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Introduction N

Builders Merchant
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This Builders Merchant Building Index (BMBI) report contains data from GfK’s ground-breaking Builders Merchants Panel, which analyses data from over
80% of generalist builders’ merchants’ sales throughout Great Britain. GfK’s Builders Merchant Point of Sale Tracking Data sets a gold standard in
reliable market trends. Unlike data from sources based on relatively small samples or estimates, or sales from suppliers to the supply chain, this up-to-
date data is based on actual sales from merchants to builders and other trades. It’s therefore a very good proxy for housing RMI.

BMBI trend data is indexed on the 12 month period July 2014 to June 2015. The monthly series tracks what is happening in the market month by month
and includes an in-depth review every quarter. This trend series gives the industry access to far more accurate and comprehensive insights than that
available to other construction sectors. BMBI data is highlighted by the Department for Business, Energy & Industrial Strategy in its monthly
construction update, alongside the ONS, CPA, Experian, IHS Markit and the Bank of England.

MRA Marketing produces the Builders Merchant Building Index, a brand of the BMF, to communicate to the wider market as the voice of the industry as
well as the voice of individual Expert Brands: eCommonSense, British Gypsum, Wienerberger, Midland Lead, Polypipe, The Crystal Group, Keylite Roof
Windows, Hanson Cement, Keystone Lintels, Knauf Insulation, Talasey Group, Heatrae Sadia (Baxi Heating UK), Dulux Trade and Lakes. This quarter we
welcome Jim Blanthorne as the new voice of Keylite Roof Windows. Meet the Experts here.

Further recognition for BMBI

One of the aims of BMBI is to reach across and beyond construction. It is now syndicated to a growing number of trade magazines in different sectors
on a regular basis. Outside the industry, economists, banks, consultancies, investment bodies and the big accountants regularly refer to it. In addition,
the Sunday Times and BBC News have both sought comments from BMBI Experts and MRA.

More data available

This BMBI report provides valuable top-level indices but there’s considerably more data available. GfK insights go much deeper and include sales value
data. GfK can quantify market values and drill down into contributing categories, tracing product group performance, to focus on aspects that are
critical to you.

GfK can also produce robust like-for-like market comparability tailored to the requirements of an individual business. As more merchants join to submit
their monthly sales-out data the quality of this information can only become more extensive and rigorous. Merchants or suppliers who are interested in
acquiring data or getting involved should contact Emile van der Ryst at emile.van-der-ryst@gfk.com.
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BMBI reports track changes in Merchants’ performance over a variety of time periods. However, the number of trading days in a period 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.

So, it’s useful to also show average sales a day so we can compare apples with apples. Where trading days are different, we include two charts for the
particular period under review:

Direct comparison of sales indices: Average sales a day indices comparison:
Monthly:This Yearw Last Year P Monthly:This Yearv Last Year e
ovember 2019sales indices Bullders Marchant ovember 2019 Builders Marchant
November 2019 sales indices Euildinglndﬂxm WOWETIRGLERES. Euildinglndnxm
average salesa dayindices
November 2019 index v November 2018 index Movember 2019 index v Movember 2018 index
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The first of the two charts directly compares revenue in the two In the second chart, revenue has been divided by the number of
periods, regardless of the number of trading days. Total Builders trading days. In this example, revenue in November 2019 has been
Merchants sales (the red column) were 7.4% lower. divided by 21 days, revenue November 2018 by 22 days and the

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

The charts provide two valid views of the same data. Direct comparisons (on the left) show what happened in absolute numbers — average sales a day (on
the right) enables trading day differences to be set aside.
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GfK’s Builders Merchant Panel N

Builders Merchant
update Building Index

After almost six years without change, GfK’s Builders Merchant Panel, which powers the Builders Merchant Building Index, recently saw three merchants
leave and three join. While May’s report was the first to incorporate the new data, there had been a lengthy transition period taking place in the
background. As a result, data covering January 2019 onwards now reflects the new panel. This has ensured the robust nature of the Builders Merchant
Building Index has been maintained.

The overall impact of the changes H
s very Smalfwith o reveiue Change in revenue May 2019 to Apr 2020
for the 12 months May 2019 to April 100.0%
2020 being just -0.3% different to e
that previously published. Individual ig:g:
categories had mostly small changes, _—_—
some a little up and some a little 0.0% | ‘ . . ‘ . . ‘ . . e
down, depending on the mix of sales 20.0%
contributed by the joining and -40.0%
leaving merchants. Small category -60.0%
Renewables & Water Saving was -80.0%
more significant, and only Timber & -100.0%
Joinery Products and Tools among
the main categories were \@7«"
appreciably different, as illustrated P
in this chart. @‘ga“\
&

The tables and charts in this report use the refreshed data from January 2019 onwards. For example, the values between June 2019 and April 2020 in
the Indices table on page 20 are marginally different to those in previous reports (eg. March 2020 Index: 103.8 in April report, 103.1 in this report).
Similarly, the chart on page 21 incorporates the new values from January 2019 onwards but the differences are relatively small.

Incorporating the new data back to January 2019 has also meant that year-on-year, month-on-month and year-to-date comparisons in this report
are all calculated using the refreshed data throughout, to ensure accurate reporting — a hallmark of the Builders Merchant Building Index.

If you have questions on the changes email Tom@mra-marketing.com or Emile.van-der-Ryst@gfk.com
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Overview and Insights

Emile van der Ryst,
Senior Client Insight Manager - Trade, GfK

This year is probably unique, the most memorable we’ve ever had, and we still have some way to reach before 2021. The
initial shock and fear have been replaced by the realisation that this is a long-term problem and a lot needs to happen
before the world returns to what was previously considered normal. Unfortunately, this also applies to the Builders
Merchants sector, with an ongoing fight for business survival the key focus.

At the end of Q1 the sector was down by -6.7% in value, with Q2 down by -38.6%. Individually, April, May and June couldn’t
have been more different. April, with almost a full lockdown, saw a year on year decline of -76.5% as most merchants only
provided essential deliveries to active trade account holders. May recovered to -39.9% as restrictions were relaxed, while
June grew 2.2% thanks to a combination of relaxed restrictions, good weather and a booming Landscaping category.

Landscaping surged with June to June growth of 50.3%, while the other core categories of Heavy Building Materials and
Timber & Joinery saw increases of 0.2% and 1.4% respectively. Landscaping growth was driven by Garden Walling / Paving,
Fencing & Gates, and Decking, which more than doubled in value from June to June.

Year to date Heavy Building Materials and Timber & Joinery decreased -23.9% and -25.9% respectively against 2019. The
former’s June recovery was driven by strong Cement, Aggregates and Roofing performance, while the latter had a strong
Timber performance in June. All of this provides a glimmer of hope for the remainder of the year.

Looking ahead the good summer weather could lead to further growth, but the ever-present threat of a second wave
remains. The next couple of months will be crucial in helping the sector recover most of the losses incurred during April and
May. Continued development of digital platforms across the sector provides a potential roadmap for the future, hopefully
offering a solution to the second wave threat. The remainder of the year is impossible to predict, but we all know this is
going to be a very bumpy ride.
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The results for Quarter 2 show a tale of two halves — the first half reflecting the shutdown of much of the construction
industry, and improving trading conditions thereafter

The initial impact of Covid-19 was industry-wide, with figures from the Office of National Statistics (ONS) and the
Construction Products Association (CPA) reflecting the experience at merchant counters during the last quarter.

The ONS reported a record 35.0% fall in construction output in Q2 compared to Q1 2020. Private housing was the largest
contributor in new work (down 51.2% on the previous quarter), with private housing RMI (down 46.5%) the largest
contributor in repair and maintenance. These two sectors form the mainstay of merchants’ business and the quarter on
quarter falls in both sectors were the highest ever recorded.

ONS figures show that April was the worst month, with May showing month on month growth of 7.6% and monthly
construction output increasing by a record 23.5% in June. Despite this strong monthly growth, construction output in June
2020 was still 24.8% below February 2020 — the last full month before the impact of Covid-19.

Manufacturing also suffered in Quarter 2. The CPA Q2 2020 State of Trade reported the worst quarterly performance since
the 2008/9 recession, with 81% of heavyside manufacturers and 68% of lightside manufacturers recording a fall in sales
compared to Q1 2020.

The confusion caused by inconsistent Government messaging in the first few days of the crisis has also led to ongoing issues.
Along with many construction sites and builders’ merchants, some manufacturers temporarily closed before putting Covid-
secure measures in place. Unfortunately, closing production lines led to shortages in certain product areas which is taking
some time to unwind.

On the positive side, furloughed workers took the opportunity to undertake DIY projects — boosting paint and landscaping
sales —and construction workers returned to site relatively quickly to complete existing projects.

More worrying is the forward data released by the ONS. New orders decreased by a record 51.1% in Q2 compared with Q1
2020. The impact of the Covid-19 crisis looks set to continue to impact results for the rest of the year and beyond.
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Quarterly: Index and Categories N

Quarter 2 2019* to Quarter 2 2020 Builders Merchant
(Indexed on July 2014 to June 2015) Building Index

 QUARTERY 563 VALUE NoEK | inden |02 013]03 201 ot 201] 20l 020

ot tutders wershars | 100 | 1204 | 128 | s05.a | s0as | 764

Timber & Joinery Products 100 129.5 1289 1113 108.5 78.0
Heavy Building Materials 100 1219 121.0 1023 102.5 75.1
Decorating 100 110.3 115.7 104.7 101.1 56.3
Tools 100 98.9 98.5 92.2 86.0 41.0
Workwear & Safetywear 100 98.1 105.3 1174 128.7 67.5
Ironmongery 100 124.0 126.1 113.6 1129 65.0
Landscaping 100 160.2 1413 91.2 100.1 138.8
Plumbing, Heating & Electrical 100 1149 118.7 123.4 118.5 53.9
Renewables & Water Saving 100 66.4 75.3 65.8 76.6 31.5
Kitchens & Bathrooms 100 115.0 120.2 112.8 1094 48.4
Miscellaneous 100 118.0 128.0 1149 129.1 63.3
100 116.6 121.8 110.3 104.8 72.8

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

W Source: GfK’s
GF Builders Merchants
Total Category Report

July 2015 to June 2020
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Quarterly: Index

Adjusted and unadjusted for trading days Builders Merchan
Building Index
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Quarterly: Index and Categories N

Q2 2020 index Builders Merchant
Building Index
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Quarterly: Index and Categories

Quarterly indices
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Quarterly: Index and Categories

Quarterly indices
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Quarterly: Index and Categories

Quarterly indices

m(Q3, 2015
|04, 2015
mQl, 2016
mQ2, 2016
mQ3, 2016
m04, 2016
mal, 2017
m02, 2017
m 03, 2017
w4, 2017
m 1, 2018
=2, 2018
=03 2018
w04, 2018
.01, 2019
Qz2, 2019
a3, 2019
04, 2019
012020
Q22020

INDEX

130

120

110

100

90

80

70

Builders Merchant

Building Index

AT

Quarterly Indices Q3 2015 to Q2 2020

ul

60 -

50

40 -

30

Total Builders
Merchants

Indexed on July 2014 to June 2015

Renewables & Water Kitchens & Miscellaneous
Saving Bathrooms

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

©BMBI 2020

Services

Source: GfK’s
@10 .4 Builders Merchants
Total Category Report

July 2015 to June 2020



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

Quarterly: Sales Indices

Adjusted and unadjusted for trading days Builders Merchant
Building Index

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

Q2 2020 sales indices Builders Merchant
Building Index

Quarter 2 2020 index v Quarter 2 2019 index
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Quarterly: Quarter on Quarter N

Q2 2020 sales indices Builders Merchant
Building Index
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Quarterly: Quarter on Quarter
Q2 2020 average sales a day indices
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*Some merchants temporarily closed branches between March and May 2020 and this will have affected trading day comparisons.

Quarter 2 2020 index v Quarter 1 2020 index

455% —

©BMBI 2020 Average sales a day — three less trading days in Q2*

| , ; .
-] 245%  236%  -23.1%
' 27.1% :
aisy  396%

. S0.0% -48 6% B Categories Categories

g ok — “536% -52.3% underperforming outperforming

5

o & & &
oF &© & A
. & o€

& Lo ’
-L_,q} R}Q‘% "'Q&‘

& &
o o
+ e 7 Source: GfK’s

\:-“{\Q @10 .4 Builders Merchants
¥ Total Category Report
July 2015 to June 2020

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


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

Monthly: Index and Categories IS

June 2019* — June 2020 Builders Merchant
(Indexed on monthly average, July 2014 — June 2015) Bu i |d i ng | n dex

2019

oz vaeoe e | | sy | s | sep | ou | nov | ouc | sen | v | war | e | vy | e
Total ullders Marchant 188 | 1336 | 1178 | 1188 | 1262 | 1133 1087 | 1069 | 1031 | 290 | 787 | 1214

00
Timber & Joinery Products 100 1249 138.2 123.1 1254 1344 1204 79.1 1115 109.0 105.0 26.9 80.5 126.7

Heavy Building Materials 100 116.1 1309 1153 1169 1235 1099 73,5 101.7 103.8 102.0 30.5 78.5 116.4
Decorating 100 1075 1234 112.2 1115 1215 1125 80.0 103.6 1045 95.2 19.8 54.8 94.4
Tools 100 95.3 1044 95.0 96.0 1089 100.8 67.0 91.8 91.9 74.2 8.6 35.1 79.3
Workwear & Safetywear 100 99.1 108.6 96.7 110.7 135.0 134.8 824 1194 127.7 1391 37.7 66.6 98.2
Ironmongery 100 119.2 1343 1219 122.0 133.2 120.0 87.7 1187 116.1 104.0 273 58.9 108.8
Landscaping 100 1489 166.0 135.2 122.6 1163 94.9 62.4 86.9 103.0 1104 403 152.5 223.7
Plumbing, Heating & Electrical 100 1089 1224 1104 1234 140.7 133.7 959 126.3 124.8 1043 254 51.8 84.4
Renewables & Water Saving 100 72.8 76.2 76.9 73.0 74.0 72.0 51.4 75.2 86.1 68.6 12.7 26.7 55.1
Kitchens & Bathrooms 100 112.6 1286 115.0 1169 1276 1254 854 1091 1175 1017 14.1 43.7 87.3
Miscellaneous 100 1149 136.8 118.7 1285 131.8 122.0 90.8 1199 114.7 152.6 36.7 55.1 98.0
100 109.1 130.2 118.7 116.6 125.5 115.7 89.7 103.0 106.1

105.3 423

Source: GfK’s
Builders Merchants
Total Category Report

July 2015 to June 2020

70.2  105.9

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

Adjusted and unadjusted for trading days Builders Merchan
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Monthly: Index and Categories N

June 2020 index Builders Merchant
Building Index
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Monthly: Sales Indices Year on Year NG

Adjusted and unadjusted for trading days Builders Merchan&
Building Index

Monthly: Year on Year
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Monthly: This year v last year

June 2020 sales indices
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Monthly: This year v last year

June 2020 average sales a day indices
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Monthly: This month v last month N

June 2020 sales indices Builders Merchant
Building Index

June 2020 index v May 2020 index
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Monthly: This month v last month

June 2020 average sales a day indices

June 2020 index v May 2020 index

Average sales a day — three more trading days this month*
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*Some merchants temporarily closed branches between March and May 2020 and this will have affected trading day comparisons.

July 2015 to June 2020
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Year to date: Year on Year I~

Last 6 months sales indices Builders Merchant
Building Index

Year to date: Jan 20 to Jun 20 index v Jan 19 to Jun 19 index
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Year to date: Year on Year I~

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

Year to date: Jan 20 to Jun 20 index v Jan 19 to Jun 19 index

Average sales a day — one more trading day this year*
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*Some merchants temporarily closed branches between March and May 2020 and this will have affected trading day comparisons.
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Expert Panel =
Website & Product ecommorsense

Data Management Solutions

ndy Scothern, Managing Director eCommonSense is BMBI’s Expert for
Website & Product Data Management Solutions.

News that the economy plunged 20% between April and June was met with dismay in the building supplies sector. But
recessions can bring opportunities and builders’ merchants showing the ability to re-engineer their business models are
reasons to be hopeful.

Online sales during lockdown went through the roof as branches were forced to close. Merchants with advanced eCommerce
systems benefited from a much-needed cash injection during a difficult period. This trend continues as branches re-open.

From our own aggregated client data, we see that 90% of transactions were from new retail customers buying products at
non-discounted prices. More than 40% of those transactions were outside branch opening times.

Merchants now need to find a new balance between bricks-and-mortar and eCommerce with a new business model that
integrates the two to ensure consistency, integrating brand, service levels and back-office operations.

The figures suggest that many will stick with the new habit of buying online, and merchants will need to invest in an
eCommerce service if they’re not to miss out. eCommerce is not just a new website, it’s a new service, so bolting it on to the
traditional model doesn’t deliver optimum results.

The bigger picture is the building materials supply chain. An industry report (The Farmer Review) says construction must
‘modernise or die’ and the acceleration of digital is critical to survival. With the ending of the furlough scheme the building
supplies sector will look for efficiencies in the way merchants market, sell and buy products.

Digital innovation and the exchange of high quality, consistent data between suppliers and merchants promises to be a game-
changer that makes stock levels and delivery times visible and provides easy access to commercial deal trade prices.

The world will not go back to the way it was. Industries will need to ‘modernise or die’ and the building supplies sector needs
to be at the forefront of the revolution if it is to lead the country out of recession.
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Expert Panel (]
Drylining Systems @ British Gypsum

SAINT-GOBAIN

(Part of Heavy Building Materials)

Stacey Temprell, Marketing Director British Gypsum is BMBI’s Expert for Drylining Systems.

Unsurprisingly the impact of COVID-19 still dominates and will do so for the foreseeable future but, as we come through this
period, we are starting to see some glimmers of hope that we can emerge from the pandemic. This month we learn that the
government has committed to £1.3bn investment to deliver new homes, improve skills, create jobs and upgrades to local
infrastructure. This, alongside the prime minister’s strategy of ‘Build, Build, Build’, gives us the strong government-backed
intent we need to recover from this crisis.

There is no question that this high-profile government stimulus will support the new build housing and commercial build
markets. Conversely, unemployment levels over the coming months could have a significant impact on consumer confidence
and the domestic RMI market. While the stamp duty holiday grabbed the headlines, this initiative is unlikely to bring any
immediate benefits to the slower property market, which also has a significant impact on RMI demand as people like to
improve their new home after they’ve moved in.

As an industry, we have a long road of recovery ahead of us, but what COVID-19 has taught us is that how we respond to the
challenges ahead of us is entirely within our gift. Like all businesses we have had to implement change at record pace, but
we’ve demonstrated that we can rise to this challenge. We have all modified our working practices overnight to enable
business to move forward and buildings to get built. We have accelerated the adoption of digital collaboration across the
construction industry almost overnight. Right now, we have an incredible opportunity to further embrace digital technologies
and drive out inefficiencies in the construction supply chain. By doing so we are paving the way for a new, more resilient
construction economy.

This period has been tough, tougher than we expected but we are optimistic that this new sense of construction-community
will remain. Our immediate priority is to work closely with our customers to ensure that future generations of construction
professionals are better able to deal with future threats.
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Expert Panel ]
Civils & Green Infrastructure £ PO'YP'PG

(Part of Heavy Building Materials)

Steve Durdant-Hollamby, Managing Director Polypipe Civils is BMBI’s Expert for
Civils & Green Infrastructure.

In common with most businesses, it was a challenge to align our operations with the market as Covid restrictions eased. With
no consistent return across construction projects and the merchant sector, we adopted more flexible and adaptable working
processes to meet significant fluctuations in demand. Local lockdowns added further instability to trading conditions.

From the end of June, all civils and green urbanisation sectors saw an upturn in sales volumes. Residential-related business
were the strongest, having been amongst the hardest hit. Other sectors such as land drainage were consistently solid
throughout the pandemic and remain so. Planning and specification activity have continued relatively unaffected. Within
civils, the recent changes to the codes governing adoptable sewers have opened the market. Plastic is now specifically
referenced as a material option for all applications. This long-awaited change will see the benefits of lightweight,
environmentally compatible pipelines transform the market. Our outlook on the longer-term civils market post-Covid, broadly
follows that of the CPA.

Looking at Green Urbanisation, as restrictions on movement have further relaxed, the community value of access to green
spaces and the size of those spaces are increasingly in the spotlight. More people want to experience natural environments
more frequently, but this causes frustrations and threatens the health of the ecosystem. Re-imagining how we introduce
green assets into the urban landscape eases the pressure. Parklets and pop-up spaces are gaining traction with versatile and
sustainable green solutions offering all the benefits of green urbanisation in a stand-alone package.

With green urbanisation extending SuDS into new product areas and deeper into the city landscape, we’re seeing an
increasing number of enquiries with this wider perspective. Drainage is becoming a solution driven market lead by changing
legislation and planning policy focusing on net zero carbon and biodiversity gains.

As | write, we've just finished six regional ‘Polypipe ‘Realising Resilience e-Roadshows’. Interest has far exceeded expectations
— a sign that green urbanisation is opening new ways of thinking, new solutions and new commercial opportunities.
Government climate change policy is developing quickly, and our new broadcast formats are designed to communicate the
knowledge and implications to all levels of merchant businesses.
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Expert Panel
Lead

(Part of Heavy Building Materials)

MidlandLead

Lynn Street, Sales & Marketing Manager Midland Lead is BMBI’s Expert for Lead.

Challenging, worrying, unprecedented, that’s how many of us will sum up Q2 2020, as it takes its place in the history books. It
was clear the road would be uncomfortable, forcing many businesses to innovate and work more closely together to survive,
and we’re still navigating new territories. But we leave Q2 in a more positive frame of mind, knowing the construction sector
has risen to the many challenges.

Improved communications and sharing new information have become the new normal. Many organisations worked well
together to ensure we came through. The Construction Leadership Council (CLC) quickly pulled together advice and resources
in a sector roadmap, giving much needed clarity. Recently, the CLC’s task force published a series of toolkits to provide
guidance in planning a route through complex, shifting policies. Organisations like this have been a voice of authority and
continue to lobby Government on behalf of construction.

Many forward-thinking construction material manufacturers, building contractors and merchants have had to re-evaluate
operations quickly to become more lean and agile and move into the next phase of recovery with a positive and sustainable
outlook. For Midland Lead this means focussing on our three core values:

(1) Sustainability. As the industry faces a potential shortage of building materials, we continue to reduce waste, conserve
energy and natural resources, and minimise environmental impact. This year we were awarded an Environmental Product
Declaration (EPD) for our manufactured products.

(2) Customer Service, which means continuing to nurture and protect customers who rely on us maintaining our productivity
and communications, and meeting demand.

(3) Innovation. Investment in digital and IT infrastructure and manufacturing processes is a top priority, providing efficiencies

for our team and customers.

Brexit is still on our radar but plans to prepare for it are fogged by uncertainty. We wait to hear announcements on new
legislation, keen to understand these policies and what will be in place by January 2021.

Every business has been affected by the global pandemic, but one thing that we have seen throughout the construction
sector is resilience. Let’s not talk ourselves into a recession. Let’s work together to make a better future.
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Expert Panel
Bricks & Roof Tiles

(Part of Heavy Building Materials)

_ !"’
Wienerberger

Kevin Tolson, Commercial Director Wienerberger UK is BMBI’s Expert for Bricks & Roof Tiles.

Against the backdrop of a battered economy and increasing unemployment, with manual jobs particularly affected, the brick
and tile businesses have not escaped the damage to the construction industry. With the UK economy now officially entering
recession, there are further challenges ahead.

However, with a focus on new building programmes in housing, social and community projects plus incentives such as the
green deal and the stamp duty holiday, demand returned surprisingly soon to pre-Covid-19 levels by the end of Q2.

There is also a very encouraging demand for design and technical services. Being able to supply services and technical
expertise, not just product, is where manufacturers can differentiate and add real value. While architects, specifiers and
planners may be gradually returning to their office-based practices and workplaces, there is still a lack of face-to-face
opportunities with customers. Being able to efficiently support those working remotely or in the workplace with improved
and increased digital assets, technical data, and guidance is the game changer. The appetite for virtual support has risen, and
as we saw in Q1, those with the ability to invest and develop their digital services will do well.

The desire for improved green space and ‘healthy homes’ with improved air quality is another trend. Anyone locked down in
their home during very hot weather will be acutely aware of the need to have access to green space for physical exercise and
mental wellbeing. Being able to support designers and builders in creating a healthy and energy efficient building envelope is
where manufacturers can help change communities for the better.

A complete recovery may be some way ahead. The benefit of our industry, even during low times, is that we serve a very
broad range of customers and market segments. Contraction in one area sees expansion in another. As long as we continue
to mobilise quickly and continue to focus on quality products and innovative solutions, we should be in a position to benefit
from an economic uplift.

@theBMBI
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Andrew Simpson, Packed Products Director Hanson Cement is BMBI’s Expert for
Cement & Aggregates.

Quarter 2, 2020 will be remembered and talked about for years to come as the UK went into full lockdown due to Covid-19.
Business leaders were faced with tough decisions which had to be made quickly, with mixed advice from the Government.

Businesses quickly closed different parts of their operations and adapted their organisations to stay afloat. Many utilised the
Government furlough scheme and ran with limited resource to match vastly reduced sales.

Due to the pandemic and resulting level of site closures demand for aggregates, concrete, asphalt and mortar dropped
significantly quarter-on-quarter. The Mineral Products Association (MPA) reported that the level of decline in Q2 was
equivalent to the total market decline during the financial crisis over the period of 2007 to 2009.

It was some time before government guidance for the construction sector was made clear. The message eventually received
was that construction is essential so if it was safe to operate we should carry on.

As builders” merchants reopened, they saw a dramatic shift in demand towards heavyside products as people on furlough
started home improvement projects. We saw spikes in demand for packed cement, post fixing products, bagged aggregates
and decorative aggregates throughout the quarter. Demand for some product lines has been unprecedented with all
manufacturers implementing an allocation approach to supply.

Merchants have seen a swing towards cash sales as consumers spent heavily on improving their homes rather than eating out
or going on holiday. Many people who have been working from home have converted spare rooms and installed garden
buildings to enable them to work comfortably. This may continue into next year, with many firms indicating that they want to
reduce travel to the office as people have adjusted so well to home working.

Given everything that has gone on throughout the pandemic including some new local lockdowns it is very difficult to predict
and plan for 2021. The Prime Minister has made it clear that the construction sector is key to recovery and will be keen for
housebuilding and infrastructure projects to recover quickly.

‘ Contents www.bmbi.co.uk

@theBMBI

“We saw spikes in

demand for packed
cement, post fixing
products, bagged
aggregates and
decorative
aggregates
throughout the
quarter. Demand for
some product lines
has been
unprecedented with
all manufacturers
implementing an
allocation approach
to supply.”
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