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Total Builders Merchants like-for-like value sales were -1.2% lower in Quarter 2 2026 compared with
Quarter 2 2025. Like-for-like volume sales were down -6.6% but prices increased by +5.8%.
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With no difference in trading days in Quarter 2 2026, unadjusted value sales were -1.2% lower than in
Quarter 2 2025. Volume sales were down -6.6% but prices increased +5.8%.
©BMBI 2026

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



http://www.bmbi.co.uk/
mailto:info@bmbi.co.uk?subject=Enquiry%20From%20BMBI%20Report
https://x.com/TheBMBI

Contents 1

Clickinks below and overleaf to visit sections.  Builders Merchant
Building Index Zedine

)

Click links to visit pages: Page BMBI Experts:

Quarter 2 Highlights Likefor-like value sales 2 James Crossland, Pavestdamup 25
Quarter 2 Highlights Total value sales 3 Derrick McFarland, Keystone Lintels 26
Contents 4-5 Gordon ParnelBritish Gypsum 27
Introduction to Builders Merchant Building Index 6 NeilHargreavesKnauf Insulation 28
2 KIFLGQ&a ySg Ay GKS NBLRNIK 7 Andrew Simpson, Heidelberg Materials 29
Why Construction Matters, Mike Rigby, Managing Director, MRA Jamie BarbeDulux Trade 30
Mh . . 8 JimBlanthorne KeyliteRoof Windows 31
Overview and Insights, Emile van dByst Key Account Manager . i

Trade & DIYNIO GIK 9 Kevin Bohea, Brett Martin 32
Coverage and data audits 10 Matt Williams,Polypipe Building Products 33
aSNDKI yia0 +AS65 PRBUWBMFS 602 Yo 11 James DavenporbletsaWood 34
Latest quarter v last year (value, volume & price), by category 12 Paul Hayned3axi 35
Latest month v last year (value, volume & price), by category 13 Monthly sales:

Latest 12 months v previous 12 months (value, volume & price), by Latest month v last year (value), by category 36
category 14 Latest month v last year (volume), by category 37
Quarterly sales: Latest month v last yeartrends 38
Latest quarter v last year (value), by category 15 Latest month v previous month, by category 39
Latest quarter v last year (volume), by category 16 Other period:

Latest quarter v previous quarter (value), by category 17 Latest 12 months v previous 12 months sales chart (value), by
Quarterly indices: category . 40
Ouarterly index chart. Quarter 1 2022 to date 18 I(;Z'Egsgrlz months v previous 12 months sales chart (volume), by i
Latest quarter BMBI Index chakly category 19 Yearto-date v last year 42
Quarterly category indices charts 20-22

Quarterly BMBI indices table, by categetyikefor-like value sales 23

Quarterly BMBI indices table, by categeriotal value sales 24

CKS W/ 2y(iSyiaQ tAy] o0St2¢6 OoONRyIa &2dz ol O] G2 OKREI M ISREHS

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


http://www.bmbi.co.uk/
mailto:info@bmbi.co.uk?subject=Enquiry%20From%20BMBI%20Report
https://x.com/TheBMBI

Contents 2

Click links below and on previous page to Builders Merchant
visit sections Building Index Zdined

)

[ 2YGAYydzSR FNRBY LINBOA2dza LI 3ISX

Click links to visit pages: Page  Additional content:

Monthly and Quarterly Category Charts: Trading days 60
Timber & Joinery Products 43 Methodology 61-63
Heavy Building Materials 44 GfK MacreEconomic Factors 64 -68
Decorating 45 BMF Forecast Report 69-70
Tools 46 Brandsbehind BMBI 71
Workwear & Safetywear 47 Contacts 72
Ironmongery 48

Landscaping 49

Plumbing, Heating & Electrical 50

Renewables & Water Saving 51

Kitchens & Bathrooms 52

Miscellaneous 53

Services 54

Online Sales 55)

Monthly indices:

Monthly BMBI Index chart, trends 56

Latest month BMBIndex chart, by category 57

Monthly BMBI Index table, by categorizikefor-like value sales 58

Monthly BMBI Index table, by categorYotal value sales 59

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


http://www.bmbi.co.uk/
mailto:info@bmbi.co.uk?subject=Enquiry%20From%20BMBI%20Report
https://x.com/TheBMBI

)

|I"It|'0dUCtI0n Builders Merchant
Builders Merchant Building Index Building Index

ThisBuildersMerchant BuildingIndex (BMBI)report containsdatafrom NiQD F g@undbreakingBuildersMerchantsPanel,which analysesiata from over
88%of generalistd dzA f RS NI fOsaldstheo@yhout GreatBritain. NiQD F YB@ildersMerchantPointof SaleTrackingDatasetsa gold standardin reliable
market trends Unlike data from sourcesbasedon relatively smallsamplesor estimates,or salesfrom suppliersto the supplychain, this up-to-date datais
basedon actualsalesfrom merchantsto buildersandother trades L (itfe@fore a very goodproxyfor housingRML

Themonthly seriestrackswhat is happeningin the market month by month andincludesan in-depth review every quarter. BMBlIndexdata is calculatedon
the 12 monthsbaseperiod January2019to December2019 Thistrend seriesgivesthe industry accesdo far more accurateand comprehensivensightsthan
that availableto other constructionsectors

ExecutiveSummary
Shortof time andjust want to readthe headlines™ownloadan ExecutiveSummarythat providesa snapshoton valuesalesandtrendsfrom . NJ (. dkAyTORBS N.
Merchantsfor Quarter2 andJune2026here.

BMBIEXxperts
MRAResearctproducesthe BuildersMerchantBuildingindex,a brand of the BMF,to communicateto the wider marketasthe voiceof the industryaswell as
the voiceof individualExpertBrands Meet the Expertsand readtheir commentson pages25to 35 of this report or readtheir previouscommentshere.

Recognitionfor BMBI
Oneof the aimsof BMBIisto reachacrossandbeyondconstruction L (inGsyndicatedo a growingnumberof trade magazines @

in different sectorson aregularbasis Outsidethe industry,economistsbanks,consultanciesinvestmentbodiesandthe big *?55
accountantgegularlyrefer to it and BMBIlisreferencedalongsidethe Officefor NationalStatisticf ONSYatain the Government Department for
Departmentfor Businessaand Trademonthly constructionupdate Downloadthe latest update here. Business & Trade

More data available

ThisBMBIreport providesvaluabletop-level indicesbut (i K S Nd<arablymore data available NiQ GfKinsightsgo much deeperand include salesvalue
data. NiQ GfKcan quantify marketvaluesand drill down into contributing categoriestracing product group performance,to focuson aspectsthat are critical
to you.

NiQ GfKcan alsoproducerobust like-for-like market comparabilitytailored to the requirementsof an individualbusiness As more merchantsjoin to submit
their monthly salesout data the quality of this information can only becomemore extensiveand rigorous Merchantsor supplierswho are interested in
acquiringdataor gettinginvolvedshouldcontactEmilevan der Rystat emile.vanderryst@nielseniqcom.
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Mike Rigby, Managing DirectaMRA Research research

Market insight & strategy

Onlinesalesfigures

Thisquarterwe haveaddedonline salesfiguresfrom W R & NiJ2 &kB theQ are an extraregion
Theyare shownalongsidethe regionaldatain the Regionateports.

Inthe mainBMBIreport, online salesare includedwithin relevantcategorytotals and not split out.

The figuresfor online do not include ¥ O fand@P f fsale®wihizh are includedin normal branchsaleswhich are
includedin the overallregionalfigures

Theindexingperiod for online salesis different to the indexperiod for TotalMerchantsandthe Regions Onlinesales
are indexedfrom the baseperiod, January2024to December2024, from when they were separatelycollected Total
merchantsand Regionatlatais indexedon the baseperiod January2019to December019
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Why Construction Matters ma
Mike Rigby, Managing DirectaMRA Research research

Market insight & strategy

| 2yaiNHzOGA2Y | OO02dzyia F2N 20SN) & 2F GKS 'Y SO2y2Yeéo &
with a far higher profile. Agriculture has not only a seat in Cabinet, but also two long runningpragiammes The
I NOKSNE yR CINXYAYy3 ¢2RIFI&3 G2 3ASG AdGa YSaal3aSa | ON®aa({
more engaged. When farmers get angry they get into their tractors and besiege Parliament to get their story into the
headlines. Construction has made determined efforts in recent years to get its messages across but must do more to
overcome a lack of awareness and understanding.

NIy

NY

Construction is vital
to Brita

/| 2yaiNHzOGA2y Aa QAdGrf G2 . NRAGFAYyQa LINRaLSOGaod LIODE | ] 2
ANRGGK® 2AGK2dzl Sy2dzZAK K2YSa Ay GKS NRAIKG ydzyoSNE Ay prospect s .k
O2dzy iNE G2 62N I 2N) 6KSyYy OKIy3IAy3d 220ad LGQa KIFNRSN 7 HENETNETSOETGATEN

L . . R ) R . . travel, live and work,
wSIFRAY3 YSRAIF KSIRfAYSaz ySga NBLEZNUAZ YR Z2LAYAZY LIS a positive y
case. True, our systems are so clogged up withisglbsed obstacles that construction costs and time to build escalate to X P
an extraordinary degree. We take forever to build anything. In many developed countries that we compare ourselves wit contributor to UK
it takes far less time and far less cost to build. Government could do something about that if it really wants Britam to gro growth.

Yet we should keep a sense of perspective and not talk our economy and markets down, when complaining about the st Without enouah
of Britain today. Growth ianaemicand we constantly fall short of expectations, but other developed countries face similar . g
challenges. Some are doing less well and growing more slowly. In the G7 groups of companies, for instance, the US gre homes in the right
fastest in 2025 (+2.1%), with Canada a close second (+1.9%). But the UK came third with +1.3%, comfortably ahead of JelieslelY R s {al-Nelelsli

obModMO X CNJyOS Obnody X LGl te obn®po > IyR DSNJ{Iye 6bnod . ¢
knockabout. We are hypeér 6 F NBE 2 F 2dzNJ 26y OKI ff Sy3sSa odzi 6S R2yQi places, Britain gums y
powerhouse auto industry, for example. up. Peopl
move around the
According to the Office for National Statistics, Services is the largest component of output, at 80%, but households acco country to work, or
for just under 60% of national expenditure. How confident consumers are, and how confident they feel to spend matters when chanaina iobs
hugely to the economy, and to the building materials supply chain. New Housing and RMI are the two largest constructio N ging | "
ASOG2NERP® ¢KI GQa ¢Ke& O2yadzYSNJI O2yFARSYOS YIGGSNR a2 Ydz | t s har dep

down is seHdefeating. Enterprise to build
businesses too.
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Overview and Insights
Emile van der Ryst, 9 N IQ GFK

Key Account ManagerTrade & DI NIQGfK

By the end of June 2026, the wider UK economy remained in a state of minimal growth, with this pattern, a lack of
comprehensive and sustained government intervention, and continued red tape challenges continuing to hamper the
construction sector. The overall UK economy had improved after a weak end to 2025, but momentum was uneven,
interest rates remained restrictive and Middle East tensions kept energy apdae! risk in the foreground.

Against this backdrop Builders Merchants value sales were d&f6 for 2026 H1 versus the same period in 2025. This
was primarily voluméed, with volumes falling7.4%, while average price rose +5.6%. 2026 Q2 showed a slightly less
negative value position, dows1.2% versus 2025 Q2, but the same underlying pattern remained with volumes materially
lower and average price growth supporting the headline value result.

Heavy Building Materials continued to be the main driver, declirdo in value during 2026 H1. Volumes were dewn
10.4%, with average price up +6.5%, showing that pricing only partly offset weaker underlying demand. Bricks and blod
were the most important negative contributors, with cement and plasterboard driving declines to a lesser extent. The
average price increases for aggregates and insulation resulted in value growth for both, but these still had volume
declines. Q2 was less weak than the {yalar trend at-2.6%, but still voluméed, suggesting core project activity
remained subdued.

Timber & Joinery Products was comparatively resilient, increasing +0.4% in value during H1 despite lower volumes,
supported by modest price growth. Timber and sheet materials both grew in value, with timber only seeing a small
volume decline. Landscapingwas down® £’z Ay | mX | f U0K2dz3K vH gl JearSld&cmevins A I

mainly down to fencing and gates, with decking also contributing. For the remainder of
2026 there is an
Several smaller categories provided counterbalance. Renewables & Water Saving was the best performing of the smal expectation that
categories, increasing by +7.8% in value. Services and Workwe8agetgwearmlso saw value growth, increasing by \
+5.3% and +6.1% respectively. Most of the smaller categories saw @ffliapQ2 growth, with only Services improving. EEYS ezl
Plu_mbing, Heating & Electrical was however downh§% in value, driven mostly by heating related products such as under pressure, with
radiators. volumes recovering

only gradually.

For the remainder of 2026 there is an expectation that merchants remain under pressure, with volumes recovering onl
gradually. Pricing should continue to cushion value, but unless housing, RMI and project confidence improve, the secto
likely to finish the year modestly down in value, with heaide categories still the clearest risk.
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C d data audit
overage and data au ISNIQ

Aspart of its ongoingdrive to ensurethe most accurateand relevantunderstandingof market coverageNiQ GfKconducts
universestudieseverycoupleof years

Thesestudiesaim to understandthe number of retailers/ merchantsand the branchesthey havein a defineduniverse- in
this casethe mainlandGreatBritain BuildersMerchantschannel

The previousiteration of the BMBlused a universestudy conductedin 2019 with coveragethen estimatedat 82% and
revisedup to 92%in the October2023report with the introduction of CMO,HuwsGrayandJTDove

NiQGfKhascompletedits latestuniversestudyfor the channeland now estimatescoverageto sit at 88%.

Foranyqueriesaroundthis, pleasereachout to Emilevander Rystat emile.vanderryst@nielseniccom

NiQ GfK has
completed its latest
universe study for

the buil
merchant channel

and estimates
coverage is 88%.
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John Newcomb, CEGMF

materials supply

The second quarter has brought little improvement for the UK construction industry, with weak demand continuing to
weigh on building materials sales. Residential remains the biggest concern, while economic uncertainty, affordability
pressures and high costs continue to hold back investment.

TheGlenigarindex, which tracks construction starts under £100m, highlights the scale of the problem. The value of
construction work starting on site fell by 15% in Q2 2026 compared with Q1 and was 38% below Q2 2025. Residential
starts were particularly weak, falling 31% quasterquarter and 52% yeaon-year.

NHBC rigures reinforce the weakness in private housebuilding, with 29,162 new homes registered for construction in Q
down 4% on Q2 2025. Private sector registrations fell by 5%, although rental and affordable registrations were broadly
unchanged at 10,117.

The impact of the slowdown in housebuilding is clearly visible in material deliveries. Department for Business and Trad
(DBT) figures show brick deliveries fell by 16.3%-gagrear in the 12 months to June 2026. Conversely, stocks of bricks
at the end of June 2026 were 14.2% higher than in June 2025 and 46.9% higher tpangeenic levels in June 2019.

While housebuilding remains firmly in the doldrums, there are glimpses of future recovery in other sectors. Although the _Dehve”ng P'a””eq
RICS Construction Monitor reports Q2 as the fifth consecutive quarter with a negative construction workload balance, tgEUNESIUIE I gRelV o]l
overall construction workload balance improved freb2% in Q1 te4% in Q2. Infrastructure continues to be the and social housing,
strongest performer, with workloads rising from +4% to +16%. Other public works, including education and healthcare, alongside measures
reached +9%. But the private sector is struggling; private housing has rigemtad ¥ NRB19%, privaledcommercial

has risen ta7% from-15%, and private industrial t®% from-15%. to restore confidence
in private housing, is
It shows the state of the industry that the fact that the rate of output contraction is slowing is a cause for celebraigon. T essential to turn

might be a sign that the downturn is bottoming out, but construction is still declining, and housing is theaffecstd expectations into
sector. Delivering planned investment in public and social housing, alongside measures to restore confidence in privatg P )
housing, is essential to turn expectations into actual projects and achieve the growth we all want to see. actual projects and

achieve the growth
we all want to see.
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Latest quartev last year

Total value saledotal volume salesk % change Builders Merchant

Building Index

Quarter 2 2026 v Quarter 2 2025 NIQ

. SourceDFYQa . dzA f H
Total volume sale! Price Total Category Report: Janua

Total value sales
(Unit price % change) 2019 to June 2026

©BMBI 2026 (GBP % change) (Units % change)
Services +7.3% +7.8% -0.5%
Workwear & Safetywear +4.5% +16.0% -9.9%
Miscellaneous +2.3% +11.6% -8.3%
Timber & Joinery Products +0.0% +2.2%
Landscaping -0.0% +3.3% Total Builders
Kitchens & Bathrooms -1.1% +4.5% -5.4% MerChantS
unadjusted value
Total Builders Merchants -1.2% B se% sales were-1.2%
Tools 5% +3.5% lower in Quarf[er 2
2026 than in
Decorating -1.6% +2.6% Quarter 2 2025.
Plumbing, Heating & Electrical -1.8% +3.6% .
Unadjusted
Heavy Building Materials -2.6% +7.2% volume sales
-6.69
Ironmongery -3.2% -0.8% were d_own 6.6%
but prices were
Renewables & Water Saving -3.8% -23.5% +25.9% up +5.8%.
-5.6% +4.5% +7.8%

Online
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Latest monttv last year

Total value saledotal volume salesk % change Builders Merchant
Building Index Zdine

June 2026 v June 2025 NIQ

. SourceDF Y Q& . dzA f F
Total value sales Total volume sale: Price Total Category Report: Janual

©BMBI 2026 (GBP % change) (Units % change) (Unit price % change) 2019 to June 2026

+11.1% -13.5%

Workwear & Safetywear

+9.7% +17.4% -6.5%

Miscellaneous

Landscaping +7.5%

With one more

Decorating +3.0% trading day,
Timber & Joinery Products +3.1% unadjusted value
sales were 2.2%
0, .
Tools +5:2% higher June 2026

- +8.4% than in June 2025.

Total Builders Merchants

Kitchens & Bathrooms -1.1% Unadjusted
volume sales were

-5.7% lower in June

Heavy Building Materials +10.4%

Plumbing, Heating & Electrical -0.2% +2.4% 2026 than in June

Renewables & Water Saving -1.1% -25.7% 2025 but prices
were

[ronmongery -1.1% -3.5% up +8.4%.

+14.7%

Online +25.0%
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Latest 12 months previous 12 months P

Total value saledotal volume salesk % change Builders Merchant
Building Index Zdine

July 2025 June 2026 v July 2024June 2025 NIQ

SourceDTYQa . dzA f H

Total value sales Total volume sale! . I_Drice Total Category Report: Janual
©BMBI 2026 (GBP % change) (Units % change) (Unit price % change) 2019 to June 2026
Renewables & Water Saving +8.5% -10.9% +21.7%
Services +3.8% +1.8% +2.0%
Workwear & Safetywear +2.9% +11.2% -7.5%
Miscellaneous +2.5% 11.8% -8.3% . . .

’ TS ’ With no difference in

Kitchens & Bathrooms +1.2% +1.5% -0.3% trading days in the
Timber & Joinery Products +1.0% -0.0% +1.0% la_teSt period,

: : , unadjusted value
Plumbing, Heating & Electrical +0.8% -2.3% +3.1% sales were-1.5%
Tools -0.1% 2.2% +2.2% lower than in the

revious 12 months.
Landscaping -1.4% 1.1% 0.2% P
Total Builders Merchants -1.5% -4.3% I +2.9% Unadjusted
volume sales were
Ironmongery -1.5% +1.5% -2.9% -4.3% lower than in
Decorating -1.9% -2.8% +0.9% the prev_lous 12
months. Prices were
Heavy Building Materials -3.7% -6.6% +3.0% up +2.9%.
Online +6.3% +2.0% +4.2%
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Latest quarter last year

Likefor-like value salesand % change Builders Merchant
There was no difference in trading days (61). BUlldlng Index

Likefor-like sales take trading day differences into account.

Quarter 2 2026 v Quarter 2 2025

M Like-for-like value sales Total value sales
15%
©BMBI 2026 Pplegse note: there was no difference in trading days this latest quarter v last year (61).
10%
Categories Categories
underperforming outperforming
5% < > 4.5%

2.3%

_—

-1.8%
3.2% -2.6%

0%
[ | [ |
BN DR
-1.6% -1.5% -1.2% -1.2%-1.1%
-3.8%

-5%

The identical number of trading days in Q2 2026 and Q2 2025 explains why the trends for 'like for like sales'
and 'total value sales' mirror each other.
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SourceD¥FYQa . dzA f K
Total Category Report: Janual
2019 to June 2026

Total Builders
Merchants like -for -
like value sales
were -1.2% lower in
Quarter 2 2026 than
in Quarter 2 2025.

Identical numbers of
trading days in Q2
2026 and 2025
means like-for-like
sales and Total value
sales are equal.
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Latest quarter last year

Likefor-like volume salesnd % Builders Merchant
Change There was no difference in trading days (61). BUIIdIng Index

Likefor-like sales take trading day differences into account.

)

NIQ

Quarter 2 2026 v Quarter 2 2025 SourceD¥ Y Q& . dZAt F
Total Category Report: Janua
m Like-for-like volume sales Total volume sales 2019 to June 2026
30% ©BMBI 2026
Categories Categories
20% underperforming outperforming

16.0%

—

11.6%

Total Builders
Merchants volume

. . sales were-6.6%
53% ; ’ lower in Quarter 2
o o 2026 than in Quarter

2 2025.

Identical numbers of
25 trading days in Q2
2026 and 2025
means like-for-like
volume sales and
Total volume sales
are equal.
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Latest quarter previous quarter
Likefor-like value salesind

61 trading days this quarter v 63 trading days last quarter.
Likefor-like sales take trading day differences into account.

70%
60%
50%
40%
30%
20%
10%
0%
-10%
-20%
-30%

©BMBI 2026

% change Builders Merchant

)

Building Index Zdine

Quarter 2 2026 v Quarter 1 2026

M Like-for-like value sales

. 3.6%
5 3% 2.8%
|
-3.1%
\3 G}
Q”b o\)
c\q\ &
@ Y
&

5.2%

Total value sales

16.3%

17.8%

11.4%

13.4%

Categories

underperforming

I I14-0% I

63.3%

19.9%

Categories
outperforming

NIQ

SourceD¥FYQa . dzA f K
Total Category Report: Janual
2019 to June 2026

Landscaping was the
top performing
category,
Renewables & Water
Saving the weakest.
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INDEX

Quarterly: Index
Likefor-like value salesnd

61 trading days in the most recent period v 62 trading days in the Index base period.
Likefor-like sales take trading day differences into account.

Total Builders Merchants sales index v like-for-like sales

Total value sales index =@=Total like-for-like value sales index
140

©BMBI 2026 Indexed on January 2019 to December 2019

RN
M\ AN

100

90 T L] L] T T L] L] L] T L] L] 1 1 T T L] 1

% change Builders Merchan
Building Index Zdine

Q2 a3 Q4 Q1 Q2 a3 Q4 Q1 Q2 Qa3 Q4 Q1 Q2 a3 Q4 Q1 Q2
2022 2023 2024 2025

)

t

NIQ

SourceD¥FYQa . dzA f K
Total Category Report: Janual
2019 to June 2026

The Quarter 2 BMBI
like -for -like value
sales Index was
121.4.

With one fewer
trading day this
quarter versus the
Index base period,

the unadjusted
value sales Index
was 119.4.
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INDEX

Latest quartertndex by category
Likefor-like value salesand % change Builders Merchant

61 trading days in the most recent period v 62 trading days in the Index base period. BUl|dlng Index
Likefor-like sales take trading day differences into account.

)

NIQ [€i¢
Quarter 2 2026 SourceD'-FYQé-dz)\t :

Total Category Report: Janual

160 W Like-for-like value sales Total value sales 2019 to June 2026
©BMBI 2026 Indexed on January 2019 to December 2019 155.2
150 148.5
140.7
140 -
132.3
130 128.2
121.4
120 117.4 1200 119.4
143, 1157

107.6 108.3

w Bl B
90 . .
Categories Categories

underperforming outperforming Landscaping indexed

the highest.

Plumbing, Heating &
Electrical indexed
the lowest.
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Quarterly Index by cate

Likefor-like value salegsategory index

NIQ [T

Sourc DFTYQa
January 2019 to June 2026

CdzZAt RSNE aSNDOKFyGa ¢2ak /|-ﬁSleuild;ilﬂgﬁ|ndex

goryl

)

Builders Merchant

Timber & Joinery Products

=== Timber & Joinery Products === Total Builders Merchants

Timber & Joinery
Products (114.3),
the second largest
category, indexed
below Total
Merchants in
recent quarters.

160 -

©BMBI 2026

——

Q2 2025

150 A

140 A

130 A

INDEX

120 A

110 A

100

90 -
Q3 2025

Decorating === Total Builders Merchants Decorating (128.2)
has consistently
over-performed
against Total
Merchants.

Q4 2025 Q12026 Q2 2026

| ©BMBI 2026

Q2 2025

Q3 2025 Q4 2025 Q12026 Q22026
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Heavy Building Materials

Heavy Building Materials === Total Builders Merchants
The largest
©BMBI 2026

category,Heavy

Building Materials
Q2 2025

160 -
150 4

140 +

(120.0) performed
just belowTotal
Merchants in

Q2 2026.

130 4
=
£
120 +
110 +

100

90 -
Q32025

Tools

Tools === Total Builders Merchants Tools (115.7)

dropped below
Total Merchants
this quarter,

having been above
in the previous

two quarters.

Q4 2025 Q12026 Q22026

| eBMBI 2026

Q2 2025

Q32025 Q4 2025 Q12026 Q2 2026
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Quarterly Index by cate

Likefor-like value salegsategory index

NIQ [T

Sourc DFTYQa
January 2019 to June 2026

CdzZAt RSNE aSNDOKFyGa ¢2ak /|-ﬁSleuild;ilﬂgﬁ|ndex

gory2

)

Builders Merchant

Workwear & Safetywear

=== \NOrkwear & Safetywear === Total Builders Merchants
. Workwear &

Safetywear (140.7)
has been a top
performing
category in recent
quarters.

©BMBI 2026

-
T~

Q2 2025

Landscaping

=== |andscaping === Total Builders Merchants .
Landscaping

(155.2), the third
largest category, is
highly seasonal as
can be seen over
the last five
quarters.

150 A

140 A

130 A

INDEX

120 A

110 A

100

90 -

Q3 2025 Q42025 Q12026 Q2 2026

160 -
©BMBI 2026
150
140
x130 1

£
120

110 -

100

N7

Q4 2025 Q12026

90 -

Q2 2025 Q32025 Q2 2026

l[ronmongery

Ironmongery === Total Builders Merchants |
. ronmongery
©BMBI 2026 (108.3) has
o dropped further
140 1 below Total

Merchants this
quarter, having
closed the gap in
previous quarters.

130 A
P
£

120 A

110 A

. 7

Q2 2025

Plumbing, Heating & Electrical

=== Plumbing, Heating & Electricadm== Total Builders Merchants
160 -

100

90 -

Q3 2025 Q42025 Q12026 Q2 2026

Less seasonal than
landscaping, P&H
(105.9) tends to
outperform Total
Merchants in
Autumn & Winter
and underperform
in the Summer.

©BMBI 2026

Q2 2025

150
140 +
130 +
=
£
120 +

110 +

100

Q3 2025 Q4 2025 Q1 2026 Q2 2026
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Quarterly Index by cate

Likefor-like value salegsategory index

NIQ [T

Sourc DFTYQa
January 2019 to June 2026

CdzZAt RSNE aSNDOKFyGa ¢2ak /|-ﬁSleuild;ilﬂgﬁ|ndex

goRrs

)

Builders Merchant

Renewables & Water Saving

Renewables & Water Saving === Total Builders Merchants
Renewables &

Water Saving
(148.5) is a small
category that
hasperformed far
better than

Total Merchants
over the last

five quarters.

| ©BMBI 2026

Q4 2025

Q2 2025 Q3 2025

Miscellaneous

Miscellaneous === Total Builders Merchants

Q12026 Q22026

Miscellaneous
(107.6) includes a
mixed range of
products(see page
61).

©BMBI 2026

Q4 2025

Q2 2025 Q3 2025 Q12026 Q2 2026

Kitchens & Bathrooms

=== Kitchens & Bathrooms === Total Builders Merchants .
Kitchens &
©BMBI 2026

Bathrooms (117.4)

has dropped below
Total Merchants
this quarter, having
been above in the
previous three
quarters.

Q2 2025
= Services Services

(predominantly

tool/hire services)

indexed at 132.3 in

Q2 2026, above

Total Merchants.

160 +
150 4
140 +
130 4
.
£
120 4
110 4

100

90 -

Q3 2025 Q4 2025 Q1 2026 Q2 2026

=== Total Builders Merchants

160 1
©BMBI 2026
150
140
130
120

110 -

100

Q2 2025 Q3 2025 Q4 2025 Q12026 Q2 2026
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Quarterly Index and Categories N

Likefor-like value salegndex: Builders Merchant"ll’
Quarter 2 2024* to Quarter 2 2026 Building Index Zeined

Indexed on January 20X9December 2019

QUARTERLY LIKERLIKE SALE ‘ ) ) ; . ; . , :
VALUE INDEX Index |Q2 2024Q3 2024Q4 2024Q1 202§Q2 2024Q3 202Q4 202§Q1 2024Q2 202

Timber & Joinery Products 100 108.53 107.3 994 100.0 114.2 109.1 100.9 100.8 114.3
Heavy Building Materials 100 118.6 116.4 106.1 107.3 123.2 114.2 102.0 100.1 120.0
Decorating 100 129.81 1274 117.2 1158 130.3 123.1 1154 1151 128.2
Tools 100 116.21 111.1 1114 1113 1174 1122 1104 1125 115.7
Workwear & Safetywear 100 128.39 130.2 141.2 135.1 134.6 126.6 1445 1452 140.7
[ronmongery 100 106.84 105.7 101.0 104.8 1119 105.0 100.8 102.9 108.3
Landscaping 100 1434 1241 92.1 1025 1552 125.7 0914 95.0 155.2
e s Cei = Eeiglesl 100 105.59 103.5 112.8 1151 1079 104.2 116.6 116.0 105.9
Renewables & Water Saving 100 124.25 129.8 140.4 143.2 1544 1442 150.8 171.7 148.5
Kitchens & Bathrooms 100 116.11 1116 1116 111.7 118.8 115.0 113.2 1134 1174
Miscellaneous 100 99.253 98.0 98.0 1052 105.1 100.0 103.9 105.1 107.6
117.79 116.7 1123 110.3 1234 1185 1158 113.8 132.3

Services 100

*Click the web link below to see the complete series of quarterly indices from Q2 2024.

NIQ

SourceDTYQ&a . dzA f RS|
Total Category Report: January
2019 to June 2026
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Quarterly Index and Categories N
index: Builders Merchant"ll’
Quarter 2 2024* to Quarter 2 2026 Building Index Zdine

Indexed on January 20X9December 2019

QUARTERLY SALES VALUE IQ2 2024Q3 2024Q4 2024Q1 2024Q2 2021Q3 202§Q4 202§Q1 202¢Q2 202

0]0)
Timber & Joinery Products 100 1085 1125 97.8 101.6 1124 1144 99.3 1024 1124
Heavy Building Materials 100 118.6 122.1 1044 109.0 121.2 119.7 1004 101.7 118.0
Decorating 100 1298 133.6 1153 117.7 128.2 129.0 113.6 1169 126.1
Tools 100 116.2 1165 109.6 113.1 1155 1176 108.6 114.3 113.8
Workwear & Safetywear 100 1284 136.5 1389 137.2 1324 1328 1422 147.6 1385
[ronmongery 100 106.8 110.8 994 106.5 110.1 110.1 99.2 104.6 106.6
Landscaping 100 1434 130.1 90.6 104.2 152.7 131.8 89.9 96.5 152.7
See s Cei = Eeiglesl 100 1056 108.5 111.0 116.9 106.2 109.3 114.7 117.8 104.2
Renewables & Water Saving 100 124.3 136.1 138.1 1455 1519 151.2 1483 1744 146.1
Kitchens & Bathrooms 100 116.1 117.0 109.8 1135 1169 1205 111.3 1152 1155
Miscellaneous 100 99.3 102.7 96.4 106.9 1034 1049 102.2 106.8 105.8
117.8 122.3 1104 1121 1214 1243 1139 115.7 130.2

Services 100

*Click the web link below to see the complete series of quarterly indices from Q2 2024.

NIQ

SourceDTYQ&a . dzA f RS|
Total Category Report: January
2019 to June 2026
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Expert Panel —
Natural Stone & .1 PAVESTONE

Porcelain Paving

(Part of Landscaping)

James Crosslan@ommercial Director, Pavestone Bekstone(of the Pavestone Groupy
a.LQa 9ELISNIL F2NI bludz2N>t {02yS g9 t2NOSTt I

Quarter Two started with strong paving sales in April as merchants stocked up for summer ahead of forecast shortages i
Indian sandstone and porcelain. After a lull in May, June performed better than expected, with sunny weather driving
demand for laying paving and enjoying outdoor spaces.

The last summer this hot was 2020, but consumer demand is not at Covid levels. Rising material costs and economic
headwinds are straining finances and dampening confidence, hitting the volume end of the market hardest as homeowng
cancel or delay garden projects. The Iran conflict continues to disrupt the paving supply chain. The blockade of tlie Straif
Hormuz has restricted gas supplies to India, forcing several porcelain manufacturers to suspend production for around s
weeks, creating shoiterm supply problems. Merchants adapted quickly by switching to European porcelain. Although
typically more expensive, it offers consistently higher quality and more stable supply and shipping costs.

. S 1 a lngkdbadity walling stone, manufactured in ti@otswolds has bucked the national trend with strong fitsalf

sales. However, even in more affluent areas, developers face difficulties securing planning permission. Elsewhere, man
cautious and build predominantly to order. In responBekstoneis reintroducing cast stone and investing in further range
developments to support a wider range of projects.

Government stimulus is needed to get Britain building again. While Help to Buy is unlikely to return soon, private housing Quarter Two started
needs a stimulus to give housebuilders confidence to bring more sites forward. Measures supporting homebuyers, imprd . .
with strong paving

affordability and unlocking stalled developments would boost demand and give the supply chain confidence to invest. Th )
D2OSNYyYSyuQa K2dzaAy3d ol NBSua gAtt 2yte 0S OKASUSR AF sales in April as a S

merchants stocked
Looking ahead, Q3 demand is likely to remain subdued. Shipping charges have more than doubled in recent weeks, add uo f
. > . p for summer ahead
further pressure. We continue to manage shipping costs carefully to protect customers, provide value and support merc
in driving demand through digital tools and targeted marketing. of forecast shortages
in Indian sandstone

We are also working with wallirgjockiststo develop more regional and sustainable products, helping them differentiate and porcelain.
locally and better support housebuilders. Ultimately, greater confidence in private housing is needed to stimulate deman
and encourage more developments, benefiting the entire construction products supply chain.
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Expert Panel
Steel Lintels WKeystone

(Part of Heavy Building Materials)

5SNNRA O] aOCIFINIFYyRX alylF3aAy3a 5ANBOG2NI YSea

While Q2 2026 saw an improvement in overall volumes versus Q1 2026, it was still lower than the same period in 202
the half year, volumes have dropped back to 2024 levels with little optimism for the coming months.

The impact of the fluctuating, even unpredictable, geopolitical events, the domestic political revolving door and continug
cost inflation all add unrelenting pressure to the house building sector and manufacturers alike. These are not new
KSFRfAySa 20SNJ GKS LI ad FAGSS 2NJ a2 &SIFENART AidQa 2dad

However, the strategic vision of i |mprovmg the quality of houses bemg built in the future to the Future Homes Standard
HAHPp Aa SEGNBYSt& AYLRNILI yuz 8Si Al R2Sa | RR L RRAGA?Z2

SOSNE ySg -K2NDR2 ya INNNPRe ¢ Y STFAOASY(G Sy2dzaAK GKIG y2 FdzN
electricity grid gets cleaner. It tightens both Part L (energy) and Part F (ventilation) of the Building Regulationgaimd brin
a new way of calculating compliance.

Regulation is required to drive forward improvements, yet fairness may be an issue, and planning reforms have sped u
process. The fundamentals of excellent quality homes, amgglilated sector and timely planning are being put in place for
a better future.

. . . : : . Will a new Prime
Affordability, consumer confidence, and economic viability for developers remain theshorédium term core issues. ..
Will a new Prime Minister be able to unlock the potential and understand the significant contribution house building ma JSSNAWISCIR R o][S _to
to the UK economy? unlock the potential

and understand the
Material pressures for house builders look set to continue, with the new UK Steel Strategy, which is already having an significant
impact, and which will continue to increase steel prices, domestically made or imported. In addition, the EU Carbon Bo . .
Adjustment Mechanism being implemented ofi Jan 2027 will maintain or add further increases. Partnering, with lenger [IRKSSIUUIsIUIieIgNalelVESIS
term commitments, will be something house builders will continue to adopt with key suppliers to secusgricest building makes to

materials. the UK economy?

Never a dull day.
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Expert Panel W ..
Drylining Systems British Gypsum

SAINT-GOBAIN

(Part of Heavy Building Materials)

Gordon Parnell, Sales Director, British Gypsum, part of S&abain Interior Solutions, is
a.LQa 9ELISNI F2NI5SNERfAYyAyYy3a {eaisSvao

¢KS ftF&adG ljdzr NISNDa LISNF2NXIyOS aK2¢gSR a2YS adlroAatAadecx

Within that the drylining sector also continues to operate in a market shaped by ongoing economic uncertainty, evolving

regulatory requirements, increasing scrutiny around compliance, and building performance. One theme continues to eme

strongly from conversations with merchants/distributors, contractors, and specifiers: the need for ongoing greater cthrity a
consistency.

The challenge is not simply obtaining products quickly. Customers are looking for confidence in their supply chains,
confidence in technical guidance and system testing, and confidence that partners can help them navigate growing
complexity. Whether it is understanding changing regulations, demonstrating compliance, or planning projects months in
advance, clarity has become a critical enabler of good deeiaiking.

The same applies to logistics and fulfilment. In our experience, predictability matters more than speed. A supplier who
consistently delivers when promised creates far more value than one who occasionally delivers faster but cannot provide
certainty. Delays, shortages, and kasinute changes can disruptogrammesincrease costs, and erode trust across the
supply chain. This is why manufacturers continue to have an important role to play in creating stability for customsns. Briti Customers are
Gypsum focuses on improving service reliability and the accessibility of our expertise. looking for

Our Critical Wirprogrammehas been designed to strengthen supply chain performance and improve customer outcomes. confidence in their
We have improved nexday delivery availability and product availability at the point of order helping customers plan with supply chains,
greater confidence that products will be available when needed. While these improvements may appear modest in isolati confidence in
they reflect a commitment to consistent service and dependable fulfilment. . .
technical guidance

Alon_gside supply performance, CL_Jstomers incre_a_singly ne_ed support to navig_ate technicgl and r(_egulato_ry complexity. OUuIEEEEYery system testing,
Design Academy; expanded webipaogramme digital learning resources; and investment in practical training helps .

) : : - . and confidence that
customers understand how systems should be installed, and why certain requirements matter. By providing accessible hel
guidance, rolespecific learning, and complianéecused content, we aim to build confidence across the industry and support partners Ca_n elp
the next generation of talent. them navigate
growing complexity.

We are strengthening our technical support capabilities through recruitment, investment in specialist expertise, and new
digital tools. Combined with more flexible fulfilment options and enhanced customer service, these initiatives aim to provig
what customers ask for most: greater clarity, greater consistency, and greater confidence in the decisions they make eve
day.
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Expert Panel I{NIMIf

Mineral Wool Insulation

(Part of Heavy Building Materials)

bSAf | I NENBIFI@Saz alyl3Ay3d 5ANBOG2NI Yy I dzF
Mineral Wool Insulation.

Construction activity remains tepid. @gain, offt 3 Ay 2 At adzlJLJX € OKI Ay a
new nationalsport OK I yaAy 3 LINAYS YAYAAUSNRD® LuQa I fft
has suppressed demand for materials for longer than analysts anticipated.

There are early signs of consumer confidence returning. If interest rate anxieties ease, housing starts should begin to
recover. A different type of cooling may provide opportunities for merchants to make up volumes in the meantime.

Public interest in home cooling rose with the mercury as the country sweltered through a #ecbddine. Sales of air
conditioning have spiked as people anticipate a new normal and seek ways to keep their homes comfortable.

With a renewed interest in the energy performance of their homes, these customers present a good opportunity{o cros
sell insulation. Because, like their heat pump counterparts, AC units are far more effective inrswated home.

N o : : . : . Action will be needed
That may feel counterintuitive, as we usually associate insulation with keeping our homes warm. But its real role is to sl .
down the transfer of heat, whether from the insiaeit in winter, or the outsidén in summer. A weihsulated home, at a national level to
combined with controlled ventilation and the right shading to manage solar gain, creates the stable indoor environment R IRV =N VR 1=
Sgsvc:]s to work most efficiently. Fabric first is still the foundation, whether the homeowner is turning the thermostat up o design standards,
' skilled contractors
Action will be needed at a national level to ensure we have the design standards, skilled contractors and grid capacity {RECUCRe[fleReETeE MR

adapt British homes to a changing climate. adapt British homes
. . ) ) A . . . . to a changing
.dzi af SSLJ Saa K2YS2¢gySNR 62yQu ¢FA0P aSNOKIyilda akKzdz H ciimate
customers looking to buy cooling products, enabled by a combined package of insulation, ventilation control and shadi '
materials. A good opportunity to maintain volumes while merchants wait for housebuilding to heat up once more.
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Expert Panel Heidelberg
Cement & Aggregates Materials

(Part of Heavy Building Materials)

U

' YRNBg {AYLA2YZ tIF O1SR t NEPRdzOGa 5ANBOG 2N
Cement & Aggregates

LGiQa 0SSy Fy2GKSNJ G2dAK ljdzt NISNJ F2NJ YSNOKFyda | yR &dzJ
construction activity, and volumes for bagged cement and aggregates remain historically low.

¢tKS aAySNIf tNRRdzOGa !'aaz20AlGA2yQa oat! 0 fFGSad NBLER2N
products in Q2, with readynixed concrete sales dowb.9% quartefon-quarter, anddrops in aggregateZ.8%) and mortar
(-1.8%) volumes too. Asphalt sales were the only silver lining, with a 2% increase compared to Q1, as regional pockets o
maintenance work boosted volumes.

The Mineral

Regionally, the East of England and Scotland are faring better than most as major road, water and energy projects have Products
increased mineral demand. At the other end of the spectrum remied concrete sales in London have fal@h% in the Associati o
last year, and are51% below 2022, suggesting acute weakness in housing, major commercial and infrastructure

latest report shows

developments in the city.
there was a steep

The wider economic and geopolitical environment is continuing to create uncertainty. Rising costs and pressure on cons decline in
and business confidence are affecting investment decisions, including demand fdouildvihousing. Repair, Maintenance construction demand
and Improvement (RMI) activity has also been affected but appears to be a little more resilient to external pressures. .

for mineral products

in Q2, with ready-
mixed concrete sales S
down -5.9% quarter-
The industry will be looking to the UK Government to provide a period of stability and deliver somaneaddd stimulus On'qlﬂarter’ and
for housebuilding and infrastructure. A renewed focus on council house building would be welcome, but meeting any drops in aggregate

ambitious targets will require realistic planning and proper consideration of the challenges involved, including skaltreshort SRRy I=TaloNalelsr:11
supply chain issues and consumer engagement. (-1.8%) volumes too

Manufacturers too are struggling with cost inflation and many of us have had to introduce surcharges in Q2 to cover, in p
a2YS 2F¥ UKS | RRSR O2aua 2y FdzStX SYSNHé |yR LIXIFAuAO LI
particularly as volumes remain so challenging. We know businesses are having to make difficult decisions.
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Expert Panel
Paint

(Part of Decorating)

WEYAS . FNDBPSNE ! YglL {FfSa 5ANBOG2NI ¢N¥RST

UK Trade Paint volumes softened further in Q2 with demand under pressure as construction and housing sectors weake
Premium decorative products remain resilient, but the overall outlook has become more cautious as the year progresses

June Trade Paint volume declined-thy9% year on year. Adjusted for working days, it was notably softér4%. This leaves
the market down-2.0% year to date, equivalent to a shortfall of around 1.6 milltoes versus the prior year. Masonry
accounts for the majority of that decline at approximately 1 millitnes, reflecting ongoing weakness in exterior work. While
masonry is significantly down year to date-86%, second quarter performance improved relative to Q1 with Q246

year on year versu0% in the first quarter. Emulsions were also softer than 2025 with Q2 highlighting more subdued
demand.

Value has been more resilient than volume with June value growth at +7.4% year on year or +2.5% when adjusted for w(
days, lifting year to date value up +3.7%. Premium emulsion is a key driver of value growth, particularly across aas$thetic
durable solutions such as Dulux Heritage and Dulux Trade Diamond Mattcaloileedemulsions support a positive mix

and customer spend. Premium Aesthetics were especially strong in June with volume up +50% year on year, adding 0.4
million litres and +12.3% ahead year to date. Weaker masonry demand points to a likely shift in job mix toward interior fro
exterior projects.

Pressure on new housing and Domestic RMI remains evident with the twelve months to June voldra&aBut three s

; e oS et h rnorth
month survey data shows a modest upward trend which may indicate that some areas of the market are beginning to
stabilise While construction softness is likely to persist through 2026, the market benefits from selective areas of consumEIUAS AL RS OWER:]
investment in home improvement and premium decorative finishes. modest upward

trend which may
indicate that some
areas of the market

Trade Paint volumes are likely to continue to soften in the second half, but there are reasons for cautious optimisne for va are beginning to
Premiumisatiortrends driving demand fozolouredemulsions and decorative upgrades, and differing regional market stabilise.
dynamics should continue to provide resilience and opportunities for growth despite the challenging volume backdrop.

Regional diversity is also creating opportunities for manufacturers and merchants to outperform local demand trends wit
targeted product and service propositions.
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Expert Panel TNy
Roof Windows Rndo‘

(Part of Timber & Joinery Products)

WAY . fFYGK2NYyS alyl3Ay3 5ANBOG2NI 2F YSeéefa
Windows

Extremes of weather made the first half of 2026 an ongoing trial for construction companies. Quarter one was one of the
wettest starts to the year, making building difficult. Quarter two was one of the driest with a succession oflveeakihg
heatwaves that also made building difficult and more costly for developers and main contractors

With additional costs to keep sites accessible, and brick work gangs stood down for weeks on end, because of extremes
weather, the lost capacity will never be fully recovered. However, construction is resilient and builders did their best to With additional costs
recover lost ground where they could. .
to keep sites

Geopolitical tensions and their effect on inflation will knock consumer confidence and dampen demand in the second hal JCISSSSSISIEREY[eRel{ (¢ 8
households battle with inflation, most notably on energy and fuel, decisions to improve or move are being put on hold. A work gangs stood
Labout NAYS aAyAaidSNI Ada adAoOlAy3a (2 (GKS D2FSNYYSYy(iQa K2 dzieliiRie RN uls F
building back on track, but the overall target has never looked further out of reach. With mortgage rates and inflatipn risi end. because of

and further Bank of England base rate cuts looking unlikely, the housing market urgently needs a stimulus.
extremes of weather,

As a challenger brand, our sales team is extremely active, focusing on the core activities that deliver results: supporting JERUCRESEeTeE I AW
LI NIYSNE gAGK ad201Ay3as ALISOAFAOLIGAZ2Y YR Ayadlttlaarz never be fully
them orders. recovered.

<

The onoff USIran conflict has ramped up oil prices and driven cost price inflation in transport and materials such as PVC, However
aluminiumand glass. An exceptional price increase in the second half of the year will be necesianylifebut will be kept '

to a minimum as weecognisethe impact rising prices have on construction activity. construction is

resilient and builders
Keylitefocuses on innovation. We have brought several new products to market this year, creating solutions to the Future did their best to
Homes Standard for developers, and margin opportunities for merchants. To promote some of these new innovations, in Il \V/-I@ oIS Re[feIV[gl0!

conjunction with our sister brands in the Keystone Group, we have hosted 175 National and Regional developers, SAP where they could
assessors and specifiers at a series of Innovation Days between 2025 and 2026. '
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Expert Panel Brett
Plumbing & Drainage Martin

YSOAY . 2KSI3X tg5 S5ABAaAA2YLFE B5ANBOG2NE . NB

The UK construction market presents a mixed and challenging picture in Q2. Housebuilding is under considerable pres
from affordability constraints, planning delays and subdued consumer and investor confidence. Although the underlying
need for new homes is clear, a sustained recovery is required to translate demand into stronger volumes.

| 26 SOSNE wal Aa NBaAaAtASYd FyYyR Fy AYLERNIFYG &2dz2NOS 27
large and ageing building stock that requires continual repair and maintenance, and much of this work cannot be
postponed indefinitely. Essential projettincluding roofing, drainage, plumbing and general weatherproofiogntribute

to demand, even where households and businesses take longer to commit to discretionary improvements.

RMI is supported by the need to improve the quality, energy efficiency andiésngperformance of existing properties.
With the replacement rate of UK housing stock relatively low, upgrading homes and commercial buildings will continue
be a significant requirement. Spending fluctuates, but the breadth and depth of RMI make it less exposed than new
housebuilding to any single market influence.

Professional contractors and experienced homeowners are responding pragmatically to the economy. Projects may be Through Cl_ose
phased, specifications carefully considered and decisions made closer to the point of need, but activity persists. &his cI collaboration

LYl NJ[Su Ay 6KAOK LINRRdzOUG F@FAfloAtAGES RSLISYRIOGES a§ betweer; za
merchants remain central to meeting demand, offering local stock, practical expertise and the flexibility required to ser manufacturers

projects of every size.

. 5 . . 3 . L. . merchants and
wlkg YIFIUOSNAEFE O2aida NBYFAY KAIK YR AdQa y2ud Of SI NJ g6KY contractors. the
fallen from previous peaks, this has not translated into lower prices for many polyased raw materials. Energy, labour, X o
transport, packaging and regulatory costs are also elevated, despite what oil price movements might suggest. industry is well

We are cautious about the outlook, but the responsiveness and resilience of the supply chain provide grounds for placed to respond

confidence. Brett Martin is committed to supporting merchant partners through reliable product availability, strong when confidence and
manufacturing capability and responsive customer service. Our focus is on maintaining a robust and dependable suppl activity in
tchh:m, helping merchants carry the right products and ensuring that customers can obtain them when projects require construction gains

momentum.
Through close collaboration between manufacturers, merchants and contractors, the industry is well placed to respond
when confidence and activity in construction gains momentum.
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Expert Panel

Plastic Plumbing for Hot and® Polypipe
Cold Water Systems Building Products

al G0 2Aft€tAFYax alyl3Ay3 5ANBOG2NI 2F t2felL
Plumbing for Hot and Cold Water Systems

Leadership changes at the top of government inevitably bring a wave of anticipation, and for the residential housebuildi
sector, a new Prime Minister represents a pivotal momerte industry thrives on stabjlity, yet it desperately requires
decisive political stimulus to overcome the longstanding delivery challerigés. ! y Reé . dzZNJy KI'Y NB T2 O

SO2y2YAO ANRBgGK | ASYRIE LEFYYAYyI NBEFT2NYI YR SygaANRy a
throughout this decade and beyond.
At the heart of this is the tension between ambitious national housing targets, such as the commitment to build 1.5 milli
homes and the practical realities on the grounthe new Prime Minister can act as a powerful catalyst by streamlining the
planning system, empowering local authorities, and unlocking stalled developm€hisintent however must be matched
with action. The industry needs certainty, swift planning approvals and backing for infrastructure to turn plans into the The industry needs
homes our country so desperately need#is would benefit all the industries which support housing delivery. certainty, swift
At the same time as the sector is navigating the most significant regulatory overhaul in a generation, and the Future Ha planning approvals
Standard is coming into sharp focus, manufacturers and developers are pivoting toward low carbon heating solutions s and backing for
as Underfloor Heating, enhanced air circulation, and solar panels. The new team at the top of government must ensurellTRig:t igs(ei81s-R 0N 0118
implementation timeframes remain tightly enforce&udden political shifts or mixed messaging regarding green levies an lans into the homes
building regulations risk creating severe supply chain friction and delaying investment further. P

our country so
Ultimately, the new Prime Minister has an opportunity to forge a collaborative path forwBydaligning economic stimulus desperately
with a pragmatic approach to netero regulations, Downing Street can instil the confidence the construction supply chai needs. This would
needs.LY 0 SANI GA2y I Ayy2@0F A2y IyR O2YLI ALYy OS | NB 2dzNJ A banafit Al the P N

unlock the true capacity of housebuilding in this country which Polypipe Building Products are brilliantly placed to suppd . } }
industries which

support housing
delivery.
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Expert Panel
Softwoods & Engineered Woo “Yu Mets3

James Davenport, Managing Directorbfetsd2 2 2 R 'Y A& . a. LQa 9E L
Engineered Wood

Demand for engineered wood products during the second quarter was broadly in line with seasonal averages, indicatin
that the residential housing market during this period was relatively flat. However, some housebuilders are increasing t
level of discounting required to maintain their rate of sale, suggesting that underlying market conditions may be slightly
weaker than the headline numbers indicate.

Many of the homes purchased during the second quarter will have been financed using mortgage products secured be
the increase in borrowing costs resulting from the conflict in Iran. During the period, the averageantixed rate at 75%
Loanto-Value (LTV) rate increased from approximately 4% to 4.75%. These higher borrowing costs are likely to act as
brake on private residential construction activity during the second half of 2026.

Against these challenging market conditiohketsaWoodcontinues to focus on creating value across the supply chain and
helping customers improve efficiency through product innovation. We recently laureinegbis® FP+, a new factory pre
insulated 4joist designed to simplify timber frame production by removing the need for insulation to be measured, cut an
fitted as a separate manufacturing stage. The solution also provides verified enhanced fire performance for applications
designed to meet Product Paper 4 requirements, which comply with the fire testing and performance required for prod
in a timber frame assembly, while improving acoustic performance in intermediate floors.

The UK is predominantly a redwood (pine) market, and the imported redwood market has seen a period of relative stab Fcon t_ I hnues
throughout the second quarter. Demand and supply are roughly in balance at low levels, however. Sawmills have been on creating value
supported by a softening of redwood log prices in 2026 but are still at high levels versus historical averages. Sawmills across the supply
looked to recover the inbound logistics costs associated with exporting. chain and helping

Demand for Nordic whitewood (spruce) remains stronger than for pine and availability is less well balanced. Increased cus_t(_)mers Improve
demand from Central Europe has placed pressure on the supply of some specifications, with UK buyers increasingly efficiency through
competing with other markets for available material. product innovation.
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Expert Panel
Heating and Hot Water SolutionsBAXl

t I dzt Il-éyééz t NR RdzO( = {2tdzﬁ)\2yé 9 aI-NJ[Si'JA
Hot Water Solutions

There was no broatiased recovery in the UK heating market in Q2 2026, but regulation, energy economics, installer
capability and consumer confidence are reshaping the market more than any simple cyclical rebound. Heat pumps rema
central to the direction of travel, and Q2 showed both the scale of future opportunity and the delivery gap still to close.

h¥FasSyQa . 2AfSNJ ! LJANIRS {OKSYS o6.'{0 RF{lFI akK2ga adNepy3
vouchers redeemed since May 2022. The key market reality is converting that interest into completed installations at grej
pace and confidence.

Off-gasgrid homes in England and Wales using heating oil can now apply for a £9,000 heat pump grant, up from £7,500.
9YSNEHE (N}ryaAaAdAzy O2yadzZ dlydaz [/t 5SSt dl Q& -tosdaerdhearparmpc
versus an oil boiler by around two years at current oil prices. This strengthens electrification in suitable homes, litysuita
installer availability, confidence and total installed cost still decide whether a grant becomes an installation.

The Future Homes and Buildings Standards, published in March, are expected to deliver new homes with at least 75% Ig
carbon emissions than 2013 from 2027. Manufacturers and developers are already preparing, and successful suppliers
support lowrisk, integrated heating and hot water solutions rather than sell individual products.

Ofgem confirmed the Jul@eptember price cap would rise 13% to £1,862, with gas unit prices up 28% versus electricity ujg
under 6%. The electriciip-gas ratio limits heat pump economics in many majas homes, but higher gas prices and the
BUS uplift for otheated homes improve the case in some segments. Change will vary by property, fuel and customer type

Installer capability remains the biggest structural constraint. LCP Delta expects a pronounced installer shortage, slow
electricity market reform and limited CHMM (Clean Heat Market Mechanism) driven demand. Consumer intent, supply a
incentives matter, but they only change the market if installers can design, specify, fit, commission and support systems
confidently and profitably.

The pace of change will depend on removing friction around cost, confidence, training, grid readiness, system design an(
consumer understanding, while also stimulating genuine demand beyond stlbdidynd replacemenled activity. The
YEN]L SG oAttt NBgINR (K2aS ¢K2 & dzLlkdbhal adépgoR singpl@ramoke affordlaboly ahd
more trusted.
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Latest montly last year
Likefor-like value salesand % change Builders Merchant

22 trading days this month v 21 trading days last year. BUIIdIng Index
Likefor-like sales are adjusted to remove the effect of trading day differences.

)

June 2026 v June 2025 SOU,EG'D'SQW .

Total Category Report: Janual

0% H Like-for-like value sales Total value sales 2019 to June 2026
(]
©BMBI 2026 Categories Categories
underperforming outperforming
G— —
10%
[&] 2.2%
2
g 0% o C mm mm
° H B N : 0.0%
© o -1.6% -1.4%
oS -2.8% -2.5% -2.3%
-5.6% -5.5% A7% o
-10%
-20% Services, Workwear
Y
& 51;;@% < E : & Safetywear, and
$) 0 o .
& E %q;v\e & & Miscellaneous were
\ s, -
¥ & the top performing
o € R :
(\e“{b & J &° categorles.
Q‘Q’ Q\\)&

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


http://www.bmbi.co.uk/
mailto:info@bmbi.co.uk?subject=Enquiry%20From%20BMBI%20Report
https://x.com/TheBMBI

Latest montly last year

Likefor-like volume salesind % Builders Merchant
Change 22 trading days this month v 21 trading days last year. Bu||d|ng Index

Likefor-like sales are adjusted to remove the effect of trading day differences.

)

GFK
June 2026 v June 2025 SourgDISQé-dz)\t :

Total Category Report: Janual

©BMBI 2026 m Like-for-like volume sales Total volume sales 2019 to June 2026
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Workwear &
Safetywearwas the
standout category.
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Latest montlv last year trends

Likefor-like value salesnd % change Builders Merchan
22 trading days this month v 21 trading days last year. BU|Id|ng Index

Likefor-like sales are adjusted to remove the effect of trading day differences.

Latest month v last year - trends
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Total Category Report: Janual
2019 to June 2026

Total Builders
Merchants like -for -
like value sales
were -2.5% lower in
June 2026 compared
with the same month
last year.

Like -for -like
volume sales were
down -10.0% but
prices up +8.4%.
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% change

Latest montty previous month

Likefor-like value salesind

22 trading days this month v 19 trading days last month.
Likefor-like sales are adjusted to remove the effect of trading day differences.

June 2026 v May 2026
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Total Category Report: Janual
2019 to June 2026

Total Builders
Merchants like -for -
like value sales
were -7.8% lower in
June 2026 than in
May 2026.

Like -for -like
volume sales
were down -9.0% but
prices were
up +1.4%.
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Latest 12 months previous 12 months Pl
Likefor-like value salesnd % change Builders Merchant"ll’
250 trading days this year v 250 trading days last year. BUI|dlng Index “

Likefor-like sales are adjusted to remove the effect of trading day differences.

NIQ

SourceDTYQa . dzA f H

12 months Jul 25 to Jun 26 v 12 months Jul 24 to Jun 25
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With no difference in
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sales were the same
as like-for-like.
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% change

Latest 12 monthsg previous 12 months

Likefor-like volume salesnd

250 trading days this year v 250 trading days last year.
Likefor-like sales are adjusted to remove the effect of trading day differences.
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Total Category Report: Janual
2019 to June 2026

Total Builders
Merchants like -for -
like volume sales
in the latest 12
months, July 2025 to
June 2026 were
-4.3% lower
compared to the
same period a year
earlier, July 2024 to
June 2025

Prices rose +2.9%
in the same period
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Yearo-datev last year
Likefor-like value salesnd

124 trading days this year v 124 trading days last year.
Likefor-like sales are adjusted to remove the effect of trading day differences.

Year to date: Jan 26 to Jun 26 v Jan 25 to Jun 25
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Total Category Report: Janual
2019 to June 2025

Total Builders
Merchants like -for -
like value salesin
the 6 months
January to June
2026 were -2.2%
lower compared to
the same period a
year earlier, January
to June 2025.

Like -for -like
volume sales were
down -7.4% but
prices
rose +5.6%.
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Monthly Yeaon-year

Timber & Joinery Produc® change
June 2026
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Total (unadjusted) value sales

Timber & Joinery Products - Monthly
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Monthly Yeaon-year

Heavy Building MateriaB% change
June 2026
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Total (unadjusted) value sales

Heavy Building Materials - Monthly

=8=Heavy Building Materials Total Builders Merchants
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Monthly Yeaon-year

Decorating® change
June 2026
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Monthly Yeaon-year

Tools% change
June 2026
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22 trading days this month v 21 trading days in the Index base period.
Likefor-like sales are adjusted to remove the effect of trading day differences.
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With one more
trading day this June
2026 versus the
Index base period,

the unadjusted
value sales Index
was 122.8.
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