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John Newcomb, Managing Director BMF Building Index
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Themonthly index tracks what is happening in the market month by month plus-dapth review every quarter. This trend seriesagivour
industry access to far more accurate and comprehensive data than is available to other construction sectors.

Instead of looking to Government, the ONS, the CPA or individual surveys to find out what is happening in the markaty tegaBiuilders
Merchants Panel is setting a new standard to give us a thoroughly reliable market picture which can also inform the stidetioan
industry.

Unlike data from other sources, which tends to be based on estimates, or sales from suppliers into the supply chaito-thaseugiata is
based on actual sales out from merchants to builders and other trades.

Measuring the level of RMI work in the economy is hugely important to everyone including Government. Yet until now thetdaas
any decent measure of RMI, or even an approximation of it. For want of one, some economists have turned to their ownmeasoralsg
such as counting skips in the road where they live. The Builders Merchants Panel provides an accurate alternative ahszalation

We recognise the importance of sharing this data. In this spirit, MRA Marketing proposed creating the Builders Mercliagtrigigidto
communicate to the wider market as the voice of the industry as well as the voice of individual Expert Brands. Thi®gutrsétywo

Experts AlumasdVater Management Solutions and IKO plc have been joined by three new Expert Brands. Hanson speaking for Cement &
Aggregates, Keystone UK speaking for Lintels and Crystal Direct speakingbyv\Rv{ows & Doors.

This is a great opportunity for brands to get involved and support the index and Mike Rigby and his team who produce it &ivitgict
you to explain how this will work and outline the opportunity it brings.

GfK insights go deeper than the category sectors contained in this document. They can trace product group performandefeatl tes
that are relevant to you. GfK can also produce robustflikdike market comparability tailored to the requirements of an indual business.
As more merchants join in to submit their monthly sabes data the quality of this information can only become more extenaia
rigorous. Merchants or Suppliers who are interested in getting involved should contact Ricky CooRioés.atoombes@agfk.com
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An Important CI"]a‘r]geBuilders Merchant/n’\

Mike RigbyManaging DirectoMRA Marketing Building Index

Every new set of data starts somewhere. An index compares the months that follow with the starting month the index is\baseat o
starting month was a strong month, following months look wealk; if the starting point was weak, following months look stronger

To overcome this, once the index has established enough data points, it is good practice to recalculate it based onpresentatee
starting point.

2 SQ0@S y2¢6 NI Oindexdese icév& artaNdkagerof/simdnths (Julfo Decembe2014) rather thanasingle arbitrarynonth
(July 2014)This will mitigate seasonal and other trading influences relating to July 2014, and provide a more accurate reflection of the
market. When we have more data we plan to index against a full 12 months to remove any remaining influences.

With July to December 2014 as the basis from which indices are calculated, charts exclude these months and now stanafyo20I8n
rather than August 2014.

The basic shape of each chart shows the same monthly or quarterly movements, but the levels are a little diffgpextallyfor categories
prone to more marked seasonality. For example, we illustrate here Timber, Sheet & Joinery Products

The two charts broadly follow the same
Timber, Sheet & Joinery Products Timber, Sheet & Joinery Products pattem bUt, as JU|y 2014 was an abeve
Rl P average month for these products, most

~s=Total Builders Merchants  =8=Timber, Sheet & J Products
otal Buliders Merchan miber Sheet & Joinery Produd ~a-Timber, Sheet & Joinery Products

subsequent months saw lower sales

W resulting in indices below 100.

w \ . \\7/ Indexingagainst the new sirnonth average

eliminates this exaggerated effect and shows

" " a more positive performance.
« M4 JenlS  FeblS MarlS  AprlS MaylS JunlS  JullS  AuglS Sepls Oct15  Novls “ Index  Jan1S Feb15 MarlS  AprlS May1S JunlS  JullS  AuglS Sepl5 Oct1S  Nowls At the end Of thls report We have |nC|uded a
Original chart indexed on July 2014 Recalculated chart based on a more robustfull set of charts based on both indices
six months (July to December 2014)




Overall Index an@ategories

Jan Uary 2015 December 20 lﬁldexed on Julg December 2014)

Total Builders Merchants 108.6 | 106.7 | 102.2 | 1145 116.4( 101.3 | 111.2 | 111.8 102.2

00
W S AR e e 100 90.0 920 107.0 1025 99.9 1104 1139 100.5 110.8 112.3 103.1 74.8
Heavy Building Materials 100 854 911 109.1 107.3 101.2 1154 116.5 101.1 111.6 112.0 101.0 72.8
Decorating& Renovation 100 880 885 1032 981 951 108.3 113.0 103.0 110.1 111.0 1016 77.2
Tools 100 879 86.6 98.0 969 932 102.0 104.8 91.6 102.0 102.6 100.7 73.6
Workwear & Safetywear 100 99.8 93.0 93.6 85.7 95.8 103.8 1034 957 117.3 116.6 116.8 74.0
Ironmongery 100 952 939 1064 1051 989 111.0 1151 1024 112.7 113.3 109.0 851
Landscaping 100 67.6 78.7 1146 1413 1357 146.9 141.7 116.0 1146 1089 89.1 63.1
Plumbing,Heating & Electrical 100 1035 1035 111.3 100.1 958 1056 109.1 951 113.2 121.1 1203 911
BENEVEDGCERANVECIAVEGEE el 100 89.3 873 121.3 97.8 79.7 1028 743 66.5 1021 97.7 941 746
Kitchens & Bathrooms 100 903 99.7 1093 970 969 106.5 1124 97.0 1103 109.5 108.6 77.5
Miscellaneous 100 953 886 973 922 866 1014 1029 93,5 103.7 106.5 100.0 81.0

Services 100 86.3 940 1119 991 986 106.7 1124 1022 108.1 111.1 1021 829

y
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Overall Index an@ategories

December 2015

December 2015 Index

Indexed on monthly average, July-December 2014
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Overall Index an@ategories

December 2015

December 2015 v December 2014

120
110 i
% 3.0% 4.8%
2.8 K
0.6% 1.2% 1.5% 2.7% b 3
100 I-I-I-I-_'___'__--u-, |
-2.9% -2.3% -2.3% -1.5%

90 -
><
L
[m)]
=
- 80 -

ess———  Categories underperforming Categorles outperforming
70 -

y
GFK {2dzNDSY DFYQa . dzAf RSNE  acSadddfy RofSitdiDedeliel 2015/ + G $32 NBE  wS L2 NI




Overall Index an@ategories

Q uarte I‘Iy (Indexed on July to December 2014)

VALUE EX VAT £ Q1, 2015 Q2, 2015 Q3, 2015 Q4, 2015
Total Builders Merchants - 107.8 109.6 -

Timber, Sheet& Joinery Products
Heavy Building Materials
Decorating& Renovation

Tools

Workwear & Safetywear
Ironmongery

Landscaping

Plumbing,Heating & Electrical
Renewablest Water Management
Kitchens & Bathrooms
Miscellaneous

Services

100 96.2
100 96.3 104.3 108.4 96.7
100 95.2 108.0 109.7 95.3
100 93.2 100.5 108.7 96.6
100 90.8 97.4 99.5 92.3
100 95.5 95.1 105.5 102.4
100 98.5 105.0 110.1 102.5
100 87.0 141.3 1241 87.1
100 106.1 100.5 105.8 110.8
100 99.3 93.4 81.0 88.8
100 99.8 100.1 106.5 98.5
100 93.8 93.4 100.0 95.8
100 97.4 101.5 107.6 98.7
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Q u arte rly Re po rt Builders Merchant

Q4 2015 Building Index Zedine

Quarter 4, 2015

Indexed on 3-month average, July-December 2014
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Overview -

Builders Merchants

JohnNewcomb, Managing Director BMF o Foderation 7

WeKI @S NBIFOKSR y20KSNJ I yRYIN]J® DFYQa . dzAf RSNE aSNOKIy#ss t I ySt
report completes our first full calendar year.

We also have our first five Industry Experts explaining trends and their markets.

2015 started well but lost momentum in the run up to the national elections. Growth was also hampered by skills shoxdageshith winds
and floods at the end of the year brought misery to many and prevented many builders from working. They also created dlerepaid &nd
improvement in the early months of 2016. With this report we canwhat happened in 2015:

Total Builders Merchant sales for Q4 2015 were up 3.0% compared to Q4 2014, and up 2.9% taking the number of tradiogamtaymint

Landscaping increased the most, up 7.9%, against the same quarter last year. Ironmonddnyraridg Heating & Electrical were up 7.8% and
6.4% respectively.

ComparingQ4 to Q3 2015, total sales decreased 12.4%. Most categories fell but Landscaping fell the most, down 29.9%, while R&newables
Water Management increased by 9.7%, and Plumbing, Heating & Electrical by 4.7%.

Adjusted for trading dayg,otalBuilders Merchant sales in Q4 were down 5.6% compared to the previous quarter.
/ 2YLI NBR (2 GKS al YS YoraBiiiléers Mgrchannssles eré&up OB 0 S NI &

Tools dropped 2.9% in December, year on year, and both Services and Work@eafatyveaslipped 2.3%. Renewables & Water Management,
a small volatile category, fell 35.9%.

¢KS G20t . dAfRSNE aSNOKIFIyd .dzAf RAy3a LYRSE RNERLILISR (sudown. Ay 5S0
. SAy3 tS84a AyTtdz$SyOSR o6& 5508 VadRiders MerSharisaiyppédioDé. Zin @4 Rr&n 100&linNI3 SN &

2016 has started well and, despite concerns over the global economy and the prospects-of-anticU referendum, the CPAf@secasting
ANRPSGK RNADGSY o0& K2dzaSodzZAf RAY3 YR AYFNI &l NHzOG dzNB & dneyh 2@6.t | y OST
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Q u arte rly Re po rt Builders Merchant

Q4 2015 Building Index

Quarterly Index

Indexed on 3-month average, July-December 2014
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Q u arte rly Re po rt Builders Merchant

Q4 2015 Building Index Zedine

Quarter 4 2015 v Quarter 3 2015
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Q u arte rly Re po rt Builders Merchant

Q4 2015 Building Index

Quarter 4 2015 v Quarter 4 2014
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Q u arte rly Re po rt Builders Merchan

Adjusted for Trading Days Building Index

Total Builders Merchants Index v Total Adjusted for Trading Days Index
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Expert Panel

Civils, Metal Rainwater & Drainagerot Heavy uiding Materials)

SteveDurdantHollamby Managing Director Alumasc Water Management Solutidd§VMS)
Ad . a.LQad 9ELISNI F2N/APAtasz aSalt wkAygl idSNI 3 5NIF A\

Movingin line with Heavy Building Materials, Civils, Metal Rainwater and Drainage was 3% up in the fourth quarter of 2015 compared
to the same three months of 2014. December was marginally up on December 2014. With a broad range of water management
products that collect and channel rainwater from roofs or from the surface to below ground and away, this market movesifiied|

with Heavy Building Materials.

Lastyear started well but, coming too soon after the Scottish referendum, the national elections and the threat of furtheityoatr
a shadow over the economy. The uncertainty this created caused delays in planned investment in new and refurbishmeramojects
took some of the momentum out of the market in the first half. However both Q3 and Q4 were ahead of the same quarters in 2014

We expect steady growth in 2016 for Civils, Metal Rainwater and Drainage, and January started well, helped by the exceyiitionally
weather. However, labour and skills shortages, and rising imports of cheaper products are a threat to our market and enany oth
sectors in the industry.

Sixdevastating storms in six weeks at the end of Q4 2015 underlined, as nothing else could, the importance of water management t
the economy. It also exposed how poorly prepared Britain is to manage the effects of climate change.

We have to get a lot better at forecasting rain, and a lot better at dealing with it when it gets here. But that can onlyebevemstop
looking at solutions or projects in isolation. We need to account for a changing climate in the way we build, and logkasipext of
project design.

WeOl yQi LINB@SYy(G Ff22Rax odzi 6S Oy (GNB (G2 YAYAYAaS GKWo RIFIYIF3S (2
invest, budget and build for the future not the past




Hanson

HEIDELBERGCEMENT Group

Expert Panel

Cement & Aggregatetof Heavy Buiding Materials)

Keith Ellis, Commercial Director Hanson Cementia . L Q& fo9CGematNiid Aggregates.

Thecement and aggregates markets have grown strongly over the last few years, driven principally by an upturn in private housing
A0FNIA FyR YIF22NJ Ay TN &G NUzO Weasiect thisl @ @vh @ icantindedadnié shbreito nfiem/ 1By Qa / NP a a
further expansion in the commercial, industrial and infrastructure sectors and continuing, though slower growth in prisiig had

repair maintenance and improvement.

Compared to the rest of Europe, per capita sales of both aggregates and cement remain relatively low, at about 32% and 48%
respectively behind the rest of the EU. So there is considerable scope for market growth in the UK

Bulk cement accounts for around 82% of sales. It is useghdymixedconcrete, factory produced mortars, precast concrete, building

chemicals and major civil engineering projects. Commercial, infrastructure and housing markets are the main driversefaoked ¢
FOO2dzyia FT2NJ GKS NBYIFAYAY3I mysn X Y2ail 2F 6KAOK A& adzdl ASR (2 0dz
improvement markets.

Bulk cement sales are expected to grow faster than packed cement in the next few years, fuelled by the infrastructuregiebamaer

private housing sectors, particularly in the South and South East of England, which accounts for much of the curremt growth i
construction activity.

The demand for weatherproof packaglng in packed cement and packed cementltlous product markets continues to grow, dpbpite sup
AK2NIF3Sa tlad &Sk N aSNDKI;/ua I;/R 0dzA f RSNA f}\“[S nnilﬁsSprcdebfZlyuIEISa
Ad ¢l AaGSR® azad AYLRNIFyGfes AG OFy 0SS ai2NBR 2dziaimndki&isiy (GKS YS)
and a price premium can be achieved. Nearly half of all packed cements purchased is now supplied packaged in plastither some

form of weatherproof packaging. The use of weatherproof packaging will continue to grow as manufacturing capacity improves.




Setting the Standard

Expert Panel

Roofin g Produ Cl®art of Heavy Building Materials

)

' 4
Andy Williamson, Group Managin@irector IKOLJt O A& . a. L Q& POEEEBS NI F2NJ w22 FAY:

Six major storms in the last six weeks of 20Abigail, Barney, Clodagh, Desmond, Eva and Erbrdught damage to homes and
misery to homeowners. Climate change is bringing us more extreme events.

Novemberwas a record 22 which also brought more than 200% of average rainfall to the Mgtht. December was the warmest
since 1910, and exceptionally wet and windy, with reelorelaking rainfall over much of northern UK.

Winter is always tough on roofs. Slates and tiles are lifted, wind and rain penetrate and suddenly roofers are busy making emergency
repairs. Roofers have had lots to do this January and February. But sudden peaks in demand are difficult to satisfyhditvehiebat
caused the problem can also prevent safe work on repairs

MoreA AdYyAFAOLIyGtes GKSNB FNByQld Sy2dzak alAiAftftSR 62NJSNE I JFAflofS
FAYLFYOALf dzyOSNIFAyGe F2NOSR Fye Ay G(G(KS (GNIRS G2 &&&f |t GSNYI G
a1AffSR NR2FSNA (G2 R2 (KS g2 @S F2dzyR yS¢ 2206azxz tSTiU (K

ManyO2 YL yAS&a KI @S I RRNBaaSR G(GKS alAffa aK2NIl 3Ss -@rmprajeedn 2y | LILINE
GKS aK2NI GSNY (GKS&aS NBONMzAGa IINByQl &SiG NBIFRe G2 giddigry. dzy & dzLIS NI .

Nl ® ¢KSe&Q
K

LE®R2R ySsga GKIFIG GKS D2@SNYYSyd Kra Fyy2dzyOSR L Iyad (2asAy@dSaid mwm
Crossrail or HS2 attract skilled workers away from smaller scale, less glamorous jobs, so where will the workers corhéfirtimde
LJt | y &dfnething Gavernment and industry urgently needs to address.




Expert Panel WKevstene

LintelS partof Heavy Building Materials)

Derrick McFarland, Managing Director Keystone Group UK & . L Q& fofLihtelS NJi

The lintels market moves broadly in line with Heavy Building Materials, which were 2.9% up in Q4 2015 compared to Q4 2014.

Heavy Building Materials did better than total construction. The Office of National Statistics (ONS) estimates constewcbgrust
0.4% compared to Q4 2014.

Private house building was up 5.4% year on year, and new housing continues to be one of the stronger performers inmunstructi
CKFGIQa AYLRNIFYyd 06SOldzaS yS¢ odzAift RAyda ySSR fAyaSta 06208 SOHSNE

Government has challenged housebuilders to improve the SAP ratings of their buildings. The Standard Assessment Proedure (SAP
assesses the energy ratings of new homes.

¢KS D2@SNYyYSyiuQa R2LIGA2Yy 2F {!tX & LINILH 2F F Y ylowA2ylf adl yl
housing, is having a huge effect on the way we build. The calculation of SAP ratings takes account of the structurddifghéheu

heating and hot water system, internal lighting and renewable technologies in the home. The higher the score, the lowmirige r

costs.

The calculation is complicated, but determining the optimum design is more complicated because housebuilders need thigohieve

NI GAy3a gAGK2dzG AAIAYAFAOFY(G AYyONBIFasSa Ay 0Oz2aid 9QSNEedoyS glyida VY.
them. Helpinghousebuilders achieve higher ratings is driving innovation in all components, including lintels, to develop technically

advanced, thermally efficient products.

Competition has intensified and expanded to include any product solution that helps housebuilders achieve better, cost 8€ct
ratings. So, lintels now compete with rival brands of lintels, plus renewables, lighting and a wide range of products.

New, innovative lintels must perform structurally and thermally, while being easy to install. Currently the most advaatseartn
acknowledged by housebuilders to be the single most cost effective solution for lowering carbon emissions within SAP.




Expert Panel ervstaflll:

No.1 for choice e No.1 for colour

PVCU Windows and DOOI&artof Timber, Sheet & Joinery )

SteveHalford, Managing Director Crystal Directisa . L Q& fo@PY@JISMdidows and Doors.

PyiAf NBOSyildfexr 020K 0dzAf RSNE yR (KS 0dzAf RSNEQ YSNOKFIyda 6K2 &
doors. Traditionally, that meant supplying standard sizes from stock, with space limitations and margin implicationdei@r Quil

merchants. It also meant choice and service limitations for their customers: builders and tradesmen of all sizes, froamwiateto

private developers, national and regional house builders.

A large and growing market, that bypassed merchants, developed to supply bespckbviAR@ws and doors tailored to fit partizr
openings in particular buildings. They are supplied direct to installers and builders with short lead times at compieisve pr

Ly NBOSyid &SINER>X o0dzAif RSNAQ YSNOKIFyGa KIF@S f2altoneeta@aving YR YI NBAY
RSYFYR FNRBY GKSAN) Odzadi2YSNRA F2NJ t2¢ YIAyaSylryOSs t2y3 ftAFTS 6AYyR:
suppliers, and getting used to matie-measure PV rather than standard size timber windows and doors from stock.

PVG | O02dzyia F¥2NJ 20SNJyms: 2F GKS bSé .dzZAfR FYR NBLIANI YFAY(GASY!l y
worth around £5.5bn a year at installed value.

' £fFNBS FYR ANRGAY3I ydzYoSNI 2F 0dzh f RS-MIn@asuyePNOD Kindgwis and dobrg)&ndy 2 6 IS NJ
YSNOKIyGaQ alfsSa (2 odZAfRSNA FINB INRgAYI NILARE&@D 2 Adide I 6ARSNI
OK2A0S 2F GellSaz RSairdaya FyR O2f 2d2NEX YSNOKI y (-Q&indovdzand Go8NJ Odza G 2 Y

SNEQ YSNDOKFyGa G2 3INBg aldNBy3te Rdz

2§ SELISOG akts f R
It BQ YSNOKEyGa G2 o0dzit RS-M@indawsdtf 3INRG |

ALISSR& dzZL)z al

their branch.
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Q u arte rly Re po rt Builders Merchant

Q4 2015 Building Index Zedine

Timber, Sheet & Joinery Products Timber, Sheet & Joinery Products - Quarterly
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Q u arte rly Re po rt Builders Merchant

Q4 2015 Building Index Zedine

Heavy Building Materials Heavy Building Materials - Quarterly
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Q u arte rly Re po rt Builders Merchant

Q4 2015 Building Index Zedine

Decorating & Renovation
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