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European Mechanical Installation Monitor

Gain valuable insights into the European mechanical installation market with our quarterly analysis.

Conducted through 701 detailed phone interviews with registered HVAC installers and plumbers across
six key European markets, our research captures the latest trends and behaviours driving the industry.

Discover Industry Insights

Our research provides a comprehensive overview of the European mechanical installation market,

featuring:

* Fixed Part: Economic developments of installation companies in Europe, including order book and

turnover trends.
* Quarterly Themes for 2025:
* Q1: Sustainability
» Q2: Services in the installation market
* Q3: Purchase channels
* Q4: Training needs

Stay ahead of the curve with data-driven insights and in-depth analysis tailored to your business needs.

COUNTRY SCOPE

THE TIMELINE
Report Report Report Report
Q1 Q2 Q3 Q4
L. T T  E—
May August November February
2025 2025 2025 2026

PROJECT TEAM
Kristina Chrep Matija Sinkovi¢ Dirk Hoogenboom

Research consultant
+31 652098924
hoogenboom@usp-mc.nl

Consultant Senior Research
+ 38599 191 0955 Analyst
chrep@usp-mc.nl sinkovic@usp-mc.nl



About target group & methodology

USP

Surveying HVAC installation companies...

Interviewed companies need to provide HVAC installation services, but they may also do
other activities in addition (electrical installation, etc.). Most interviews are conducted with
owners/ directors or purchasers of these companies.

... selected from a country-representative database

USP possesses an international database of HVAC installation companies, which is
constantly updated. Respondents are thus 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 number of interviews, in order
to provide insights which can be relied on. These phone interviews are conducted by fixed
fieldwork partners, located in the respective countries.

... weighting the results based on company size groups

Country results are weighted so that all three company size groups* have an equal influence
on the total. As typically most interviews are conducted with small companies, we believe it
is important to correct in order for large companies to have an equal impact on the ‘total’
results. This way the results are not heavily influenced by many smaller companies.

* Group 1: 1-4 FTE; Group 2: 5-14 FTE; Group 3: 15+ FTE



About the Q3 theme topic

USP

Purchase channels in the installation sector...

This quarter we investigated the topic of purchase channels by asking installers through
which channels they buy products they need for their work and what are the ways of
purchasing they prefer.

...helps to understand buying behaviour/habits of installers

To provide the necessary insights, we covered the following topics:

» Purchasing through different channels: at traditional wholesalers, pure online
players, DIY stores, building merchants and directly from the manufacturers.

» Special focus on:

* Purchasing through specialised wholesalers

* Buying products directly from manufactures

+ Buying via pure online shops and future of online shops
* Modes of ordering products:

» Traditional (via telephone, fax, email, the sales representative or visit the
store)

* Online (via the website, web shop of the wholesaler or a wholesaler app)

* Modes of getting to the products: delivery vs. pick up at the wholesaler 5
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BUSineSS Development. Turnover balance of in rs Q3 2025 and Q4 2025
Lorem ipsum dolor sit amet, consectetur adipiscing elit

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Mauris vitae turpis laoreet, aland ios th¥Psee/expect an increase minus decrease in tumover
32 ompared to the turnover for Q3 2024/Q4 2024

facilisis sapien cursus, ornare lorem. Class aptent taciti sociosqu ad litora torquent per

conubia nostra, per inceptos himenaeos. Duis scelerisque turpis eu scelerisque

maximus. Nam interdum ante ultricies turpis suscipit, eleifend eleifend purus
malesuada. Suspendisse quis congue purus.

Cras convallis eros nulla, vel ornare velit laoreet quis. Vivamus luctus, ante
tempus, nunc tellus molestie tellus, at ullamcorper lorem lorem vel e

50% 50 %

50% 5.0, 50%50%  50%50% 50% 50%

condimentum rhoncus quam quis porttitor. Aenean commodo
efficitur. Sed ut pellentesque mi, a commodo leo. Aen
diam non lectus maximus pharetra id non lacus. [2@i porttitor. "
Aenean laoreet augue a facilisis ullamcor, =
Vestibulum ante ipsum primis in faucibus %
Mauris sodales at nibh ac susg . o
rutrum a urna eget finibus. Se¢ % t ipsum sit amet dolor fermentum g o -4%
maximus et feugiat odio. Curabi , gravida condimentum odio eget, porta &
suscipit lectus. Maecenas nec orc esque, lacinia leo non, tristique orci. Nulla z
aliquam lacinia turpis id malesuada. Nam ac suscipit quam, quis vehicula velit. Fusce
non efficitur velit. Mauris consectetur, mi et tincidunt rhoncus, dui dui facilisis erat, eu
UK Germany France Poland Belgium NL

cursus ipsum turpis non ante.
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Purchase channels:
Lorem ipsum dolor sit amet, consectetur adipiscing elit

Share of i buyi rom the manufacturers

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Mauris vitae turpis laoreet, pstalle ying from manufacturers in 2025 compared to

facilisis sapien cursus, ornare lorem. Class aptent taciti sociosqu ad litora torquent per

conubia nostra, per inceptos himenaeos. Duis scelerisque turpis eu scelerisque

maximus. Nam interdum ante ultricies turpis suscipit, eleifend eleifend purus

malesuada. Suspendisse quis congue purus. o
0

Cras convallis eros nulla, vel ornare velit laoreet quis. Vivamus luctus, ante 50%50%  50% 5, 0% 50%50% 50% 50%

. 509
tempus, nunc tellus molestie tellus, at ullamcorper lorem lorem vel e
condimentum rhoncus quam quis porttitor. Aenean commodo
efficitur. Sed ut pellentesque mi, a commodo leo. Aen . i
diam non lectus maximus pharetra id non lacus. [gfi itor.
Aenean laoreet augue a facilisis ullamcorpar.

Vestibulum ante ipsum primis in fauci ' posuere cubilia curae; - " " =
Mauris sodales at nibh ac susg i t sodales suscipit. Donec % ' :
rutrum a urna eget finibus. Se¢ t ipsum sit amet dolor fermentum

maximus et feugiat odio. Curabi , gravida condimentum odio eget, porta

o N o _ Share of wallet xx% xx% xx% xx% xx% xx%
suscipit lectus. Maecenas nec orc esque, lacinia leo non, tristique orci. Nulla

aliquam lacinia turpis id malesuada. Nam ac suscipit quam, quis vehicula velit. Fusce
non efficitur velit. Mauris consectetur, mi et tincidunt rhoncus, dui dui facilisis erat, eu

cursus ipsum turpis non ante.
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CROSS-COUNTRY OVERVIEW | United Kingdom | Germany | France | Poland | Belgium | Netherlands USP
O

Core HVAC activities

Which of the following installation activities does your company perform?

UK  Germany France Poland Belgium Netherlands
Sample size 125 125 126 125 100 100
Heating installations 50% 50% 50% 50% 50% 50%
Hot & cold-water installations 50% 50% 50% 50% 50%

Installation of sanitary ware 50% 50% 50% 50% 50%

Heat pumps 50% 50% 50% 50% ()

Ventilation 50% 50% 50% %o

Air conditioning and cooling 50% 50% 50% 50%

Other installation activities

France Poland Belgium Netherlands

Sample si 126 125 100 100
Electrical installation 50% 50% 50% 50% 50%
Solar cells, solar collectors 50% 50% 50% 50% 50% 50%

Home automation installation 50% 50% 50% 50% 50% 50%



Cross-country overview | UNITED KINGDOM | Germany | France | Poland | Belgium | Netherlands

@ Installers’ profile:

Core HVAC activities

Which of the following installation activities does your company perform? Per company size

1-4 514 15+

FTE FTE FTE

Hot & cold water installation 33% 33% 33%
Heating installations 33% 33% 33%

Installation of sanitary ware 33% 33% %
Heat pumps 339

Wastewater pumps and

water supply installations 3
Ventilation A
Air conditioning and cooling 3
Other installation ag |l"
3

Electrical installatio 3% 33% 33%
Solar cell solar collectors 33% 33% 33%
Home automation installation 33% 33% 33%

Base, all installers: N (2025)= 125

(% installers
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USP

Lorem ipsu
vitae turpis

sectetur adipiscing elit. Mauris
ien cursus, ornare lorem. Class

Heat pumps | Electrical installation | | Home automation

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3
2023 2024 2025
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POSITIVE

NEGATIVE

CROSS-COUNTRY OVERVIEW | United Kingdom | Germany | France | Poland | Belgium | Netherlands USP
O

Lorem ipsum dolor sit amet, consectetuer adipiscing elit. Aenean commodo ligula
eget dolor.

Turnover outlook last quarters and expectations for Q4 2025

Q: If you compare your turnover of Q3-25 to Q3-24, how did your tumover develop? | What are your expectations for the development in Q4-25? .  "OMPARISON SAME QUARTER LAST YEAR
TURNOVER BALANCE = (% INCREASE minus % DECREASE)

The United Kingdom Germany France Poland Belgium The Netherlands
13



CROSS-COUNTRY OVERVIEW | United Kingdom | Germany | France | Poland | Belgium | Netherlands USP
O

Lorem ipsum dolor sit amet, consectetuer adipiscing elit. Aenean commodo ligula eget
dolor.

Order book portfolio

Q: How big is your current order book portfolio? For how many months will you be able to keep your current staff working?

(MONTHS)

12

10

20 219 22 23 24 |: 21 22 23 24 |20 219 22 23 24 |20 21 22 23 24 |20 21 22 23 24 |20 21 22 23 24

United Kingdom Germmany France Poland Belgium The Netherlands

14



CROSS-COUNTRY OVERVIEW | United Kingdom | Germany | France | Poland | Belgium | Netherlands

Lorem ipsum dolor sit amet, consectetuer adipiscing elit. Aenean commodo ligula

eget dolor.

Number of projects in Q3 2025

Q: How many new projects has your company scored/ been commissioned in Q3 2025? How many projects have been postponed in Q3 20257 In Q3 2025, how many projec

UK
Share of Avg.
companies # of projects
New Q1-25 10
projects Q424 10
Q3-24 10
Q2-25 10
Postponed @1-25 10
projects ~ Q4-24 {0
a2 By 10
Cancelled ot2s | HIERRL 10
P roj ects Q4-24 10
Q324 10

Germany
Share of Avg.

companies # of projects
50% 10
50% 10
50% 10
50% 10

10

1v
10

50% 10
50% 10

BERR -7 ERER

-

4
2

France
Share of Avg.
companies # of projects

50%
50%

-

50%
50%

50%
50%
50%
50%

10
10
10
10

Poland

Share of

compar’

A

N
ol

I

a

50%

50%
50%
50%
50%

50%
50%
50%
50%

AVQ

# of prc

ts

‘ere not .

E iun

Share of
hanies

~d and cancelled?

The Netherlands

Avg.

# of projects

10
10
10
10

10
10
10
10

10
10
10
10

Share of
companies

50%
50%
50%
50%

50%
50%
50%
50%

50%
50%
50%
50%

Avg.
# of projects
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POSITIVE

NEGATIVE

Cross-country overview | United kingdom | Gemmany | France | Poland | Belgium | NETHERLANDS USP

Dutch order books have decreased slightly, but the turnover balance has increased compared to the
previous quarter, with both the order book portfolio and the turnover balance being higher than in the

same quarter last year.

Turnover outlook

Order book portfolio

Q: If you compare your turnover of Q3-25 to Q3-24, how did your tumover develop? | What are your expectations for Q: How big is your current order book portfolio?

the development in Q4-25?

TURNOVER BALANCE = (% INCREASE minus % DECREASE)
== COMPARISON SAME QUARTER LAST YEAR

80%
34%
40% 31% o, 3900 =
27°/ 2;4,
17% B}
10
8% 1% . oI
23%
-40%
-80%
1 2 3 4 1 2 3 4 1 2
2021 2022 2023

oo, 33%

18%

(MONTHS) EU | THE NETHERLANDS
12
269 11
0 0
— 26% 23%/ 10
9% 11% % 9% /
9
Ienflionl
8
7 6.7
6 /\e 3
. \V4
4
2 3 4 1 2 3 4 3
Exp. Q1 Q2 Q3 Q4| Q1 Q2 Q@ Q4| Q1 Q2 Q3 Q| Q@ Q2 Q3 Q| Q1 Q Q3
2024 2025 2021 2022 2023 2024 2025
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USP

CROSS-COUNTRY OVERVIEW | United Kingdom | Germany | France | Poland | Belgium | Netherlands

Lorem ipsum dolor sit amet, consectetuer adipiscing elit. Aenean commodo ligula eget dolor.

Distribution of total purchase among channels HVAC installers
Q: Approximately what share of your total purchase (the money you spend) on installation related products for your daily job is being done via the following channels?
United . The
Germany France P. d < Belgium Netherlands
2

Kingdom
2025 [vs. 2023] 2025 [vs. 2023

0
V VS. % of vs. VS. % of vs. VS.
Q 2 SOW' 23 installers 23 SO 23 installers 23 OV o3

25% A 25% A 25% A 25% A 25% A 25% A 25% A

Specialised 25% A 25% A 25% A 25% A %
Wholesaler
25% Vv 25% V¥V 2@ % V¥V 254V 25% V 25% VWV 25% VWV 25% VW 25% VW 25% VW

2025 [vs. 2023] 2025 [vs. 2023] 2025 [vs. 2023]

VSs. % of vs.

% of vs. VS. % of vs.
instalers 23 O 23 instalers 23 S°W 23 installers 23

SOwW 2

i

2

Manufacturer
25% 25% 25% 25% =

DIy

25% 25% 25% 25%

(—
(=] 259 b o T 25%
DIY Store
25% = 25% 25% = 25% = 25% = 25% =

25% = 25% = 28% = 25% = 28% = 25% =

!

Pure Online
Stronger increase / decrease = 5%/ -5% Small increase / decrease < 5%/ -5%

AV



CROSS-COUNTRY OVERVIEW | United Kingdom | Germany | France | Poland | Belgium | Netherlands USP
O

Lorem ipsum dolor sit amet, consectetuer adipiscing elit. Aenean commodo ligula eget dolor.

Buying directly from the traditional specialised installation wholesale among installers

%  Share of installers buying from the traditional specialised installation wholesale

%  Share of wallet of installers buying from the traditional specialised installation wholesale

The Netherlands °

50% Installers
50% Share of wallet

.The United Kingdom

50% Installers
50% Share of wallet

Poland

50% Installers
50% Share of wallet

Belgium
50% Installers
50% Share of wallet

® France

50% Installe
50% Share of

Germany

50% Installers
50% Share of wallet

AV Stronger increase / decrease 2 5%/ -5% Small increase / decrease < 5%/ -5% 19



CROSS-COUNTRY OVERVIEW | United Kingdom | Germany | France | Poland | Belgium | Netherlands

Lorem ipsum dolor sit amet, consectetuer adipiscing elit. Aenean commodo ligula eget dolor.

Ordering methods (share of orders) from the traditional specialised installation wholesale
Q: Thinking about SPECIALISED INSTALLATION WHOLE SALERS (selling only installation products), what share of your total purchases from them is ordered...?

TRADITIONALLY* | ONLINE* [[__] TRADITIONALLY in 2023

The
Netherlands

European

Germany France Poland Belgium
avg.

*Traditionally: via telephone, fax, email, the sales representative or visit the store
*Online: via the website, web shop of the wholesaler or a wholesaler app

USP

20



CROSS-COUNTRY OVERVIEW | United Kingdom | Germany | France | Poland | Belgium | Netherlands USP
O

Lorem ipsum dolor sit amet, consectetuer adipiscing elit. Aenean commodo ligula eget dolor.

Product delivery options (share of products) from the traditional specialised installation wholesale

Q: Approximately what share of the products you order at the traditional specialised installation wholesale do you get delivered and what share do you pick up at the wholesaler?

GET THEM DELIVERED | PICK UP AT THE WHOLESALER |[__] GET THEM DELIVERED in 2023

The
Netherlands

Germany France Poland Belgium

Share of installers who
get 100% of their
purchases delivered

25% 25% 25% 25% 25%

21



CROSS-COUNTRY OVERVIEW | United Kingdom | Germany | France | Poland | Belgium | Netherlands

USP

Lorem ipsum dolor sit amet, consectetuer adipiscing elit. Aenean commodo ligula eget dolor.

The Netherlands °

The United Kingdom

50% Installers
50% Share of wallet

Buying directly from the manufacturers among installers
% Share of installers buying directly from manufacturers
% Share of wallet of direct buying from manufacturers %

Belgium
=29

50% Installers
50% Share of wallet

Poland

50% Installers
50% Share of wallet

France
50% Installe

50% Installers
50% Share of wallet

Germany

50% Share of

AV Stronger increase / decrease 2 5%/ -5% Small increase / decrease < 5%/ -5%

50% Installers
50% Share of wallet

22



CROSS-COUNTRY OVERVIEW | United Kingdom | Germany | France | Poland | Belgium | Netherlands USP
O

Lorem ipsum dolor sit amet, consectetuer adipiscing elit. Aenean commodo ligula eget dolor.

Ordering methods when buying directly from the manufacturer
Q: Thinking about your DIRECT PURCHASES FROM MANUFACTURERS, what share of your total purchases from them is ordered...?

TRADITIONALLY* | ONLINE* [ ] TRADITIONALLY in 2023

44%

The
Netherlands

European

Germany France Poland Belgium
avg.

*Traditionally: via telephone, fax, email, the sales representative or visit the store
*Online: via the website, web shop of the wholesaler or a wholesaler app 23



CROSS-COUNTRY OVERVIEW | United Kingdom | Germany | France | Poland | Belgium | Netherlands USP
O

Lorem ipsum dolor sit amet, consectetuer adipiscing elit. Aenean commodo ligula eget dolor.

| The Netherlands =50°/‘

o; Installers already buying from
50% manufacturers

Interest in ordering directly from a manufacturer's web shop

o Share of installers already buying directly from the manufacturers (online

or offline)
%  Share of installers not currently buying from the manufacturers

The United Kingdom = 50%

0 Installers already buying from
50% manufacturers

o; Installers not currently buying
50% from the manufacturers

0 Installers not currently buying from the
50% manufacturers

® Belgium = 50%

o Installers already buying from
50% manufacturers

Poland = 50%.

o/ Installers already buying from
50% manufacturers

50% Installers not currently buying

Installers not currently b
50% y from the manufacturers

manufacturers

France = 50%

o Installers 2
50 A’ manufacture

Germany = 50%.

50% Installers already buying from

aying from the manufacturers

o Installers not c
50% manufacturers
50% Installers not currently buying

from the manufacturers

24



CROSS-COUNTRY OVERVIEW | United Kingdom | Germany | France | Poland | Belgium | Netherlands USP
O

Lorem ipsum dolor sit amet, consectetuer adipiscing elit. Aenean commodo ligula eget dolor.

Usage of pure online shops among installers
% Share of installers buying at pure online
% Share of wallet of pure online channel P The Netherlands
@

50% Installers
50% Share of wallet

.The United Kingdom
50% Installers

50% Share of wallet

Poland
50% Installers

Belgium

@
50% Installers

50% Share of wallet 50% Share if wallet
France
50% Insta Germany .
50% Sharet

50% Installers

50% Share if wallet

AV Stronger increase / decrease 2 5%/ -5% Small increase / decrease < 5%/ -5%

25
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Cross-country overview | UNITED KINGDOM | Germany | France | Poland | Belgium | Netherlands

Lorem ipsum dolor sit amet, consectetuer adipiscing elit. Aenean commodo ligula eget dolor.

Distribution of total purchase among channels
Q: What share of your total purchase, i.e., the money you spend on INSTALLATION PRODUCTS, is made via the following channels? Please consider only the type of purchas

of whether you order from them online or

Directly from ti€ 50% §90% -50% 33% 33% 33%

offline.
% OF INSTALLERS USING THE ' TOTAL MONEY SPEN RIBUTION COMPANY SIZE - 2025
CHANNEL i CHANNEL :
A 2023 5-14 15 and more;
Traditional specialised installation wholesaler -50% 50% 0% 33% 33%
Traditional building material wholesaler =~ +50% 50% 0% +50% 33% 33% 33%
Traditional hardware store +50% 33% 33% 33%
50% [50% 0% 33% 33% 3%

50% FO0%
-50%

Pure & shop

Base: n=125, asked to all installers

USP

27



Cross-country overview | UNITED KINGDOM | Germany | France | Poland | Belgium | Netherlands

Lorem ipsum dolor sit amet, consectetuer adipiscing elit. Aenean commodo ligula eget dolor.

Share of products supplied by custo themselves

Residential vs. Non-residential projects Residential customers customers
Q: In the last 12 months, what share of your installation projects were...? Q: In the past 12 months, what share of your residential custome! : months, what share of your non-residential (business)
products themselves instead of you purchasing them? led products themselves instead of you purchasing them?
Residential | Non-residential Supplied by customers | Not supplied by ¢ Supplied by customers | Not supplied by customers

%
‘ . “ 50%
N Residential % BY 0 % Supplied by customers BY FTE: N Supplied by customers BY FTE:
1-4 5-14
FTE FTE 1-4FTE 5-14FTE 15+ FTE 1-4 FTE 5-14FTE 15+ FTE
33% 33% 33% 33% 33% 33% 33% 33% 33%

Base: n=125, asked to all installers

USP

28



Cross-country overview | UNITED KINGDOM | Germany | France | Poland | Belgium | Netherlands

Lorem ipsum dolor sit amet, consectetuer adipiscing elit. Aenean commodo ligula eget dolor.

XX%

OF INSTALLERS BUY AT

SPECIALISED INSTALLATION
WHOLESALER

USP

Way of ordering products (¢ a of orders)

k 2 the traditional specialised installation wholesale:

90% 90%
. o

10% 10% 10% 10%
o o o °
2019 2021 2023 2025

Distribution company size - 2025

1-4 5-14 15 and more
Traditionally 50% 50% 50%
Online 50% 50% 50%

*Traditionally: via telephone, fax, email, the sales representative or visit the store
*Online: via the website, web shop of the wholesaler or a wholesaler app

29
Base: n=.., asked to all installers buying at traditional specialised wholesalers



Cross-country overview | UNITED KINGDOM | Germany | France | Poland | Belgium | Netherlands

USP
Lorem ipsum dolor sit amet, consectetuer adipiscing elit. Aenean commodo ligula eget dolor.

Way of getting ordered products (share of products)

Q: Approximately what share of the products you order at the traditional specialised installation wholesale do you
get delivered and what share do you pick up at the wholesaler?

Some facts about the way

ting the products

GET THEM DELIVERED | PICK UP AT THE WHOLESALER

55% 55% 55% 55%

® ® ® ®

. . . . ompanies get 100% of their products delivered,
45% 45%

g a decline compared to 2023.

2019 2021

g PICKED UP AT THE WHOLESALER

15 and more 550/0 of the companies pick up 100% of their products at the

50% wholesaler, remaining stable as in 2023.
50%

Distribution company si

Get them delivered
Pick up at the wholesaler

30
Base: n=.., asked to all installers buying at traditional specialised wholesalers



Cross-country overview | UNITED KINGDOM | Germany | France | Poland | Belgium | Netherlands

Lorem ipsum dolor sit amet, consectetuer adipiscing elit. Aenean commodo ligula eget dolor.

Delivery time in hours

Q: Within how many hours are the products normally delivered to you?

24 hours is the average delivery time in
which the products are normally

delivered, which is about ...% ...than
reported in 2023 i
% FTE ;'?'E
4 24

24

Base: n=.., asked to all installers who get product delivered to them from specialised installation wholesaler

Top 5 wholesalers where m

Q: Can you mention the name(s) of the wh;aer(

X

(50%)

USP

f the purchases are done

ou are doing most of your purchases?

XXX

(20%)

3

XXX

(15%)

#a

XXX

(10%)

#5

(6%)

Base: n=.., asked to all installers buying at traditional specialised wholesalers
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Cross-country overview | UNITED KINGDOM | Germany | France | Poland | Belgium | Netherlands USP
O

Lorem ipsum dolor sit amet, consectetuer adipiscing elit. Aenean commodo ligula eget dolor.

xXX%

BUY DIRECTLY AT THE MANUFACTURER

Way of ordering products directly at the manufacturer z heve products are directly bought
Q: Thinking about your DIRECT PURCHASES FROM MANUFACTURERS, what share of your total purchases from ‘ J 8y products directly?
them is ordered...?

TRADITIONALLY* | ONLINE*

#1 #3 #4 #5

55% 55%

XXX XXX XXX XXX XXX
45%

(50%) (20%) (15%) (10%) (6%)

2019

Distribution company

5-14 15 and more
Traditionally 50% 50%
Online 50% 50% 50%

*Traditionally: via telephone, fax, email, the sales representative or visit the store
*Online: via the website, web shop of the wholesaler or a wholesaler app
32
Base: n=.., asked to all installers who buy directly at the manufacturer



Cross-country overview | UNITED KINGDOM | Germany | France | Poland | Belgium | Netherlands

Lorem ipsum dolor sit amet, consectetuer adipiscing elit. Aenean commodo ligula eget dolor.

Order directly from a manufacturer's web sho
Q: Would you order proXJcts directly via the manufacturer’s web shop if they offered gch a possibility ? - b‘

Share (%) that would use such a possibility
Yes | No |
%
69 o ’
N BY :
1 15+
FT

FTE
o 55%  55%

Base: n=125, asked to all installers

USP

i
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Cross-country overview | UNITED KINGDOM | Germany | France | Poland | Belgium | Netherlands USP
O

Lorem ipsum dolor sit amet, consectetuer adipiscing elit. Aenean commodo ligula eget dolor.

xXX%

BUY VIA PURE ONLINE SHOPS

“o e o ps where products are directly bought
- onli o S&@Wuy installation products more often?*
#1 #2 #3 #4 #5

XXX

XXX XXX XXX XXX

Development share of online orders

Q: In the last 12 months, has the share of your online orders at pure online shops...?

20% 20% 20%
10% 10%

A2023 5% 10%

(50%) (20%) (15%) (10%) (6%)

-5% -10% 10%

Significantly Slightly Significantly

: . Don't know
increased increased E decreased decreased

Base: n=.. asked to all installers who buy via pure online shop
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Cross-country overview | UNITED KINGDOM | Germany | France | Poland | Belgium | Netherlands

At pure online shops, UK installers mostly buy spare parts, pipes and fittings, and boilers.

Type of products bought at pure online shops — Top 10

Q: What type of installation products do you usually buy at pure online shops?

1-4 FTE

Spare parts 41%

Pipes and fittings 29%

Boilers, water heaters, or storage tanks 29%
Sanitaryware 18%

Pressure, safety, or check valves; valve groups; backflow preventers;.. 12%
Fixing products and systems 18%

Pipe tools 0%

Ventilation, including air handling units . 4% 0%
Pumps for heating/water circulation . 3% 0%
Pipe insulation . 3% 0%

Other 6%

Don't know 0%

Base: n=55, asked to all installers who buy via pure online shop

5-14 FTE
20%
20%
10%
10%
10%

0%
0%
0%
0%
0%
20%

30%

USP

15+ FTE
15%
19%
11%
7%
7%
4%
15%
11%
7%
7%
26%

11%
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Cross-country overview | UNITED KINGDOM | Germany | France | Poland | Belgium | Netherlands USP
O

Lorem ipsum dolor sit amet, consectetuer adipiscing elit. Aenean commodo ligula eget dolor.

General reasons for online ordering of installation products — top 10

Q: What are the main reasons for you to order installation products online? | What are the main reasons for you to buy via pure online shops?
All installers ordering online Per ordering channel
. Online orders fr
Pure online
wholesalers/ T
shops

y size

5-14 FTE 15+ FTE

Quick & reliable delivery times ||| G 50% 50% 50% 50% 50%

Attractive prices/discounts _ 50% 50% 50% 50% 50%
Convenient/Simple 50% 50% 50%

50% 50% 50% 50% 50%

Saves time % 50% 50% 50% 50%

Looking for specialised items 50% 50% 50% 50% 50%
Wide product range 50% 50% 50% 50% 50%
Available only online 50% 50% 50% 50% 50%

50% 50% 50% 50% 50%

Delivery to sit 50% 50% 50% 50% 50%

Detailed product information 50% 50% 50% 50% 50%
Don't know 50% 50% 50% 50% 50%

36
Base: n=93, asked to all installers who order online (n=54 ordering also from pure online shops | n=39 ordering only from wholesalers/manufacturers) shop | ** Small sample (n<50), indicative results. - significant differences between drivers for using
pure online shops vs. online ordering from wholesalers/manufacturers are coloured in blue text.



Cross-country overview | UNITED KINGDOM | Germany | France | Poland | Belgium | Netherlands

Lorem ipsum dolor sit amet, consectetuer adipiscing elit. Aenean commodo ligula eget dolor.

Important features of online ordering platforms — top 10

Q: What are the top 3 most important features of an online ordering platform (whether from a wholesaler, manufacturer, or pure online shop)?

Quick and simple checkout process _ 50%
Product availability and stock info _ 50%
Access to support and resources _ 50%

Price/discounts

Clear and simple to use (navigation)

(Fast) delivery time
Detailed product information and..
Search & filters: easy to find the right...
Faster loac

Quality/re 50%

Base: n=.., asked to all installers who buy via pure online shop

33%

33%
33%
33%
33%
33%
33%
33%
33%

33%
33%
33%
33%
33%
33%
33%
33%
33%

USP
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Cross-country overview | UNITED KINGDOM | Germany | France | Poland | Belgium | Netherlands USP
O

Lorem ipsum dolor sit amet, consectetuer adipiscing elit. Aenean commodo ligula eget dolor.

Future of online purchasing

Q: Please indicate to what extent you agree with the following statements ; P

Disagree Strongly disagree  Don't know

I

Strongly ag¢

It becomes more common that the manufacturers of different installation
products give you the possibility to order online via their website

| would like to be able to buy all | need for my wor
manufacturers.

I
I

In the next 5 years, | expect that our
installation prod

In the next 5 years, mor&
products for bot

i holesalers will start selling o o
d electrical installers

Base: n=125, asked to all installers
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Cross-country overview | UNITED KINGDOM | Germany | France | Poland | Belgium | Netherlands

Lorem ipsum dolor sit amet, consectetuer adipiscing elit. Aenean commodo ligula eget dolor.

ine shops

year, what share do you order from:

Online purchase of tools Purchase of tools via pure
Q: Now thinking only about TOOLS, what share of your annual purchases of tools is made:...? Q: And thinking only about the TOOLS you

Tools purchase
channels - usage

Traditionally* | Online* | Don't know Traditionally* | Online*

Share of wallet

Pure online shops |

2%

Usage by company size Share by company size

1-4 15+ FTE 1-4FTE 5-14FTE
Traditionally* 50 50% Pure online 50% 50%
Online* 50% 50% 50% Online (wholesalers/ 50% 50%
manufacturers)

*Traditionally: via telephone, fax, email, the sales representative or visit the store
*Online: via the website, web shop of the wholesaler or a mobile app

Base: n=125, asked to all installers Base: n=.., asked to installers who buy tools online

USP

15+ FTE
50%

50%
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APPENDIX

Respondents’ background characteristics

Job title of the interviewed respondents and the company size

Q. What is your position within the company? | Q. Yourself included, how many full-time employees does your company have in total, in all branches?

Owner / Director/ Manager
Installer

Project manager / leader
Purchaser

Calculator / Work Planner
Site manager

Sales

Engineer / designer
Advisor / consultant

Other

1-4FTE
5-14 FTE

15+ FTE
Q3 2025 data, unweighted

UK

| 1%

| 5%

Germany

[ 34%

B 7
J 6%

| 1%

| 1%

| 3%

1%

| 3%

1%

2%

France
| AL

Poland
1%
2%
2%
1%

0%
0%
| 1%
| 2%
| 3%

Belgium

N o

B 25
L

Netherlands
| 2%
|
| o%
| 7%
0%
0%
0%
| 1%
| 3%

B 5
B 2o
B 25%

USP
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About USP Marketing Consultancy

consultancy agency specializing in the construction, DIY, installation, and real estate
sectors, offering insights and advice you can build on.

([ / \ | With over 30 years of international experience, USP is a leading market research and
A\ax®
[ —\

Continuous research in more than 30 countries yearly.

"I"‘ Dedicated to global market research for key stakeholders supplying construction,
"I; installation, home improvement, and real estate markets.

Head Office

Netherlands — Rotterdam

Branch Office

Croatia — Zagreb

Subsidiary

AR

DE - Diisseldorf

Research Project
Analysts Managers

agd

Consultants




USP
Why customers choose USP

market exploration researches in the construction and painting segments globally.

Proven track record in investigating niche target groups

USP has a global, long-established network of professional, native-speaking interviewers, all trained and briefed by USP to ensure
consistent, high-quality, and reliable data collection, that is monitored by USP on daily basis, regardless if investigating B2C or B2B niche
markets.

{9 Industry-specific knowledge and expertise
% Market specialized research agency for the construction and installation market segments with more than 30 years of experience in

Tailored insights and actionable recommendations
USP is skilled at contextualizing results within specific sectors, we deliver actionable recommendations that drive business growth and
support strategic decision-making.
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Our services

Dedicated Market Research

. Product
@ Development
. ' Customer

Segmentation [ﬁ Satisfaction

@ Pricing l . . Branding
Driver
_ﬂ;FU' Analysis Customer
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Market
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European
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Barometer Monitor
Pai_nter Handyman
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Monitor Monitor
European European
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Installation Installation
Monitor Monitor

European
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Dedicated Market research

@ Branding

The more distinct your brand is,
the more valuable it will be.
Especially in the construction,
installation and home
improvement market segments, as
product differentiation is
decreasing and the stakeholders
are traditional and relatively brand
loyal. USP has 30+ years of
experience conducting branding
researches in the construction,
installation and home
improvement markets, both B2B
and B2C.

Market
Size

To know if further growth is
possible and whether your sales
are developing in line with market
volume, it is important for your
business or organisation to
understand the total market size
and the share of your brand(s).
With our track record of 30+ years
in conducting market size studies
in the construction, installation
and home improvement
industries, we

can assist you in the entire
process.

U Customer
[ﬁ Satisfaction

USP has been conducting many
customer journey studies annually,
both B2B and B2C, qualitative and
quantitative, in the construction,
installation and DIY segments.
Understanding your customers
journey from orientation &
inspiration all the way to services
and retention are vital to increase
your sales and marketing
effectiveness.

fi"m Market

") Exploration

Perhaps you plan to enter a new
market with your product or
service?

In that case, you need to
understand exactly what is going
on in that market. We use a range
of methods to identify the market
characteristics and combined
with our three decades of
experience conducting market
research in the construction,
installation and DIY industry, we
can deliver insights

and advice to build on.

Customer
Journey

Understanding your target groups
and being able to use a good
segmentation & persona’s can
greatly increase marketing and
sales effectiveness. USP
frequently conducts segmentation
studies for key stakeholders in the
construction, installation and
home improvement markets, both
B2B and B2C, qualitative and
quantitative.

©) N\ Pricing

USP can lean on 30+ years of
market expertise in the
construction, installation and home
improvement markets to assist you
with any kind of pricing studies.
Whether it's how to

maximize revenue and ROl or what
price levels are best suited for a
new product launch,

USP can provide the insights and
advice.

@ Product
Development

As product development plays a
vital part in the growth of any
business, it's not a surprise that
USP frequently gets request to
conduct product development
studies, both B2B and B2C.
Whether it's a concept test or a
evaluation of a pre-production
product, you can rely on our 30+
years of experience conducting
these types of studies in the
construction, installation and DIY
markets.

Driver
Analysis

Driver analysis can provide
insights into the relevance and
most important drivers for all of
the relevant stakeholders in the
construction, installation and
home improvement business
value chain. Our customers often
use this information to develop
new products and services. USP
has over three decades of
experience conducting driver
analysis, providing insights

and advice to our customers, both
B2B and B2C

Segmentation

Understanding your target
groups and being able to use a
good segmentation & persona’s
can greatly increase marketing
and sales effectiveness. USP
frequently conducts
segmentation studies for key
stakeholders in the construction,
installation and home
improvement markets, both B2B
and B2C, qualitative and
quantitative.

304 dedicated project in 2023/2024

Tailo-made projects, driven by your
information needs

More then just a data provider, advice &
insights based on facts and over 30 years
of experience in the industry

Worldwide coverage

B2B, B2C, qualitative and quantitive
research or a combination of both

Within our market specialism, all types of
researches can be conducted

Targeting the right audience, with the right
questions at the right time




Market reports

European
Architectural
Barometer

European
Contract
Monitor

European
Mechanical
Installation
Monitor

European
Electrical
Installation
Monitor

European
Painter
Insight
Monitor

European
Home
Improvement
Monitor

European
Handyman
Monitor

European
Garden
Monitor

&
il

oy
o
Q)

&

5
Vi

Target group

-

Methodology

Total interviews

Countries

> |

Frequency

Themes 2025

Architects

Phone interviews

4

3,400

B = |
L7 S —— I

—
A&
I

Quarterly

4

Media orientation, Sustainability, Prefab
& industrialisation, BIM & new dig tools

Contractors

4

Phone interviews

V|

B N ] 1
L7 S [ ]

I
—11
I

Bi-annually

Media orientation
Future of construction

HVAC Installers

4

Phone interviews

4

VAIL‘ ——— ||

Quarterly

4

Sustainability, Services in the
installation sector, Purchase channels,
Training needs

Electrical
installers

4

Phone interviews

4

VAIEI —— ]
|

:_fa-_.
I

Quarterly

Training needs, Media orientation,
Purchase channels, BIM & new dig
tools

Professional
painters

Phone interviews

4

-mml I_I I
VAIL‘ — | ]
—I II-I-
—— T I1

Annually

Trend tracking, Sustainability,
Labour shortage, Efficiency &
Innovation

Consumers

Online interviews

4

SRl =01
LS — | ]
—% I II-I-—
— H I N e

Quarterly

Orientation & sustainability,
Purchase & prod preference,
Branding, DIY vs DIFM

Phone interviews

4

VAIR‘ —— | ]

=1

Quarterly

4

Trend tracking,
Activities and product usage,
Purchase and decision behaviour

Consumers

Online interviews

N =
1S —— I
1 ]

E R .

Annually

Smart Garden, Sustainable Garden,
City Gardening, Health Gardening,
Outdoor living




Client’s testimonials on dedicated research

GORDON
MURRAY-SMITH

Market Intelligence and Insight
Manager at BMI

USP is a trusted supplier
of BMI as they
understand our business,
are professionals, and
are pleasant to
communicate with.

FEDERICO ITRI ASSA ABLOY

Associate Commercial
Excellence Manager EMEIA
at ASSA ABLOY Opening
Soultions

We have a really good
cooperation with USP,
always greattodo
research projects together.

*For more testimonials you can visit our

PAUL O'DWEYER

Global Consumer Market
Development Manager
at Bostik

LBOSTlK

Good working relationship
between the project team,
strong knowledge of the
insights and findings from the
fieldwork, presented and
communicated very clearly in
the report.

SUZANNA
LAMMERTS
VAN BUEREN

Director Business Development
Nothem Europe at Somfy

USP thinks along and were
able to, besides delivering
the insights, brainstorm
about the business
opportunities.

JOOST MAARSE o/

. XN
Global Lead Circular GRUNDFOS
Econom
at Grundfos

Delievered as promised and
great regular communication
towards us as a client.

OLGA KOLOS Schneider

Electrician Program Director, aEleCtric
Global at Schneider Electric

We work with USP
regularly, they are flexible
and provide us with good
results.

HENDRIKJE
BUDENBERG

Responsible Marketing &
Communication BU Technical
Insulation at Saint-Gobain
Technical Insulation

SAINT-GOBAIN

With USP there is always
a good personal contact
and the research results
were great.

KATERINE

BRUUN VELUX?‘
NIELSEN

Group insights Manager at Velux

USP always works very
structurally and professionally,
and we always feel in good
hands.




Client’s testimonials on market reports

CATRIN KLEIN

Head of Customer & m
Market Insights at Hilti

The Contractor monitor
reports that we receive from
USP provide insights that are
fact-based and highly
relevant. The reports are
easy to assimilate with out
internal audience and set
foundation for deeper
discussions.

HARDY JAESCHKE .
Senior Manager Market @Valllant

Research, Market Intelligence
at Vaillant Group

The USP reports help us
better understand different
B2B target groups, better
assess their business
situations and enrich our
range of knowledge
enormously.

*For more testimonials you can visit our

DANIEL
ANGELOVSKI VELUX@

Group Insights Manager
at Velux

The specialized insights in
the Home Improvement
Monitor are a great source of
input for our industry
analysis.

ARMIN DIPPING G I RA

Senior Manager strategic and
international Marketing at Gira

With the Electrical installation
monitor reports we receive
from USP we get an
overview and first insights
on behaviour, relevant
topics and trend in the
electrical installation industry.

MIRYAM SALVADOR Schneider

Global Channel Director Electric
at Schneider Electric

Their specialized insights on
construction and installation
markets allow us to make
go-to-market decisions

based on factual data. Their
customer- centric approach
helps us put customer needs
at the centre of our decisions.

CAROLINE ROQUE

EMEA Consumer and Market w
Insights Manager at 3M

Consumer Business Group

The USP team has very
strong expertise in the
construction and home
improvement markets. We
are using their detailed
home improvement

monitor reports very
extensively.

DALIA GONCIAUSKAITE /'\
Marketing Manager covestro!
aAtrCChg\?eCst}tjr?l ~—
USP is professional,
responsive, didactic, and
voluntary. It was easy to
exchange my thoughts with

them.

JUSTYNA
GUDOWSKAPOHLING m
AC EMEA Customer Insights

Manager
at PP

USP delivered the company
good, useful business
recommendations and
insights, which have
accelerated business growth.




A selection of USP Marketing Consultancy’s clients USP

Installation Home Improvement

GROHE
ESEIED ESEIED

®Shurlech
Brands



We can support your needs globe-wide

COUNTRIES WHICH WE
CONTINUOUSLY RESEARCH

OTHER COUNTRIES WHICH
HAVE BEEN RESEARCHED IN
PAST 2 YEARS




Marketing Consultancy

© 07 November 2025, USP Marketing Consultancy B.V.

The information in this publication is strictly confidential and all relevant copyrights, database rights and other (intellectual)
property rights are explicitly reserved. No part of this publication may be reproduced and/or published without the prior
written permission of USP Marketing Consultancy B.V.
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