘŜƳŜΩǎprogress.

ñDemand for 
construction 

products is buoyant 
and overall 

production output 
remains strong, 

however the growing 
price of raw 

materials is creating 
a challenging 

economic picture.ò

Expert Panel
Adhesives & Sealants
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ñMany in our sector 
have performed 

beyond expectations 
and have bounced 
back well from last 

year, despite a 
variety of challenges. 
Howeveréweôll enter 

the fourth quarter 
with a note of 

caution.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

Aswe enter the final few months of 2021, it is useful to reflect on the year so far, while also looking to the future of the
industryandour business.

Many in our sectorhaveperformed beyondexpectationsand havebouncedbackwell from last year, despitea variety of
challenges. However,the constructionindustry is often a reliableindicator for wider economicperformance,andǿŜΩƭƭenter
the fourth quarterwith a note of caution.

Accordingto the PurchasingManagersIndex(PMI)of industryactivity,post-lockdowngrowth in the constructionsectorfell
to its slowest for eight months in September. This trend reflected in the high-street where retail salesdipped 0.2% in
September. Thiswasthe fifth monthly fall in a row.

Businessconfidenceis holding up accordingto ONSand CBIsurveys,but consumerconfidence,captured by GfK in its
ConsumerConfidenceIndex,was -17 in October2021, down four points from -13 in Septemberto its lowest level since
February. Thesewill bekeyareasto keepaneyeon during2022.

During the final quarter, Glasgowwill have hosted the 2021 United Nations Climate ChangeConference(COP26). As a
companyǿŜΩǾŜbeena signatoryto the UNGlobalCompactsince2003, which ensuresthat ǿŜΩǊŜfocusedon drivingaction
andsupportof achievingthe SustainableDevelopmentGoalsby 2030.

²ŜΩǾŜstrengthened this commitment and launched our Ψ[ŜǘΩǎBuild .ŜȅƻƴŘΩsustainabilitystrategy that ensuresour
organisationandstakeholdersin the UKcanseea path to a more sustainablefuture for constructionaswe headinto 2022.

While we havebeenbusydoingour bit for the planet,ƛǘΩǎgoodto know that we are not alone. We are seeingmanywithin
constructionstartingto take positivestepsin the right direction to becomingmore sustainable. Overtime, all of thesesmall
steps will get bigger,and they will no doubt combine to bring about significantmomentum in our industry and for the
environment.
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ñCOP26 presented us 
with a stark picture 
of what needs to be 

done to limit the 
global temperature 
rise to 1.5 degrees. 

The wider 
acceptance of 

recycled materials is 
one area where our 
industry could look 
to effect a positive 

change on the 
environment.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.

To a large extent, the challengesfaced in the previousquarter are the samein Q3 with material availabilitycontinuingto
causedisruptionacrossall sectors. In addition, we are now beingsubjectto further commercialuncertaintiesasa result of
significantenergypricefluctuations,skillsshortagesanda far more mobile labourforce.

Demandis highandƛǘΩǎforecastto staythat way,althoughwith the usualseasonalvariationsaroundthe endof the year. Yet
the ever-presentthreat of reimposedCOVIDrestrictionsalsohangsoverus. Ourindustryfindsitself in exceptionaltimes.

It is saidthat ΨƴŜŎŜǎǎƛǘȅis the mother of ƛƴǾŜƴǘƛƻƴΩ. With the challengesour industry faces,there hasneverbeena better
opportunity to embracechangeandto look for newsolutionsandnewwaysof working.

Theneedfor a new approachis not just in relation to the current supplyissues. LǘΩǎalsotrue in responseto climatechange
and our pledgeto achieveNet-Zero. COP26 presentedus with a stark picture of what needsto be done to limit the global
temperatureriseto 1.5 degrees.

The wider acceptanceof recycledmaterials is one area where our industry could look to effect a positive changeon the
environment. Openingor creatingnewstandardsallowsthe useof breakthroughtechnologieswhichdeliverwider, long-term
benefitsto supporta true circulareconomy.

Stayingwith the theme of climate goals,we were pleasedto seethe DƻǾŜǊƴƳŜƴǘΩǎEnvironmentAct finally achieveRoyal
Assenton 9th November,two yearsafter its introduction. Settingout theDƻǾŜǊƴƳŜƴǘΩǎoverarchingvisionfor leavingnature
in a better statefor future generations,the Act isseenasa milestonein shapingambitiousresilienceandecologicalpolicy.

The!ŎǘΩǎrequirementsfor developmentsto achievea net-gainuplift in biodiversitywill transformour urban landscapeand
delivera wealthof multi-functionalbenefitsfor communitiesandthe environment. Furtherlegallybindingtargetsto improve
nature,air andwater qualitywill be introducednextyear.
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ñDemand for steel 
lintels has remained 

strong, but as a 
result of escalating 
material and labour 

costs, we saw the 
price shoot up at the 

beginning of Q3. 
For the first time I 

know of in my 
career, we had to put 

steel lintels on 
allocationéò

Expert Panel
Steel Lintels
(Part of Heavy Building Materials)

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

Demandfor steel lintels hasremainedstrong,but asa result of escalatingmaterialand labourcosts,we sawthe priceshoot
up at the beginningof Q3. Thiswould normallyresult in highvolumessold,however,for the first time I knowof in my career,
we had to put steel lintels on allocationto help managethe restrictedsupplyof raw material. Allocationswere calculated
basedon the averagepurchasedin the sixmonthsfrom 2019, andby branch.

Despitetheserestrictions,we havesofar beenableto deliver2.5%moretonnesof steellintels in 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 supplychain and there are still seriouschallenges. The new barrier to normality is the
pendingenergycrisis,with somefactoriesin Chinareportedlyworkingtwo dayson and two daysoff to sharethe ŎƻǳƴǘǊȅΩǎ
energyresources. It is inevitablethis will affect the globalsteelmarket,particularlyin termsof availabilityandfuture pricing.

TheNHBCis reporting completionsin Q3 2021comparedto 2020are down 5%(1692units), reflecting the combinationof
lastȅŜŀǊΩǎpost-lockdownrecoverycomparedto the materialchallengesof 2021. Ona more positivenote, NHBCreports that
36%of new homesregisteredaredetached,whichis up from 28%on the sameperiod lastyear,while apartmentsregistered
in Q3 2021fell from 29%to 13%. With detachedhouseson the increase,coupledwith new buildingregulations,demandfor
highthermalperforminglintels isalsosetto rise.

Lookingahead,we believethe industrywill seea reductionin raw materialshortagesandsuppliesbecomingmore stablein
Q4, whichwill in turn slowlyimproveoverallservicelevelsfor steellintel customers.
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ñWith the huge 
number of job 

vacancies on offer as 
the economy adjusts 
post-Covid, average 

weekly earnings have 
increased to attract 
and retain staff in a 
competitive labour 
market. Wages have 

risen by 9.7% in 
constructionéò

Expert Panel
Drylining Systems
(Part of Heavy Building Materials)

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

DuringQ3, we continuedto seethe ongoingchallengeof highpricesandlow availabilityof materials,with fuel shortagesand
someverywet weatherthrown in for goodmeasure.

Likeothers in our industry,we found that these factors affected production output in different ways,presentinga mixed
picture acrossthe board. Thecommercialand non-housingrepair sectorscontinueto struggle,while productionoutput for
infrastructureandprivatehousingrepair issignificantlyabovelevelsrecordedin February2020.

Howeveroverallthe ONSreportsa cautiouslypositiveoutlook on the economy. Althoughstill belowpre-pandemiclevels,UK
GDPiscontinuingto riseslowlywhile the fallingunemploymentrate indicatesfurther signsof recovery.

With the hugenumberof job vacancieson offer asthe economyadjustspost-Covid,averageweeklyearningshaveincreased
to attract and retain staff in a competitive labour market. Wageshaverisen by 9.7% in construction,but economistswarn
that eventuallythesecostsmaywell find their wayhometo theŎƻƴǎǳƳŜǊΩǎpocket.

Q3 alsosawthe publicationof the Codefor ConstructionProductInformation. Developedin the wakeof the GrenfellTower
disaster,in direct responseto DameJudithIŀŎƪƛǘǘΩǎindependentreview,the CCPIpromotesthe needfor urgentandpositive
industrychange.

At British Gypsum,we sharethe ConstructionProducts!ǎǎƻŎƛŀǘƛƻƴΩǎgoal to drive higher standardsin the presentationof
product information,andwe arecommittedto raisingthe bar acrossour industry.

Asdedicatedsupportersof the CCPI,we are committed to providingour customersandconstructionpartnerswith aΨƎƻƭŘŜƴ
ǘƘǊŜŀŘΩof information to support them with complete transparencyand do our part in building better. Sincethe first
publicationof our own White Bookin 1972, we havebeenleadingthe way in providingclearand accurateproduct, system
andspecificationinformation that canbe reliedupon,doingour part in raisingindustrystandardsfurther.
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ñThis winterôs energy 
price crisis has 
sharpened the 

appetite for 
buildings that are 
energy efficient to 
run, while COP26 
reminds us that we 
mustnôt forget 

embodied carbon 
either.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.

Amidthe uncertaintyof lastMarch,mostof uswould havepouncedon anypositivesignthat constructionwasbouncingback.
After a 2021dominatedby supplychallengescausedin largepart by insatiabledemand,ǿŜΩǊŜremindedof the risksof άǘƻƻ
muchof a goodǘƘƛƴƎέ.

MerchantsŘƻƴΩǘneedme to spellout the difficultiesǘƘŜȅΩǾŜfacedin sourcingconstructionmaterialsof almosteverytypeς
insulationincluded. And not just imported products,but thosemadehere in the UKtoo. Nor do they needanother lengthy
explanationof the causes. Takeonepart voraciousdemand(witnessthisȅŜŀǊΩǎBMBIdata),adda post-lockdownbackloganda
touchof logisticsdisruption,andȅƻǳΩǾŜgot a recipefor trouble. In this case,a just-in-time supplychainknockedout of tune.

AsI saidlast quarter,merchantsandtheir partnersare havingto useequalmeasuresof collaboration,creativityandpatience
to navigatethis challengingtime. But what about the mid to long-term picture?Becauseunfortunately,all indicationssuggest
merchantswill facedisruptionfor sometime to come(the ConstructionProductsAssociationhasrevisedits growth forecasts
for 2022downfrom 6.3%to 4.8%in anticipation).

Thereare two issuesto be solved; distribution and demand. The former requirescarefullyuntanglingand rebuildingsupply
chains. It will take time, but the logisticsindustry will eventuallyadapt. For the latter, manufacturerswill need to increase
supply.

At KnaufInsulation,for example,ǿŜΩǾŜbrought new capacityonstreamglobally,andǿŜΩǊŜplanninginvestmentshere in the
UKthat will deliver in the longerterm too. ¢ƘŀǘΩǎimportant becausethe demandfor Mineral Wool insulationis only likely to
increase. ThisǿƛƴǘŜǊΩǎenergyprice crisishas sharpenedthe appetite for buildingsthat are energyefficient to run, while
COP26remindsusthat weƳǳǎǘƴΩǘforget embodiedcarboneither.

When constructionemergesfrom its current demandshockςand eventuallyit will ςthere will remain a strong,underlying
demandfor Mineral Wool becauseit candelivergenuinelysustainablebuildings. AndǘƘŀǘΩǎone goodthing weŎŀƴΩǘhavetoo
muchof.

.
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ñIncreases in the cost 
of carbon is placing 

manufacturers under 
significant pressure, 

to the extent that 
manufacturers may 

need to pause 
production. The 
price of carbon is 
now much higher 

than we had forecast, 
with a peak of £75 a 

tonne.ò

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

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

Q3 sawa shift in the trendsfor 2021, astypicalseasonaltradingpatternsbeganto return. Accordingto the MineralProducts
Association(MPA),constructiondemandfor mineralproductsslowedin Q3, with ready-mixedconcretedown6.7%compared
to Q2 while asphalt (-4.3%) and mortar sales(-3.7%) were also down. But while retail demand for DIYhas eased,trade
businesscontinuesto drivemerchantsalesfor cementandaggregates,andconstructionisstrong.

Aspart of anenergyintensiveindustry,ǿŜΩǊŜoneof manybusinesseslobbyingfor governmenthelpwith skyrocketingenergy
prices. Energycostsdoubledin Q3, andwe expectthem to stayhighthroughoutQ4 andinto 2022.

²ŜΩǊŜalso experiencingcost pressurescausedby pallet, packagingand raw material shortages,and haulagedifficulties,
particularlyfor packedproducts. Increasesin the cost of carbonis placingmanufacturersunder significantpressure,to the
extent that manufacturersmayneedto pauseproduction. Thepriceof carbonisnow muchhigherthanwe hadforecast,with
a peakof £75 a tonne.

In the next five years,constructioncanexpectto seechangesin cementtypesasthe industrydrivesto cut carbon. Toavoid
escalatingcarboncredit costsandvolatileenergyprices,we are investingin measuresto reduceenergyusageandemissions.
CurrentlyHansonis investingin two pilot schemes: a carboncaptureand storage(CCS)schemefor our Padeswoodcement
plant,andwe havetrialled usinga net zerofuel mix includinghydrogenat a kiln in Ribblesdale. Together,in the future, these
couldreduceemissionsby almost1m tonnesof carbona year.

But schemeslike this are at the cutting edgeof innovationand the infrastructurerequired for them to be adoptedat scale
ŘƻŜǎƴΩǘyet exist. ToimplementCCSat our three siteswould require hundredsof millionsof poundsinvestment. At Hanson,
ǿŜΩǾŜreducedour CO2 emissionsby 50%since1990, andfurther investmentisplannedto reducethem evenfurther.

With supplyproblemsand price pressurescomingat us from all angles,it lookslike a bumpyride in 2022. Most companies
areat capacityandcannotmakemore,andwithout a magicwand,ǿŜΩŘjust askfor calmandunderstandingin the short term
asthe industrystrugglesto meetdemand.

.
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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

Theleadindustry,like others,is affectedby short-term issuessuchasBrexitandthe drivershortage. Webelieveit will takea
while for it to settle backto normal levels. Hefty price risesfor energy,raw materialsandpackagingare hitting the industry,
andshortagesin the supplychainareaffectingbuyinghabits.

ButƛǘΩǎsustainabilitywhich is rightly at the top of the industryagenda. Attendinga BMFParliamentaryReceptionto support
the CO2nstructZeroCampaignand SustainableConstructiona few weeksbefore the COP26 summit in Glasgowwe sawthe
ƛƴŘǳǎǘǊȅΩǎappetite to reduceits negativeimpacton the environment.

Theevent waswell attended by ōǳƛƭŘŜǊǎΩmerchants,industry leadersand politicians. HoweverƛǘΩǎclear that legislationis
neededto force constructionto work towardsthe targetof all buildingsbecomingnet zerobefore2050.

.ǳƛƭŘŜǊǎΩmerchantsandother constructionmaterialssupplierssourceandprovideto meet demand,andthe cost to the end
userwill alwaysbea priority until legislationdictatesotherwise.

Asa sustainablematerial, lead is at the forefront of buildingmaterialsbecause,by its very nature,ƛǘΩǎthe most sustainable
roofingproductavailable. Leadalternativescannotbe recycledor reusedindefinitelylike lead. ButƛǘΩǎup to manufacturersto
get in front of specifiersandbuyersto demonstratewhat is neededto reducethe negativeimpact that constructionhason
the environment.

Midland Leadis the first leadmanufacturerto be awardedan EPDfor its castsheetlead. An EPD,or EnvironmentalProduct
Declaration,transparentlycommunicatesthe environmentalperformanceor impactof a productor materialover its lifetime.
Weworkedhardto achievethis,but doesit influenceǇǳǊŎƘŀǎŜǊǎΩdecisionto usereal lead?Theanswerisstill yesandno,but
constructionisbecomingmoreawareof its impacton the environment.

Legislationneedsto changesignificantlyto help createa truly sustainablefuture. So,keepyour eyeon that andbe awareof
yourōǳǎƛƴŜǎǎΩenvironmentalimpactbecausechangeison its way.

.
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ñNormal service has 
resumed for raw 

material and 
component supplies, 

with resin, PVC-U 
profiles, and glass all 
readily available. We 
arenôt entirely out of 
the woods on supply 
issues, but we seem 
to be over the worst 

of it.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.

2021is turning out to be a gameof two halves,asa buoyantQ1 and Q2 havemadeway for a tail off in demandin Q3 and
perhapsςfinallyςa return to normality.

Normal servicehas resumed for raw material and component supplies,with resin, PVC-U profiles, and glassall readily
available. WeŀǊŜƴΩǘentirely out of the woodson supplyissues,but weseemto be overthe worst of it.

Theavailabilityof materialsin Q3 hasmoderatedthe streamof priceriseswe sawearlier in the year. Weexpectto seeanend
to additionalsurchargesby the endof the yeartoo.

Digital saleswere the driving force behind half of our own Q3 sales,and as manymerchantswill agree,a mix of clicksand
bricksisnecessaryto staycompetitivein the buildingindustry. Henceour rollout of CrystalWindowCentresfor the merchants
isgatheringpace.

Aswe moveinto Q4, andCOP26 discussionsdraw to a close,sustainabilityis top of the agenda. ²ŜΩǊŜconfident there will be
another incarnationof the greenhomesschemein 2022under a different name,and a pushfor windowsto be classedas
primarymeasures. While the governmentis championingsubsidiesfor costlyair sourceheat pumps,it makessenseto ensure
homesarewell-insulated,sotheyŘƻƴΩǘwasteenergy.

Aswell as thermal efficiency,we are seeingincreasedinterest in noiseabatementwindows. Many new housingestatesare
beingbuilt on brownfieldsitesnearroadsor rail lines,anddevelopersneedwindowswhichkeepthe noiseout. Theywill also
needto be retrofitted to homesaffectedby the HS2 project.

Thebig watch point goingforward will be cashflow, as the industry recalibratesto new levelsof demandand a backlogof
orders. A lot of moneyis beingspenton buyingmaterialsandcomponents,but with leadtimesextendedto 8-9 weekor more
before jobsarecompleted,suppliers,fabricatorsandinstallerscouldstrugglebeforethe moneycomesin.
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ñAccording to figures 
from the British 

Coatings Federation, 
trade paint sales in 

September were 
down 15% against 

September sales last 
year, following what 

they called 
ólacklustreô 

performances in 
each of the previous 

three months.ò

Expert Panel
Paint 
(Part of Decorating)

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

It hasbeenanotherdifficult quarter,asthe industrygrappleswith labourandmaterialssupplyissues. Jobvacanciesare at a
recordhigh and supplychainproblemsfacingthe UKhaveled to a fall in constructionoutput for four consecutivemonths.
Thisis likelyto haveanimpactdownstreamon the tradepaint marketastheseareproblematicfor our majorcustomers.

Earlyin Q3, demandstayedstrong within the trade as total market volume for August2021was only slightly down (-4%)
comparedto the samemonth last year. On a movingannualtotals (MAT)basisthough,volumeswere up 14%year-on-year
andwewerestill 4.6%to the goodversusthe MATvolumefor August2019ςa morenormalpre-Covidperiod.

However,changeis in the air. Accordingto figuresfrom the BritishCoatingsFederation,trade paint salesin Septemberwere
down 15% againstSeptembersaleslast year, following what they calledΨƭŀŎƪƭǳǎǘǊŜΩperformancesin eachof the previous
three months.

Thedownwardtrend wasreplicatedin the decorativepaint market,whereSeptemberwasdown26%year-on-year,following
a run of fallssinceMay this yearasconsumerconfidencefaltered and the property boom from earlier in the yearstartedto
fizzleout.

Despitethe gloom,year-to-date trade paint salesfor 2021arestill up by more than 8%comparedto lastyear. Isit a bigaskto
maintainthis aswe moveinto Q4? Maybe,maybenot. TheCPAexpectsconstructiongrowth to staystrongfor the rest of the
year,somuchwill dependon the ƛƴŘǳǎǘǊȅΩǎability to overcomethe frustrationsof supplyshortages,bottlenecksat ports and
mountingcostpressures.

Thereis oneareaof potential growth that merchantsshouldbe awareof aswe headtowardsthe endof the year,andthat is
the numberof generalistor multiskilledtradespeoplewho arenow applyingpaint. Theirnumbersaregrowing,yet a majority
ŀǊŜƴΩǘbuying their paint from ōǳƛƭŘŜǊǎΩmerchants. They are buying elsewhere. Why? If you can answer that, ǘƘŜǊŜΩǎa
lucrativenewrevenuestreamwaitingfor merchantsto pickup.
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ñTimber prices have 
softened, yet 

availability remains a 
challenge on certain 

specifications. 
Aluminium and PVC 

prices are up 
significantly.ò

Expert Panel
Roof Windows
(Part of Timber & Joinery Products)

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

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. Perhapsthe current ratesarethe newnormal,however
we assumecompetitive forceswill return onceglobalsupplychainsfind an equilibrium. Most commentatorshavegivenup
predictingwhenthis will be,but it ǿƻƴΩǘbebeforeChineseNewYear.

At our manufacturinganddistribution locations,statutory changesandmarket forcesare resultingin wagecostscontinuingto
riseabovethe rate of inflation.

Timberpriceshavesoftened,yet availabilityremainsa challengeon certainspecifications. Aluminiumand PVCpricesare up
significantly. All in all, a shortageof goodnewsstorieswhenit comesto supplyandcost.

Speakingfor Keylite,we have taken every possiblemeasureto shelter customersfrom price increases,holding the modest
increaseannouncedin January2021through to yearendwithout 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 hasbeen to invest in stock and position ourselvesto grow the categorywith the
market, resulting in record salesvolumes. Demandhascome from both existingcustomers,which we plannedfor, and an
increasein their wallet sharedue to the supplyissuesencounteredby somecompetitors,whichweƘŀŘƴΩǘ. Theextraordinary
demandwe haveseenin recent weeksmeanswe will be communicatingan allocationsystemfor Q4 to ensureour growing
output isapportionedfairly.

Wewill continueto investin both stockandmanufacturingcapacityto supportour customersin advanceof what we expectto
be a strongQ4 andinto 2022.

.
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ñA shortage of skilled 
workers is 

threatening to derail 
the industryôs 

recovery as 
customers wait 
months for new 
bathrooms to be 

installed. Bringing 
new people and new 

ideas into the 
industry is essential 
to future growthéò

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

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

In Q3 we haveseensustainedslowgrowth in our sector,but the stageis set for a biggerfinishto the year. All the indications
are that consumerspendingon home improvementswill continuefor the rest of the yearand into 2022, ascolderweather
bringswith it increasedinterest in indoor projects.

Thevalueof bathroomprojectsisgoingup too. Theaveragebathroomrenovationspendwas£5,000in 2020, up a quarteron
2019, accordingto a consumersurveyby Houzzςthe homeimprovementplatform. Its researchrevealedthat more than half
of homeownerswereplanningrenovationsthis year.

While we expect2021to finishwith a flourish,not everythingin the industryis positive. Researchsuggeststhat one in eight
firms fear they will fail within a yearas the costof COVIDcomplianceand surgingmaterialspricessqueezesmargins,and a
shortageof skilledworkersis threateningto derail the ƛƴŘǳǎǘǊȅΩǎrecoveryascustomerswait monthsfor new bathroomsto
be installed.

The British Institute of Kitchen, Bedroom & Bathroom Installation (BiKBBI) is calling for a co-ordinated effort from
Governmentand industryto plug the skillsgapbut there are no quickwins to fix the problem. Bringingnew peopleandnew
ideasinto the industry is essentialto future growth, somethingaptly demonstratedby the increasein bathroom companies
utilisingdigitalchannelsto improveoperationsandcustomersatisfaction.

We have reacheda turning point. The pandemicpushedus to embracedigital, and companieswho did - by introducing
serviceslike online booking,electronicpaymentsandother omnichanneloptions- are thriving. Evenif a customeronly does
their initial product researchonline,if youŀǊŜƴΩǘonline,youŀǊŜƴΩǘpart of the conversation.LǘΩǎassimpleasthat.

Cananything spoil the bathroom industry party as we move into Q4 and 2022? Supplychain issues,rising prices,port
congestionandthe haulagedriver shortagewill continue,but overallwe arecautiouslyoptimistic.
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Andy ScothernΣ aŀƴŀƎƛƴƎ 5ƛǊŜŎǘƻǊ Ŝ/ƻƳƳƻƴ{ŜƴǎŜ ƛǎ .a.LΩǎ 9ȄǇŜǊǘ ŦƻǊ 
Website & Product Data Management Solutions.

Climatechangeis the biggestsinglethreat facingthe planet,andeveryoneneedsto act if the predictedcrisisis to beavoided.
With COP26 havingrecentlytakenplacealongwith a seriesof damningreportscriticisingattempts to reduceCO2 emissions,
will 2022be a yearfor change?

The Governmentis realisingthe detrimental impact of the built environment sector on the ƴŀǘƛƻƴΩǎnet-zero ambition.
Constructionhasa crucialrole to playin drivinga moresustainablefuture but actionneedsto be takenbeforeƛǘΩǎtoo late.

At the recent BMFparliamentaryreception,Ψ.ǳƛƭŘƛƴƎa Sustainable.ǊƛǘŀƛƴΩΣan event designedto showcasesustainabilityin
the manufacturingand distribution of building materialsand home improvementproducts,it wasencouragingto speakto
ōǳƛƭŘŜǊǎΩmerchantsandbuildingmaterialsmanufacturersabout the urgentactionsthat needto be taken.

Solving inefficienciesin the supply chain should be a significant focus, with the rise of eCommercepresenting new
opportunities in efficiency. The entire industry needs to go through a digital transformation, part of which will involve
connectingthe websites,product databasesand back-office systemsof merchants,suppliersand, further downstream,
constructioncompanies. Thiswill enable rapid and accuratedata exchangeto allow customersto make informed buying
decisions,andhelp improveinventoryand deliverymanagement,but it will alsoreducewastefrom the numberof part-full
deliverytruckson the road.

Many merchantshaveinvestedlimited amountsof money in digital transformation,as they are unsureif customerswould
favouronline systemsand they are scepticalof the benefits. However,sincethe start of the COVID-19 pandemic,the digital
revolution has gatheredpace. Researchshowsthat almost 50% of people now prefer to transactonline with customers,
suppliersandmerchants,often preferringthe moreefficient andsustainableoption.

Thosethat fail to investandrealisethe potential of thesedigitalsolutionsrisk losingout to moreagilecompetitors. Theymay
alsofall foul of future legislationassustainabilitybecomesanincreasinglyinfluential factor drivingbuyingdecisions.

ñSince the start of 
the COVID-19 

pandemic, the digital 
revolution has 
gathered pace. 

Research shows that 
almost 50% of 

people now prefer to 
transact online with 
customers, suppliers 
and merchants, often 
preferring the more 

efficient and 
sustainable option.ò

Expert Panel
Website & Product 
Data Management Solutions
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Monthly:Index and Categories
September 2020* ςSeptember 2021 
(Indexed on monthly average, July 2014 ςJune 2015)
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SourceΥ DŦYΩǎ
Builders Merchants
Total Category Report 

July 2015 to September 2021

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

2020 2021

MONTHLY SALES VALUE INDEXIndex Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep

Total Builders Merchants 100 128.7 126.4 123.5 83.5 100.7 109.4 151.9 150.6 141.4 157.1 151.1 139.3 147.9

Timber & Joinery Products 100 139.3 141.1 139.9 95.2 120.0 128.8 175.7 176.3 173.2 199.6 199.8 182.6 193.3

Heavy Building Materials 100 125.4 122.8 119.4 78.1 95.9 102.0 141.3 137.4 128.6 142.8 136.8 127.0 136.2

Decorating 100 113.1 111.7 110.5 76.2 85.8 95.7 121.7 113.2 106.5 116.7 115.0 108.7 114.8

Tools 100 98.5 101.0 100.0 70.9 84.4 93.7 120.8 110.7 98.2 100.2 97.6 93.6 101.8

Workwear & Safetywear 100 111.1 125.2 126.7 87.9 122.3 111.3 118.2 104.0 95.8 111.8 92.8 95.7 106.5

Ironmongery 100 127.3 127.3 122.9 87.8 103.1 111.5 143.1 137.4 127.0 137.0 129.2 120.2 129.2

Landscaping 100 161.0 135.6 122.8 78.0 90.1 111.9 222.5 257.0 220.5 235.1 204.8 175.3 171.9

Plumbing, Heating & Electrical 100 115.4 126.0 125.9 96.1 111.3 120.3 137.1 119.2 112.9 123.7 113.7 109.7 126.7

Renewables & Water Saving 100 71.9 67.2 70.3 50.4 62.6 62.3 85.9 78.8 72.7 80.1 72.1 70.6 70.9

Kitchens & Bathrooms 100 117.3 119.3 122.7 87.4 94.4 107.4 120.7 113.5 111.5 125.1 126.5 118.3 131.2

Miscellaneous 100 122.3 120.8 118.9 86.1 109.4 107.1 131.2 126.2 111.2 120.3 121.6 116.2 128.4

Services 100 119.2 117.5 115.4 89.0 93.5 103.3 134.5 128.8 123.5 131.4 132.8 130.2 133.4
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Monthly: Index
Adjusted and unadjusted for trading days
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SourceΥ DŦYΩǎ
Builders Merchants
Total Category Report 

July 2015 to September 2021
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Monthly: Index and Categories
September 2021 index
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SourceΥ DŦYΩǎ
Builders Merchants
Total Category Report 

July 2015 to September 2021

Indexed on July 2014 to June 2015

Categories 
outperforming

Categories 
underperforming
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Monthly: Sales Indices Year on Year
Adjusted and unadjusted for trading days
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SourceΥ DŦYΩǎ
Builders Merchants
Total Category Report 

July 2015 to September 2021

Year-on-year sales peaked 
at +419.2% in April 2021

Same chart with scale set 
to show Covid slump and 

first anniversary peak
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Year-on-year sales slumped 
to -73.6% in April 2020
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