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About target group & methodology

UsP

Surveying construction companies...

Mid-sized (5 to 15 employees) and large (more than 15 employees) building contractors
who are active both in residential and non-residential segments are interviewed. Most
interviews are conducted with owners/ directors, with purchasers, with BIM managers or
with construction site/ project managers of these companies.

... selected from a country-representative database

USP possesses an international database of construction companies, which is
constantly updated. Therefore, respondents are not part of a fixed panel; the sample varies
from wave to wave.

... through phone interviews, by native-speaking agents

Phone surveys are the best approach for obtaining a sufficient sample in order to provide
insights that can be relied upon. These phone calls are made by fixed fieldwork partners,
located in the respective countries.

... centralised and continuous quality control

Results in each country are monitored by the USP project team throughout the fieldwork
period. We implement our extensive experience to make sure the answers are of high
quality and provide the insights that meet the goal of the project.
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Management Summary USP

..Conclusion

In all countries xx

Net share of contractors’ experience regarding turnover
If you compare your turnover of xx to xx, how did your turnover develop? What are your expectations for the development in xx compared to xx?

(Share of contractors reporting INCREASE minus the share of contractors reporting DECREASE in their turnover)

United Kingdom Germany France Spain Italy Netherlands Belgium Poland
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*Results are weighted: Actual N = 884
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Order books for the coming period are xxx

Order book portfolio
How big (in months) is your current order book portfolio? [So how many months can you keep your current staff working?]

(MONTHS)
14

12
140 1p,0 2,0 1%,0 19.0 17,0 2,0
10
8
0
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19 20 21 22 19 20 21 22 19 20 21 22 19 20 21 22 19 20 21 22 19 20 21 22 19 20 21 22 19 20 21 22

Germany United Kingdom France Spain Italy Netherlands Belgium Poland

*Results are weighted: Actual N = 885
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In general, xx.

Labor shortage
To what degree do you face labour shortage for this year in your company?

Total some or
extreme shortage

Not at all A little bit Moderate  Some Extreme H2-23

United Kingdom Xx%
Netherlands XX%
Belgium o

**Actual N=950 Belgium N=100; France N=125; Germany N=125; Italy N= 125; Netherlands N=100; Poland N=125; Spain N=125; United Kingdom N=125

Total some or
extreme shortage
H1-23

Xx%
Xx%
Xx%
Xx%
Xx%

xX%

UsP
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Past & Present

¢ XXX.
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Future

* XX

Share of ...

...wallet

OVERALL

XX %

XX%

XX%

XX %

...contractors
buying

1

XX% | xx%

XX% | xx%

XX% | xx%

XX% | xx%

UsP

Future share of
contractors buying

(% will buy MORE minus
% will buy LESS)
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Ordering process

¢ XX.

p

]
]

Wholesaler

2023 A 2021
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25% XX%
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Sales rep
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2023
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Manufacturer

A 2021
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25%

DIY
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DIY Store

A 2021

XX%

Delivering process

¢ XX

1&- Deﬁvered

Wholesaler

Pick up
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Delivered

DIY Store

Pick up
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Products to buy at ...

e XXX.

Share of wallet

@ Xx%

— XX%
Pure Online

Share of contractors
buying

Product X
Product Y
Product Z

xx% | Share of wallet
||:|| || xx% | Share of contractors
DIY Store buying

Product X

Product Y
Product Z

UsP

Services to expect from ...

* XX.
i xx% | Share of wallet 4:> xx% | Share of wallet
ﬁﬁé SlEg
VA fcturer xx% | Share of contractors m[m] xx% | Share of contractors
buying Wholesaler buying

Service 1 JEIRA)
,

Service 1 EIRA)
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Brand loyalty versus channel loyalty Name brands versus private labels
e XX. * XX.
Same brand, Another brand,
another channel same channel

Insulation materials
Bricks/ blocks
solutions |
Roofing solutions (roof tiles Name brand | 50% Adhesives and sealants -
and waterproofing) Concrete, cement
11

Private label Insulation material XA
More private label

. xx% neutral/ don’t know
in next 3 years .
xX% disagree

20%
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Profiling Building Contractor

Germany

Background characteristics

Company profile
How many full-time employees does your
company have?

il AN

5-15 FTE >16 FTE
50% 50%
Average age
<30 30-39 40-49 50-59 260 No

answer

1% 10% 49% 29% 11% 0%

*Results are weighted: Actual total N = 125; 5 - 15 FTE N = 62; 16+ FTE N = 63

Project segmentation
What percentage of your residential/ non-residential
turnover do you get from new build projects?

E Hh

New Build Renovation/Maintenance
m
..

Residential
Non-residential

50% 50%

GERMANY

Does your company develop and build projects
themselves?

Yes | No

UsP
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Profiling Building Contractor

UsP

Germany

The current order book portfolio in Germany

Net share of contractors’ experience regarding turnover How big is your current order book portfolio?
If you compare your turnover of H2-23 to H2-22, how did your turnover develop? For how many months will you be able to keep your current staff working?
What are your expectations for the development in H1-24 compared to H1-23?

ORDER BOOK
(Share of contractors reporting INCREASE minus the share of contractors reporting DECREASE in their (MONTHS)
turnover)
w — COMPARISON to the previous year
> 11
=
n
Q 10
E.':J 20% 20% 20% 20% 20%
o 9
2 B B B B
e e - \t\i 8 \
|.|>J H2-19 H1-20 H2-20 H1-21 H2-21 - - H \/ GE
E -20% -20% -20% 7
0
z 6 v
w
: | | | | | | |
g 5
| | | | H1 H2 H1 H2 H1 H2 H1

14
*Results are weighted: Actual total N = 125; 5 - 15 FTEN =62; 16+ FTE N = 63
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Europe

...Conclusion

Purchase Channels usage

Shareof ... ...wallet

OVERALL

)

i
oo

20%

Wholesaler
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Manufacturer

DIY

L]

DIY Store

B

EACAN
Pure Online

Base: n=944, asked to all contractors

...contractors
buying
1
20% | 20%
20% | 20%
20% | 20%
20% | 20%

Purchase Channels

Future share of

contractor buying

(% will buy MORE minus
% will buy LESS)

$ss s

Reasons for increase top 3

Better prices
Larger assortment size/better
choice

Larger assortment size/better
choice

Better prices

Larger assortment size/better
choice

Better prices

Larger assortment size/better
choice

20%

UsP

Reasons for decrease top 3

Smaller assortment size/ less
choice

Poor prices
Less work

Smaller assortment size/ less
choice

20%

20%

20%

20%

20%

Smaller assortment size/ less
choice

Poor prices
Less work

Smaller assortment size/ less
choice

20%

20%

20%
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XX

Purchase Channels

Purchase channels usage (2018-2021-2023 comparison)

Manufacturer | Wholesaler | DIY | Pure online
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80%

60%

40%

20%
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201820212023
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UsP
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e XX

Share of wallet - 2023
How would you divide your purchases on building materials in general over the
following channels?

a

EU GE UK FR IT SP NL BE PO
-
Wholesaler fm ﬁiﬁﬁiﬁ?ﬁ

20% | 20%

20% | 20% | 20% | 20% | 20% | 20% | 20% | 20%

Manufacturer

b

O

2

[m]

20% | 20%

DIy
=

DIY Store 20% | 20%

%]
=1

Pure Online

20% | 20%

Base: n=944, asked to all contractors

Compared to share of wallet - 2021
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i

m
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NL BE
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20% 20%
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Share of contractors buying - 2023
Share of contractors are calculated based on those who stated more than 0% on
the corresponding purchase channels

]

EU GE UK FR IT SP NL BE PO
-
Wholesaler fm ﬁiﬁﬁiﬁ?ﬁ
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Compared to Share of contractors buying - 2021
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Future purchases
Do you expect to purchase from the following channels more, less or the same
amount in the upcoming three years?

More Same amount Less
%ﬂn' 60% 20% | 10%
oo
Wholesaler
Manufacturer
S e
60% 20% 10%
[
DIY Store

E]
=1

Pure Online

Base: n=950, asked to all contractors

Future share of

contractor buying

(% will buy MORE minus
% will buy LESS)

©

©
©

UsP
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Management Summary | Profiling the Building Contractor | Purchase Channels

Europe | Germany | United Kingdom | France | Italy | Spain | Netherlands | Belgium | Poland

...Conclusion

pure online

Which
| E | shops do you use?

A
0,
Pure Online 20%

Share of wallet

20%

Share of contractors buying

60%

50%

40%

30%

20%

O 0 & 0

© e O &

i O

UsP

Belgium France Germany Italy  Netherlands Poland Spain kitfwrg(tjidm 5-15FTE 216 FTE
20% 20% 20% 20% 20% 20% 20% 20% 20% 20%
20% 20% 20% 20% 20% 20% 20% 20% 20% 20%
20% 20% 20% 20% 20% 20% 20% 20% 20% 20%
20% 20% 20% 20% 20% 20% 20% 20% 20% 20%
20% 20% 20% 20% 20% 20% 20% 20% 20% 20%
20% 20% 20% 20% 20% 20% 20% 20% 20% 20%
20% 20% 20% 20% 20% 20% 20% 20% 20% 20%

**Actual N=252 Belgium N=15; France N=25; Germany N=9; Italy N= 20; Netherlands N=40; Poland N=35; Spain N=31; United Kingdom N=77; Small FTE N = 132 Big FTE N = 118
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What kind of products do you
| E | buy at pure online shops?

=1

0,
Pure Online 20%

Share of wallet

20%

Share of contractors buying

90%

80%

70%

60%

50%

IS

| I

0

w
Q
>

20%

Purchase Channels

O 0 8 0 ©

@ © &

United

i G

UsP

Belgium France Germany Italy  Netherlands Poland Spain kingdom 5-15 FTE 216 FTE
20% 20% 20% 20% 20% 20% 20% 20% 20% 20%
20% 20% 20% 20% 20% 20% 20% 20% 20% 20%
20% 20% 20% 20% 20% 20% 20% 20% 20% 20%
20% 20% 20% 20% 20% 20% 20% 20% 20% 20%
20% 20% 20% 20% 20% 20% 20% 20% 20% 20%
20% 20% 20% 20% 20% 20% 20% 20% 20% 20%
20% 20% 20% 20% 20% 20% 20% 20% 20% 20%
20% 20% 20% 20% 20% 20% 20% 20% 20% 20%
20% 20% 20% 20% 20% 20% 20% 20% 20% 20%
20% 20% 20% 20% 20% 20% 20% 20% 20% 20%

**Actual N=252 Belgium N=15; France N=25; Germany N=9; Italy N= 20; Netherlands N=40; Poland N=35; Spain N=31; United Kingdom N=77; Small FTE N = 132 Big FTE N = 118
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IDIYl

L[

DIY Store

What kind of products do you
buy at DIY stores?

20%

Share of wallet

20%

Share of contractors buying

90%

80%

70%

60%

50%
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| I
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20%

Purchase Channels

O 0 8 0 ©

@ © &

United

i G

UsP

Belgium France Germany Italy  Netherlands Poland Spain kingdom 5-15 FTE 216 FTE
20% 20% 20% 20% 20% 20% 20% 20% 20% 20%
20% 20% 20% 20% 20% 20% 20% 20% 20% 20%
20% 20% 20% 20% 20% 20% 20% 20% 20% 20%
20% 20% 20% 20% 20% 20% 20% 20% 20% 20%
20% 20% 20% 20% 20% 20% 20% 20% 20% 20%
20% 20% 20% 20% 20% 20% 20% 20% 20% 20%
20% 20% 20% 20% 20% 20% 20% 20% 20% 20%
20% 20% 20% 20% 20% 20% 20% 20% 20% 20%
20% 20% 20% 20% 20% 20% 20% 20% 20% 20%
20% 20% 20% 20% 20% 20% 20% 20% 20% 20%

**Actual N=252 Belgium N=15; France N=25; Germany N=9; Italy N= 20; Netherlands N=40; Poland N=35; Spain N=31; United Kingdom N=77; Small FTE N = 132 Big FTE N = 118
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Share of orders via
E-mail | Phone | Sales rep | Online

)

0

[
Wholesaler BE FR GE IT NL PO SP UK

20%
E-mail

i G
20% | 20%

S 20%

Phone

m[m]

-

20% | 20% | 20% [ 20% | 20% | 20% | 20% | 20%

20% | 20%

& 20%

Salesrep

**Actual N=431 Belgium N=46; France N=55; Germany N=56; Italy N=58; Netherlands N=45; Poland N=54; Spain N=57; United Kingdom N=60; Small FTE N = 223 Big FTE N = 206

20% | 20%

@E 20%

Online

20% | 20%

UsP

Compared to 2021

BE FR GE T NL PO SP UK

20% 20% 20% 20% 20% 20% 20% 20%

20% | 20%

20% 20% 20% 20% 20% 20% 20% 20% 20%

20% | 20%

20% 20% 20% 20% 20% 20% 20% 20%

20% | 20%

20% 20% 20% 20% 20% 20% 20% 20% 20%

20% | 20%
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Share of orders via
E-mail | Phone | Sales rep | Online

Manufacturer BE FR GE IT NL PO SP UK

20%
E-mail

i G
20% | 20%

S 20%

Phone

20% | 20% | 20% [ 20% | 20% | 20% | 20% | 20%

20% | 20%

& 20%

Salesrep

**Actual N=431 Belgium N=46; France N=55; Germany N=56; Italy N=58; Netherlands N=45; Poland N=54; Spain N=57; United Kingdom N=60; Small FTE N = 223 Big FTE N = 206

20% | 20%

@E 20%

Online

20% | 20%

UsP

Compared to 2021

BE FR GE T NL PO SP UK

20% 20% 20% 20% 20% 20% 20% 20%

20% | 20%

20% 20% 20% 20% 20% 20% 20% 20% 20%

20% | 20%

20% 20% 20% 20% 20% 20% 20% 20%

20% | 20%

20% 20% 20% 20% 20% 20% 20% 20% 20%

20% | 20%
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Share of orders via
E-mail | Phone | Sales rep | Online

IDIYl

£

DIY Store

20%
E-mail

i G
20% | 20%

S 20%

Phone

BE FR GE IT NL PO SP UK

20% | 20% | 20% [ 20% | 20% | 20% | 20% | 20%

20% | 20%

& 20%

Salesrep

**Actual N=431 Belgium N=46; France N=55; Germany N=56; Italy N=58; Netherlands N=45; Poland N=54; Spain N=57; United Kingdom N=60; Small FTE N = 223 Big FTE N = 206

20% | 20%

@E 20%

Online

20% | 20%

UsP

Compared to 2021

BE FR GE T NL PO SP UK

20% 20% 20% 20% 20% 20% 20% 20%

20% | 20%

20% 20% 20% 20% 20% 20% 20% 20% 20%

20% | 20%

20% 20% 20% 20% 20% 20% 20% 20%

20% | 20%

20% 20% 20% 20% 20% 20% 20% 20% 20%

20% | 20%
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Share of orders via

Delivered | Pick up from branche

5-15 16+

FTE FTE

1& Di?iﬁd 20% | 20% | 20% | 20% | 20% | 20% | 20% | 20% 20% | 20%
] elivere

23l
.
ick up

oo

5-15 16+
BE FR GE IT NL PO SP UK el
=B 20% | 20% | 20% | 20% | 20% | 20% | 20% | 20% 20% | 20%
Delivered
[

(1))
Pick up

**Actual N=435 Belgium N=46; France N=55; Germany N=56; Italy N=58; Netherlands N=48; Poland N=54; Spain N=58; United Kingdom N=60; Small FTE N = 224 Big FTE N = 210
**Actual N=162 Belgium N=12; France N=18; Germany N=15; Italy N=18; Netherlands N=9; Poland N=32; Spain N=31 United Kingdom N=27; Small FTE N = 92 Big FTE N = 69
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Purchase Channels

To what extend are the following situations of interest?

Hubs where all products are
collected and delivered bundled to
the construction site

Share and coordinate digital systems
and data surrounding logistics with
suppliers

Collaborating with logistics service
providers in the 'last mile' for
deliveries in urban areas

Order bundled deliveries from
multiple suppliers from one logistics

party

Relevant,
Interested Not relevant at
but not
to use . all
interested

**Actual N=476 Belgium N=50; France N=62; Germany N=62; Italy N= 63; Netherlands N=50; Poland N=63; Spain N=63; United Kingdom N=63; Small FTE N = 247 Big FTE N = 226

5-15
FTE

20%
20%

20%
20%

20%
20%

20%
20%

16+
FTE

20%
20%

20%
20%

20%
20%

20%
20%

BE FR GE

20%
20%

20%
20%

20%
20%

20%
20%

20%
20%

20%
20%

20% | 20% | 20%
20% | 20% | 20%

20%
20%

20%
20%

20%
20%

NL

20%
20%

20%
20%

PO

20%
20%

20%
20%

SP

UsP

UK

20% | 20% | 20% | 20%
20% | 20% | 20% | 20%
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Let’s imagine you are searching for a product from a certain brand, but your usual
professional builders’ merchant does not have that brand at the moment. What will you do
when it comes to the following product groups...?

Buy similar produpt from Go to another builders' . Search the product at a DIY
another brand available at Search for the product online store

. merchan
your builders' merchant erchant

o ol
Bricks/ blocks from clay/ 1 1 1

silicate, etc.
.. CESEEETTE CEEEETID  CEEETE
Building chemicals & fixing
o Ll

solutions
. CEEEETTT CEEETE
Roofing solutions (roof tiles
and waterproofing)
. CEEEECIE CEEEETTD T
Roof windows

CEENNCTE CEENETE

il 5-15FTE il 16+ FTE
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Approximately what share of the products you buy are ...?

Name brand | Private label

iff G

20% | 20%

i G

20% | 20%

BE FR GE IT NL PO SP UK

Name brand/Private label: N=424; Belgium N=47; France N=63; Germany N=34; Italy N= 62; Netherlands
N=47; Poland N=60; Spain N=56; United Kingdom N=55; Small FTE N = 209 Big FTE N = 213

UsP

What kind of products do you buy private label?

Adhesives and sealants RIS
Concrete, cement [RORA)
Fixing materials [AZA)
Insulation material JE&Q
Bricks (ceramic) RSl
Construction material R4
Hand tools [Re{oRZ)

Bathroom (equipment) ARA]

Other

Don’t know/no opinion

31
Europe N=181
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...Conclusion

To what extend do you agree with the following statements?

5-15 16+

Strongly Agree Disagree Strongly FTE FTE
agree disagree

Branded products offer more
service and warranty than [Ri%a& 20% 01090094.0%
private labels

Branded products offer better
quality than private labels
| will be using more private 20% | 20%
labels in the next 3 years

% Strongly agree + % Agree

BE FR GE

20%

20%

20%

UsP

IT NL PO SP UK
20% | 20% | 20% | 20% | 20%
20% | 20% | 20% | 20% | 20%

20% | 20% | 20% | 20% | 20%

32



Management Summary | Profiling the Building Contractor | Purchase Channels

UsP

Europe | Germany | United Kingdom | France | Italy | Spain | Netherlands | Belgium | Poland

...Conclusion

Services from builders’ merchant
What are the three most important types of services for you
that you receive from the professional builders’ merchants?

Services from manufacturer
What are the three most important types of services for you
that you receive from the manufacturer?

ﬁ@é o8

5-15 FTE 16+ FTE

Manufacturer 5-15 FTE 16+ FTE Wholesaler

2% | 200 204 | 20%
20% | 20% 20% | 20%
0% 20% 0% | 20%
20% | 20% 20% | 20%
20% | 20% 20% | 20%
20% | 20% 20% | 20%
20% | 20% 20% | 20%
20% | 20% 20% | 20%
E 20% | 20% E 20% | 20%

20% | 20% 20% | 20%

Europe N=301, 5-15 FTE N=132; 16+ FTE N=166.

Europe N=451, 5-15 FTE N=222; 16+ FTE N=226.
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UsP

Europe | Germany | United Kingdom | France | Italy | Spain | Netherlands | Belgium | Poland

...Conclusion

Services from manufacturer
What are the three most important types of services for you that you receive from
the manufacturer?

cot 0O 0 ® 0 © © © @

Manufacturer
Belgium France Germany Italy Netherlands Poland Spain UK 5-15 FTE 216 FTE

S oo 20% | 20% | 20% 20% 20% 20% | 20% 20% | 20%
(806 ] 20% | 20% | 20% | 20% 20% 20% 20% | 20% 20% | 20%
(700 | 20% | 20% | 20% | 20% 20% 20% 20% | 20% 20% | 20%
(6000 | 20% | 20% | 20% | 20% 20% 20% 20% | 20% 20% | 20%
(5000 | 20% | 20% | 20% | 20% 20% 20% 20% | 20% 20% | 20%
[ 40% | 20% | 20% | 20% | 20% 20% 20% 20% | 20% 20% | 20%
EXN 20% | 20% | 20% | 20% 20% 20% 20% | 20% 20% | 20%
20% | 20% | 20% | 20% 20% 20% 20% | 20% 20% | 20%

20% | 20% | 20% | 20% 20% 20% 20% | 20% 20% | 20%

20% | 20% | 20% | 20% 20% 20% 20% | 20% 20% | 20%

**Actual N=301 Belgium N=25; France N=38; Germany N=44; Italy N= 46; Netherlands N=30; Poland N=38; Spain N=42; United Kingdom N=38; Small FTE N = 132 Big FTE N = 166 #
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Europe | Germany | United Kingdom | France | Italy | Spain | Netherlands | Belgium | Poland

...Conclusion

Services from manufacturer
What are the three most important types of services for you that you receive from
the manufacturer?

e O 0 @ 0 © e O & i i

Wholesaler
Belgium France Germany Italy Netherlands Poland Spain UK 5-15 FTE 216 FTE

S oo 20% | 20% | 20% 20% 20% 20% | 20% 20% | 20%
(806 ] 20% | 20% | 20% | 20% 20% 20% 20% | 20% 20% | 20%
(700 | 20% | 20% | 20% | 20% 20% 20% 20% | 20% 20% | 20%
(6000 | 20% | 20% | 20% | 20% 20% 20% 20% | 20% 20% | 20%
(5000 | 20% | 20% | 20% | 20% 20% 20% 20% | 20% 20% | 20%
[ 40% | 20% | 20% | 20% | 20% 20% 20% 20% | 20% 20% | 20%
EXN 20% | 20% | 20% | 20% 20% 20% 20% | 20% 20% | 20%
20% | 20% | 20% | 20% 20% 20% 20% | 20% 20% | 20%

20% | 20% | 20% | 20% 20% 20% 20% | 20% 20% | 20%

20% | 20% | 20% | 20% 20% 20% 20% | 20% 20% | 20%

**Actual N=301 Belgium N=25; France N=38; Germany N=44; Italy N= 46; Netherlands N=30; Poland N=38; Spain N=42; United Kingdom N=38; Small FTE N = 132 Big FTE N = 166 35
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...Conclusion

Preferred party for services
From which party would you like to receive the following types of services in the future?

Manufacturer Wholesaler Both of them Neither of them

R

CEEENNETT R
I

mﬁ 5-15FTE ﬁmm 16+ FTE

36



Index

Germany

Purchase Channels




Germany

...Conclusion

Purchase Channels usage
Share of wallet

)

-
oo

Wholesaler

Manufacturer

IDIYl

L[]

DIY Store

B

EAAN
Pure Online

OVERALL

20%

i

20%

20%

20%

20%

Base: n=124, asked to all contractors

it

20%

20%

20%

20%

Purchase Channels

OVERALL

20%

20%

20%

20%

i

20%

20%

20%

20%

Share of contractor buying

it

20%

20%

20%

20%

Future share of
contractor buying

(% will buy MORE minus % will buy LESS)

©
©®
©
©

UsP
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Which pure online What kind of products do you buy at What kind of products do you buy at
| E | shops do you use? pure online shops? EII—I DIY stores?
I=1
. 20% | Share of wallet DIY Store 20% | Share of wallet
Pure Online
20% | Share of contractors buying 20% | Share of contractors buying

90%

80%

70%

60%

50%

40%

w
3
>

N
3
>

=]
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Pure online shops: N=9, DIY stores: N=26.
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Share of orders via

E-mail | Phone | Sales rep | Online

20%

Salesrep

Manufacturer

20

%

Purchase Channels

Lo 1

£

DIY Store

20

%

20%

20%

20%

20%

20

%

20

%

20%

20%

20%

20%

20

%

20%

@E 20%

Online

20%

20%

20%

20

%

20%

20%

20

%

20%

20%

20

%

20%

Wholesaler: N=56, Manufacturer: N=50; DIY stores: N=14.

20%

Share of orders via
Delivered | Pick up from branche

o DIy
I =
[
O
o0 (]
Wholesaler DIY Store

B 20%

Delivered

Pick up

UsP
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To what extend are the following situations of interest?

Hubs where all products are collected
and delivered bundled to the
construction site

Order bundled deliveries from multiple
suppliers from one logistics party

Collaborating with logistics service
providers in the 'last mile' for deliveries
in urban areas.

Share and coordinate digital systems
and data surrounding logistics with
suppliers

Relevant
Interested ' Not relevant at
but not
to use . all
interested

% Strongly agree + % Agree

UsP
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Let’s imagine you are searching for a product from a certain brand, but your usual professional
builders’ merchant does not have that brand at the moment. What will you do when it comes to
the following product groups...?

Buy similar product from . :
another brand available at Go to another builders Search for the product online Search thestr(;)rdeuct ataDIY

your builders' merchant merchant

Bricks/blocks from
clay/ceramic, concrete, [ 10%0%41 0% 60% 10960%41 0% 60% 1090%41 0%
calcium silicate, etc.

fixing solutions

0 H0%1.094
tiles and waterproofing)

S—15FTE 16+ FTE
42
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Name brand | Private label What kind of products do you buy private label? To what extend do you agree with the following statements?

R St I . St | stron stron
Adhesives and sealants [JElEA) ;g:]e%y Agree Disagree disrggge)é Cooree” Clona)
(0]
Construction material [R0LQ) | will be using more private b1 el 0 0
labels in the next 3 years 50% 10 i AV 20%
Fixing materials A%
Branded products offer better
Wood products LR quality than private labels M 20% 20%
LSl 50% Branded products offer more
service and warranty than 6 OF 0 0
Bathroom (equipment) [y private >I/abels z

Bricks (ceramic) Relolz 5-15FTE 16+ FTE

i ki

S

Calcium silicate & autoclaved
aerated concrete (AAC)

Other

N
o
o

Don’t know/no opinion

43
Name brand/Private label N=34 Germany N=19 Germany N=63; 5-15 FTE N=29; 16+ FTE N=34
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Services from manufacturers
What are the three most important types of services for you
that you receive from the manufacturer?

J
o @ o

Manufacturer 515 FTE 16+ FTE

90% 20% 20%

80% 20% 20%

70% 20% 20%

60% 20% 20%

50% 20% 20%

40% 20% 20%

30% 20% 20%

20% 20% 20%

20% 20%

20% 20%

Germany N=44,; 5-15 FTE N=17; 16+ FTE N=27.

UsP

Services from builders’ merchants
What are the three most important types of services for you
that you receive from the professional builders’ merchants?

538 ;
i it

Wholesaler 5-15 FTE 16+ FTE
9 20% 20%

30% 20% | 20%

70% 20% 20%

60% 20% 20%

50% 20% 20%

40% 20% 20%

30% 20% | 20%

20% 20% 20%

20% 20%

8

20% 20%

44
Germany N=59; 5-15 FTE N=28; 16+ FTE N=31.



Purchase Channels

UsP

Germany
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Preferred party for services
From which party would you like to receive the following types of services in the future?

Manufacturer Wholesaler Both of them Neither of them

e ot
T

mﬁ 5-15FTE ﬁmm 16+ FTE
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