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THE MAGAZINE

Builders’ Merchants News is the leading business 
and marketing publication for UK builders’ 
merchants. With over 40 years’ experience 
bringing the industry the latest news, views and 
opinions, BMN helps enable merchants to grow 
and develop their businesses.

BMN’s editorial focuses on the top news stories 
and industry challenges. It looks at the issues 
merchants face and guides on best practice within 
the sector. BMN covers a large variety of product 
areas from lightside to heavyside, transport to 
green energy efficiency and always keeps readers 
up to date of new legislation and regulations.

OUR READERS

BMN is read by the UK merchant sector, from 
Owners, Chairmen and Managing Directors 
through to branch management level, covering 
all of the key decision makers. BMN is read by 
independent and national UK merchants who 
want to keep abreast of issues, whether that be in 
print, online or via the BMN weekly e-newsletter. 
BMN’s regularly updated social media platforms 
mean that all channels of information are covered 
providing a full package for merchants.

INDUSTRY PARTNERS

BMN is the 2021 Media Partner for the NMBS, 
the publication for the Worshipful Company 
of Builders Merchants and will once again 
work closely with the BMF (of which BMN are 
members) producing a number of exclusive 
supplements on their behalf. The BMF will 
continue to partner in the industry’s long 
standing Awards produced by BMN; the Builders’ 
Merchants Awards, now in their 20th year.

BMN also partners with h&b and The IPG on 
special projects such as the IPG Supplement this 
February. 

The close association that BMN has with these 
partners shows that BMN is the key publication for 
the industry.

 
“The BMN 

publication delivers a 
great monthly snapshot of the 
current market place with very 

readable content. It provides a good 
balance over the construction  

supply chain and offers a beneficial 
mix on current trending material 

within the industry.” 

Paul Bence, Managing Director 
George Bence Group

 
“I don’t do a lot of 

reading however one thing 
I do read cover to cover is the 

BMN. Its breadth of news and articles 
covering the building industry is excellent. 

Many people believe the building industry to 
be traditional and slow moving however after 

reading any publication of the BMN it is clear it 
is far from this. The BMN manage to showcase 

the industry and all that is good, moving, 
changing and innovative. The BMN provides 
useful and thought provoking articles that 

help me challenge the way I operate 
and run Bradfords.”

David Young, CEO 
Bradfords 
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50% of products now zero compared to 
27% in the EU’s common external tariff

• The UKGT ensures that 60% of trade will come into the UK tariff 
free on World Trade Organisation 
terms or through existing preferential access from January 2021

• £30 billion worth of imports for supply chains are now tariff free, backing UK business• £10 billion worth of imports that have little to no UK production are now tariff free, lowering the cost pressures for UK consumers
• Where tariffs have been kept, the UKGT reduces and simplifies tariffs on over 3,500 products, increasing market access and improving transparency for traders.

James Sloan, Senior Policy Adviser on EU Negotiations at the 
Confederation of British Industry, then 
gave a whistle stop tour on three key 
things with regards to Brexit - what had 
been happening (in the lead up to this 
Forum), what it means for business 
and what the CBI has been doing to 
help firms prepare for the end of the 
transition period on 31 December 
2020. 

“Is a deal still within reach, yes, 
is a deal achievable yes, but it is not 
guaranteed,” said Sloan. “Timelines are 
extremely tight with very little room 
for error on either side to avoid a ‘No 
Deal’ and it is likely that talks will go 
right down to the wire.”
Three different perspectivesJohn Gaunt, Commercial Manager 

at BMF member Knauf Insulation, 
offered his view on Brexit from a manufacturer, supplier and merchant 

perspective.
“The biggest problem for us as 

manufacturers in all of this is that we 
forget the most important people. 
There seem to be more questions than 
answers, but what is the impact on our 
customers is one of the most important 
ones,” he said. “Merchants and their customers 

know where they want to get to but 
getting there from today is a really 
difficult situation.”

Gaunt admitted that there are certain areas that a manufacturer had 
no controls over: • Ports, “50,000 more customs agents are going to be needed and ports such as Dover will have 

capacity issues”• Currency exchange, “what happens if there becomes parity between Sterling and the Euro, which will have a massive impact 
on anybody who is bringing product into GB?”• Covid-19 • No free trade agreement, “are you set up for the extra financial and administrative burden it will mean for you as a business?”• Workforce issues• Impact on GDP from a ‘No Deal’.

“But as a manufacturer we can 
control how we react to them and how 
we react to them we believe will be the 
best and smoothest journey for you as 
our customers,” he said. Gaunt then highlighted what manufacturers need to provide to every 

customer, “who are the beating heart of 
what we do”.

• Clear communication for all, • Right answers for all regardless of 
their geography• Solutions that are workable, “there is no point coming up with solutions that don’t work for 

everybody”• As few variants as possible Gaunt then spoke about three areas where merchants really need help from a manufacturer.
• Continuity of supply, “we have to show them we have the products in place, we have got the raw materials and we have the finished goods so customers see a seamless journey, if the merchants don’t get it the whole supply chain will fall down”• Manageable lead-times, “as manufacturers we have to be planning ahead”• No unnecessary price increases.

Gaunt ended with a question. “There are 249 supplier members and 
397 merchant members of the BMF,” 
he said. 

“Can you imagine how difficult 
it is going to be if every one of us 

as manufacturers comes out with 
something different for all of the builders’ merchants? “That is going to be an absolute 

mess, so what we as manufacturers 
have got to do is keep the message as 
simple as possible. Speaking on behalf 
of Knauf Insulation, we will be doing 
just that.” 

Pόl Sweeney, Vice President of Sales 
and Country Manager for UK and 
Ireland at Descartes Systems UK, gave 
an overview on getting ready for Brexit, 
including what is required to be ready 
and how to file a customs declaration 
to HMRC. 

 
Nothing like being preparedNick Howarth, Managing Director of 

Howarth Timber & Building Supplies, 
outlined from a merchant’s prospective 
the preparation required to be ready 
for Brexit.

Howarth began with the key areas 
of the business to be impacted: • Sales, “everything we sell is into the UK market, therefore there is 

no direct impact”• Purchasing, “the majority is from UK suppliers (some who will import from EU to either manufacture or sell on), small proportion from EU”• Importing, “increased requirements for timber imports from EU and taxes, VAT & Duty”
• Services and non-goods for resale 

purchases • Employees, “we do have a number of employees who are UK nationals”.The company has been preparing 
for Brexit using the guides available 
from the Government, the Timber 
Trade Federation and the BMF, while 
speaking to customs clearance agents 
has also proved useful in preparing 
Howarth’s own timber imports.“If it is a ‘No Deal’, we will revert to 

WTO tariffs for imports and exports,” 
said Howarth. “There are likely to be 
delays at ports and terminals and a 
general immediate impact on markets 
due to general economic uncertainty.

“One of the key areas we are focusing on is our supply chain so as 
to try and avoid any product shortages 

from 1 January 2021.”The impact on Howarth’s UK suppliers was highlighted next.“Some UK suppliers will have little 
impact, others will import from the 
EU and sell direct to ourselves,” said 
Howarth.

“We have sent out letters to key 
suppliers, to assess the level of reliance 
on EU imports, how prepared they are 
for Brexit and their assessment on the 
impact on the supply chain and any 
impact of duty on prices.“All our service providers are UK 

based, so there will be no interruption 
of supply caused by changes to market 
access.”

Howarth has also completed an 
initial review of any EU employees and 
are assisting them with EU settlement 
scheme and right to work in the UK.Dermot O’ Leary, Chief Economist 

at stockbroker Goodbody, was next up 
and gave the latest state of play in the 
negotiations from an Irish perspective

“The game of poker is continuing, 
with each side still reluctant to reveal 
too much and playing to domestic 
audiences,” he said.“Progress has been made in the past 

two weeks, with intensification of talks 
and agreement to discuss legal texts.”Implications for IrelandO’Leary then spoke about Northern 

Ireland Protocol, which was enough 
to get a deal over the line in October 
2019, and its implications and Brexit’s 
impact on Ireland under four different 
scenarios

In conclusion, Goodbody said: 
“Brexit uncertainty has impacted on Irish investment since 2016, particularly among SMEs, but an end 

to that uncertainty may now be in 
sight.

“The impact of Brexit is differentiated across the country with a 
significant urban/rural divide.“There are more important factors at play to the future of the 

Irish economy, such as the Covid-19 
response, international tax reform, 
global recovery, and the US presidency.

“One thing we have to remember 
is that the construction sector entered 
this crisis in a much better position 
than the one in 2008.” n

n Dermot O’Leary. 

n Nick Howarth. 

n Pόl Sweeney. 

n Brett Amphlett. 
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This year the supply chain was tested to its limits, says Mike Rigby, CEO of MRA Marketing & MRA Research, 
sponsor of the Supplier of the Year Awards at the Builders’ Merchants Awards 2020. It creaked and sometimes 
frayed as the market swung from virtual collapse to superhot in a matter of weeks. However, it held and 
responded largely due to the efforts of some unsung heroes. 

Celebrating our supply chain heroes

n this tumultuous year, 
we saw the RMI market 
fall like a stone and 

surge back in a sustained V-shaped 
recovery. As we enter another national 
lockdown, the surge in merchant sales 
shows little sign of waning. 

In lockdown two, the Government 
says construction is essential, 
merchants should stay open, and those 
who work in other people’s homes can 
continue to do so safely. 

With enforced quarantine giving 
homeowners the chance to review 
their properties with a critical eye 
and think about improvements, and 
with money accumulating faster in 
the bank than they can spend it, the 
surge in home improvement is likely to 
continue. 

Merchants have been run o�  their 
feet and manufacturers have not 
always been able to open capacity fast 
enough and sometimes they ran out 
of key lines. Suppliers importing from 
abroad have also had to contend with 
clogged ports, ships mothballed, and 
sailors and containers marooned in the 
wrong places. 

Outside the box 
performance
One thing we learned when the 
Government told everyone to stay at 
home in March, was that supply chains 
are complex and easily fractured, and 
it’s a lot harder to piece them back 
together again. Short of wartime, 
it is hard to think of a time when 
construction supply chains have been 
subjected to such abrupt violence.   
     Despite that, they have reformed 
remarkably quickly, and people in 
many organisations stepped up a 
couple of gears and performed outside 
the box to overcome the obstacles and 
keep merchants, construction (and the 
NHS) going. They were true supply 
chain heroes. 

We saw some great examples of 
supply chain heroes earlier this year. 
Here are a couple. Showering spaces 
manufacturer Lakes was quick to 
provide leadership when lockdown 
measures began easing back in May.

Merchants were opening, but 
having to negotiate distancing, 
one-way systems, screens, sanitisers, 
masks and PPE – all while deciphering 
Government advice that was not 
always crystal clear. There was also 
something of a paralysis among 

bathroom installers. Other trades 
were working and clear how they 
could work safely outside the home, 
but bathroom installers were hanging 
back, uncertain if they would be 
welcome inside the home. 

They were not sure how to operate 
safely in customers’ homes or how 
they could reassure customers, and 
bathroom product sales lagged behind. 

Lakes took the initiative to produce 
two generic free ‘Safe Working in the 
Home’ guides – one for bathroom 
installers and one for homeowners 
– bringing together all the latest 
Government and industry advice in 
two concise and easy to read leafl ets. 
Distributed far and wide, the leafl ets 
helped installers get back to work that 
benefi tted the whole supply chain. 

Lakes was also quick to recognise 
that this pandemic is accelerating 
the swing to digital sales channels. 
Homeowners increasingly start their 
sales journey online and then come 
into physical showrooms to complete 
it. 

In July, Lakes launched a 
pioneering online showroom concept 
for its showering spaces. Hosted on 
merchant and stockist websites, online 
showrooms enable homeowners to 
learn and narrow down their selection 
from the comfort of their home and 
contacting showroom sta�  to complete 
their purchase. It is a great example 
of breaking down boundaries, with 
suppliers bringing business direct 
to merchants. This kind of genuine 
partnership is extremely powerful 
because everyone works together 
towards a common goal - and the 
better the merchant does, the more 
successful the supplier becomes too.

Staying flexible in the 
long-term
It is becoming clear that we could 
be living with the pandemic for a 
long time. However, the best supply 
chains adapt to cope with changes 
in the market and how they do sets 
benchmarks for businesses that want 
to survive an uncertain future.

Roofl ine and cladding 
manufacturer, Freefoam’s ‘Power of 
Many’ supply chain is an example. 
Freefoam sell solely through stockists 
and work extremely closely with 
independent merchants and their 
installer and housebuilder customers.

Freefoam’s Newbuild Manager 

Simon Parrott said: “We o� er 
extensive support to stockists and 
their housebuilder customers, from 
a scheduling service and technical 
support in the specifi cation process, 
right through to regular, reliable 
deliveries and on-site assistance when 
needed. But more than that we work 
closely with stockists’ supply chains 
including installers and housebuilders 
as true partners to make sure projects 
run smoothly.” 

In a market where the norm is for 
everyone to keep their cards to their 
chest to maximise their own best 
interests, it is a refreshingly successful 
approach. Through transparency, trust 
and acting as a team, everyone in the 
supply chain achieves more – and each 
link in the chain benefi ts. 

Now more than ever, supply chains 
need to work closely together for the 
good of all. Like a good football or 
rugby team, when everyone moves 
smoothly in sync with each other, 
teams become virtually unstoppable. 

The secret to success in a 
post-Covid world is working with 
the supply heroes who adapted 
successfully and quickly to the new 
environment and made it easier for the 
whole supply chain to work. It is time 
to name and celebrate these supply 
chain heroes. n

If you’d like help growing your 
business, even in the toughest 
markets, call MRA Marketing on 
01453 521621 or email mike@mra-
marketing.com

n Mike Rigby.

I

November/December 2020   B u i l d e r s ’  M e r c h a n t s  A w a r d s  2 0 2 0  n

8

November/December 2020

n   I n d u s t r y  u p d a t e s

John Newcomb, Chief Executive Officer of the Builders Merchants Federation, urges industry to use the trade 

credit insurance scheme – currently due to end on 31 December 2020 – and the Green Homes Grant, which 

continues until 31 March 2021.

Prepare for a challenging winter

igures from the Builders 

Merchant Building 

Index confirm that the 

sector performed relatively well over 

the summer, with sales for the period 

June to August up by 73.8% compared 

to the previous three months (March 

to May) when many merchants had 

closed branches as a result of the 

initial lockdown. 

Interestingly, sales in the June to 

August period this year were down 

by only one per cent compared with 

the same three months in 2019, albeit 

with one more trading day this year. 

The favourable trend continued in 

September, with monthly sales in 2020 

up by 8.3% over 2019.

But this is not a totally rosy picture. 

Once again, the nations of the UK are 

subject to more onerous restrictions 

to control the spread of coronavirus 

and the extension of the Chancellor’s 

original furlough scheme until 31 

March 2021 suggests that non-

essential businesses may not fully open 

for several months.

One positive is that the 

latest announcement classified 

manufacturing and construction 

as essential industries that should 

continue to operate safely and play 

their part in sustaining the economy.  

Indeed, the guidance on the latest 

national restrictions in England (from 

5 November to 2 December) names 

‘building merchants’ among essential 

retail permitted to stay open.

But with the end of the UK’s Brexit 

transition period fast approaching, our 

industry must be prepared to trade 

through two major challenges in 2021.

The financial support measures 

introduced in response to the Covid-19 

pandemic are of a level never before 

seen in the history of the British state.  

In addition to the wage support 

available to every business, the 

Construction Leadership Council 

Taskforce – which the BMF has been 

part of since its inception and just 

been appointed  permanent member 

– has secured a Government-backed 

trade credit insurance scheme, 

the construction talent retention 

scheme as a partnership between the 

Government and industry to secure 

essential talent in the UK construction 

sector, and the Green Homes Grant.  

I would urge you to make use of 

these schemes while they are available. 

With our colleagues on the CLC we are 

pressing for an extension of the trade 

credit insurance scheme – currently 

due to end on 31 December 2020 – 

together with the Green Homes Grant 

and the current Stamp Duty Holiday 

which are both set to end on 31 March 

2021 along with the furlough scheme.

The BMF has been proactive 

in representing our sector to the 

Government throughout the Covid-19 

crisis and we are now applying the 

same energy to ensure that our 

industry’s concerns regarding trading 

post-Brexit are heard and acted upon. 

We are holding Brexit Forums 

to help ensure members have the 

information they need to plan for 

the coming changes and our Brexit 

information hub, now live on our 

website, is regularly updated with 

advice and guidance material. 

To find out more visit www.bmf.

org.uk, where you will also find our 

Covid-19 information hub. There has 

never been a more important time to 

be prepared. n

F

During the current pandemic, now more than ever local retailers (and businesses) need your help to continue to 

serve the community, says Nike Lovell, The IPG’s Head of Marketing.Local shops for local people

mall and independent 

retailers are important 

to the economic fabric 

of our society and are at the heart of 

our communities, it is important that 

we get behind them and show our 

support - we all play a part in their 

existence.
Why does The IPG support 

Independents? With a network of 

over 200 carefully selected member 

locations nationwide, The IPG 

encourages, plumbers, installers, 

and homeowners to shop locally and 

buy all their plumbing, heating, and 

bathroom goods from their local 

independent retailers (online and 

offline).
 Why? Because local independents 

can be like a breath of fresh air, 

bringing much-needed originality and 

variety into communities. They are 

the backbone of our economy, run 

by local people, and you cannot beat 

the personal touch of an owner who 

knows the area. They tend to learn 

more about their customers and are 

much more likely to go above and 

beyond the call of duty, helping when 

they can, often giving you more choice 

and variety. 
Working with many brands from 

across the plumbing, heating, and 

bathroom sector, The IPG members 

can provide the same types of deals, 

if not better, then many well-known 

chains. What is more, when spending 

with local independent retailers, 

the money tends to stay in your 

community, which means other 

businesses and people in the area 

benefit.
Small independent businesses are 

much better at acting fast and adapting 

to a changing market and The IPG 

members are no exception. They 

have been able to change their plans 

or strategy much faster than larger 

competitors, with many demonstrating 

some amazing examples of reworking 

their businesses to offer essential 

services or goods during these unusual 

times.
It is testament to the resolve of our 

members that they reacted quickly to 

Covid-19 challenges, adapting their 

businesses so they could continue to 

service and support their customers. 

Many have implemented ingenious 

new ways to continue trading and to 

evolve, while safeguarding customers 

and staff.
We have seen some amazing 

examples of business acumen; 

members have been very creative to 

ensure they have new ways of safely 

maintaining a high level of support to 

their neighbourhoods.

How can you help? If you have 

a local store that you support, look 

them up on social media platforms 

and follow and share with your friends 

and family, this will help grow their 

exposure. You can also help your 

independent to build trust with others, 

by giving a review on-line.

It takes passion and dedication to 

run a small independent business, so 

shop local, buy from an independent 

and support your community. n
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albeit more slowly
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How the upcoming UKCA 

Marking will change things

Discussion on the industry’s 

response to the pandemic

A survey of homeowners living in England by 

plumbing and heating trade supplier, City Plumbing, 

has revealed that 84% are planning to make their main 

residential property more energy e�  cient in the next 

12 months, and two-thirds are aware of the fi nancial 

assistance the Green Homes Grant could o� er them.

The scheme, which currently ends on March 

2021, allows qualifying homeowners and landlords in 

England to apply for a voucher valued at up to £10,000.

This can be used to help cover some of the cost of 

installing a variety of ‘primary’ and ‘secondary’ energy 

e�  cient upgrades.

However, installers must be registered to TrustMark 

and, when installing low carbon heating measures, 

must also be Microgeneration Certifi cation Scheme 

accredited to take part.

Some 28% of those considering improvements 

intend to use the scheme to help cover the cost, while 

seven per cent have already started with changes 

partially funded by the Green Homes Grant.

Interestingly, the likelihood of using the grant 

appears to increase with the property value. Just 22% 

homeowners with a property valued at £101-£200k 

plan to use it, versus 61% with a home valued at £600k 

or more.
According to the research, the most popular energy 

e�  cient home improvements covered by the grant are:

• Loft insulation (21%)

• Cavity wall insulation (20%)

• Solid wall insulation – internal or external (17%)

• Under fl oor insulation (16%)

• Radiators (13%)

• Underfl oor heating (12%)

• Draught proofi ng – windows & doors (12%)

• Double or triple glazing (11%)

• Pitched roof insulation (11%)

• Flat roof insulation (10%)

Homeowners involved with a large-scale property 

build project are most interested in solar thermal 

(20%), air source heat pumps (20%), ground source 

heat pumps (13%) and biomass boilers (10%).

On the other hand, homeowners who are extending 

their existing property are most interested in UFH 

(23%), double or triple glazing (15%), a hot water tank 

thermostat (12%) and a hybrid heat pump (11%).

Half of the 1,000 homeowners surveyed (53%) said 

that they would make the green home enhancements 

in order to reduce their energy bills, while 44% said 

they would do it as ‘it is important for the environment’.

While the research shows the demand for 

accredited installers, in some instances, homeowners 

reported that qualifi ed tradespeople has been hard to 

fi nd.
Of those who have already gone ahead with an eco-

home project, 16% had not been able to fi nd a suitable 

tradesperson to do the work on their property, while 

18% had found a suitable tradesperson within 50 miles 

of their home, but they weren’t available to do the work 

in the desired timeframe.

The Builders Merchants Federation believes the 

Green Homes Grant will give renewed impetus to help 

people and companies move towards a low or zero-

carbon future in their homes and workplaces.

With 80% of building materials manufactured by 

BMF members in the UK, and much of the products 

sold through builders’ merchants at the heart of their 

local communities, merchanting is seen as an essntial 

sector, which will be key to the recovery of the UK’s 

national economy. 

The BMF is also working in partnership with 

TrustMark, the Government endorsed quality scheme, 

to ensure quality in the programme’s supply chain.

One dedicated

partner for

every wall

building project

www.hhcelcon.co.uk
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New research commissioned by City Plumbing to find out if homeowners know about and plan to use the 

Government’s Green Homes Grant shows massive demand, and an opportunity for tradespeople.
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 1,923 Director, owner

 220 Manager, area

 3,982 Manager, branch

 210 Manager, buyer

 62 Manager, trade counter

 694 Manager, sales

 549 Manager, other

 402 Other

 Individual 
requests

 Company 
requests

 23%  
0-1 Years

 37%  
1-2 Years

 19%  
2-3 Years

 20%  
3-4 Years

BMN is 100% 
requested, meaning 
that every copy is 
guaranteed to go to 
a reader who works 
within the industry 
and has specifically 
requested the 
magazine. This means 
that we — and our 
advertisers — can be 
absolutely sure that our 
message is reaching 
the right people every 
single month.

CIRCULATION

CIRCULATION BY JOB TITLE

Builders’ Merchants 
News is audited by 
the Audit Bureau of 
Circulation (ABC). 
Its strictly controlled 
and daily updated 
circulation is sent to 
over 8,000 people 
involved in the builders’ 
merchant market.

Controlled free 
requests Total 

Qty % 

Total 8,146 100

Individual 
Requests

6,665 81.1

Company 
Requests

1,377 18.9

Age of source 
controlled 
requests

Total 

Qty % 

0-1 Years 1,843 27

1-2 Years 2,965 40

2-3 Years 1,522 21

3-4 Years 1,603 11

*ABC data 1 July 2019 – 30 June 2020

8,390
CIRCULATION 
(average per issue)



JANUARY

Editorial Copy Deadline: 7 January 2021 
»  Adhesives, Sealants, Paints & Woodcare
»  Information Technology
»  Kitchens
»  Roofing & Insulation
»  Workwear & Tools

FEBRUARY

Editorial Copy Deadline: 8 February 2021 
»  Floors, Doors & Windows
»  Heating
»  Landscaping & Gardening
»   IPG Supplement

MARCH

Editorial Copy Deadline: 8 March 2021 
»  Bricks, Blocks, Lintels, Cement & Aggregates
»  Sustainability
»  Timber
»  Transport, Storage & Display
»  Water Management (including Drainage)
»  Builders’ Merchants Awards Finalists Brochure
  
APRIL

Editorial Copy Deadline: 6 April 2021
»  Plumbing
»  Information Technology
»  Roofing & Insulation
»  Leading Lights Supplement
  
MAY

Editorial Copy Deadline: 30 April 2021  
»  Bathrooms
»  Fasteners & Fixings
»  Security
»  Builders’ Merchants Awards Winners Brochure

JUNE

Editorial Copy Deadline: 21 May 2021
»  Adhesives, Sealants, Paints & Woodcare
»  Bricks, Blocks, Lintels, Cement & Aggregates
»  Health & Safely

JULY/AUGUST

Editorial Copy Deadline: 19 July 2021  
»  Drylining & Plasterboard
»  Information Technology
»  Landscaping & Gardening
»  Roofing & Insulation
  
SEPTEMBER

Editorial Copy Deadline: 20 August 2021 
»  Floors, Doors & Windows
»  Heating
»  Timber
»  Transport, Storage & Display
»  Water Management (including Drainage)
»  Irish Supplement
  
OCTOBER

Editorial Copy Deadline: 20 September 2021 
»  Adhesives, Sealants, Paints & Woodcare
»  Information Technology
»  Kitchens
»  Plumbing
»  Training

NOVEMBER/DECEMBER

Editorial Copy Deadline: 8November 2021   
»  Bathrooms
»  Fasteners & Fixings
»  Security
»  NMBS Special: Strengthening Independents
»  2021 BMF Conference Review
»  2022 Calendar
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DISPLAY RATES & 
MECHANICAL DATA

DOUBLE PAGE SPREAD £4,727

Type 318 x 470
Trim 340 x 490
Bleed 346 x 496

HALF PAGE (HORIZONTAL) £1,575

Type 155 x 225
Trim 167 x 245
Bleed 173 x 251

FULL PAGE £2,678

Type 318 x 225
Trim 340 x 245
Bleed 346 x 251

HALF PAGE (VERTICAL) £1,575

Type 318 x 110
Trim 340 x 120
Bleed 346 x 126

QUARTER PAGE (PORTRAIT) £916

Type 150 x 110

QUARTER PAGE (VERTICAL) £916

Type 318 x 52.5
Trim 340 x 62.5
Bleed 346 x 68.5

FRONT COVER STRIP ADVERT £2,678

Type 30 x 215

QUARTER PAGE (HORIZONTAL) £916

Type 75 x 225
Trim 87 x 245
Bleed 93 x 251

All measurements height x width (mm)

SPECIAL POSITIONS: PRINT

WRAPAROUND COVER

£6,000

Printed on heavier grade 
paper than the usual pages 
of BMN, advertising space 
includes the front cover, inside 
front cover, inside back cover 
and outside back cover.

BMNBMN

INSIDE FRONT GATEFOLD

£5,500

Advertising space includes 
the inside front cover 
opening to a double page 
spread (3 pp in total).

BMN

BELLYBAND WITH DPS

£5,050

Bellyband stuck to a double 
page spread in the centre 
of BMN. This allows the 
magazine to open to the 
DPS without removing the 
bellyband.

BMN

INSERTS

£ PRICE ON REQUEST

Price dependent on size and 
weight.

BMN

FRONT COVER EARPIECE £500

Type 43 x 50 
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DIGITAL ADVERTISING OPTIONS

  Leaderboard: 650 (w) x 80 (h) px: 
£1,500 per month

  MPU: 300 (w) x 250 (h) pixels: 
£1,250 per month

E-NEWSLETTER ADVERTISING

Every week Builders’ Merchants News produces 
a weekly e-newsletter delivering up-to-date news 
and information straight to registered recipients’ 
inboxes. There are advertising options available 
providing a great way to reach merchants while 
they are reading their weekly update.

BMN WEBSITE

www.buildersmerchantsnews.co.uk is the key 
website for finding up-to-date information on 
the builders’ merchant sector. The website is an 
excellent tool for breaking news, to launch new 
products and promoting sales messages to the 
merchant sector.
Rollover the rectangles below to see them in situ:

  Leaderboard: 728 (w) x 90 (h) pixels 
£1,500 per month

  MPU: 300 (w) x 250 (h) pixels 
£1,250 per month

WEBSITE SKIN

SOLUS E-SHOTS

A solus branded e-shot (BMN logo embedded in 
copy) sent to the BMN weekly enewsletter data 
list.

£1,500

  Skin: Run of site — advertising to appear 
on the sides of BMN website and leaderboard 
position. 
£2,200 per month

November/December 2020

B U I L D E R S ’  M E R C H A N TS  N E WS

BMN
www.buildersmerchantsnews.co.uk

BMBI Round table BMF Forums Product conformity
The recovery continues, 

albeit more slowly

page 11 page 24-26 page 30-36/43 page 41

Our reports on 
five themed forums

How the upcoming UKCA 
Marking will change things

Discussion on the industry’s 
response to the pandemic

A survey of homeowners living in England by 
plumbing and heating trade supplier, City Plumbing, 
has revealed that 84% are planning to make their main 
residential property more energy e�  cient in the next 
12 months, and two-thirds are aware of the fi nancial 
assistance the Green Homes Grant could o� er them.

The scheme, which currently ends on March 
2021, allows qualifying homeowners and landlords in 
England to apply for a voucher valued at up to £10,000.

This can be used to help cover some of the cost of 
installing a variety of ‘primary’ and ‘secondary’ energy 
e�  cient upgrades.

However, installers must be registered to TrustMark 
and, when installing low carbon heating measures, 
must also be Microgeneration Certifi cation Scheme 
accredited to take part.

Some 28% of those considering improvements 
intend to use the scheme to help cover the cost, while 
seven per cent have already started with changes 
partially funded by the Green Homes Grant.

Interestingly, the likelihood of using the grant 
appears to increase with the property value. Just 22% 
homeowners with a property valued at £101-£200k 
plan to use it, versus 61% with a home valued at £600k 

or more.
According to the research, the most popular energy 

e�  cient home improvements covered by the grant are:
• Loft insulation (21%)
• Cavity wall insulation (20%)
• Solid wall insulation – internal or external (17%)
• Under fl oor insulation (16%)
• Radiators (13%)
• Underfl oor heating (12%)
• Draught proofi ng – windows & doors (12%)
• Double or triple glazing (11%)
• Pitched roof insulation (11%)
• Flat roof insulation (10%)

Homeowners involved with a large-scale property 
build project are most interested in solar thermal 
(20%), air source heat pumps (20%), ground source 
heat pumps (13%) and biomass boilers (10%).

On the other hand, homeowners who are extending 
their existing property are most interested in UFH 
(23%), double or triple glazing (15%), a hot water tank 
thermostat (12%) and a hybrid heat pump (11%).

Half of the 1,000 homeowners surveyed (53%) said 
that they would make the green home enhancements 
in order to reduce their energy bills, while 44% said 

they would do it as ‘it is important for the environment’.
While the research shows the demand for 

accredited installers, in some instances, homeowners 
reported that qualifi ed tradespeople has been hard to 
fi nd.

Of those who have already gone ahead with an eco-
home project, 16% had not been able to fi nd a suitable 
tradesperson to do the work on their property, while 
18% had found a suitable tradesperson within 50 miles 
of their home, but they weren’t available to do the work 
in the desired timeframe.

The Builders Merchants Federation believes the 
Green Homes Grant will give renewed impetus to help 
people and companies move towards a low or zero-
carbon future in their homes and workplaces.

With 80% of building materials manufactured by 
BMF members in the UK, and much of the products 
sold through builders’ merchants at the heart of their 
local communities, merchanting is seen as an essntial 
sector, which will be key to the recovery of the UK’s 
national economy. 

The BMF is also working in partnership with 
TrustMark, the Government endorsed quality scheme, 
to ensure quality in the programme’s supply chain.

One dedicated
partner for
every wall
building project

www.hhcelcon.co.uk

3658_H+H_earpiece BMN 50x40_V02_15.1..19.indd   429/04/2019   10:13

New research commissioned by City Plumbing to find out if homeowners know about and plan to use the 
Government’s Green Homes Grant shows massive demand, and an opportunity for tradespeople.

POLL 
REVEALS 

HUGE 
DEMAND 

FOR 
GREEN 
HOMES 
GRANT

Builders’ Merchants

awards

SAVE THE DATE
PARK PLAZA HOTEL

14.05.21
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CLASSIFIED & RECRUITMENT ADVERTISING

SHOWCASE

The classified Showcase section is for the promotion 
of products and promotional literature. Each panel 
consists of 100 words, image and contact details. 
A longer entry also appears online under the 
Showcase tab on the BMN website.  

Cost: £175  
(Online only: £100)

2022 BMN CALENDAR

The BMN Calendar format allows 
twelve advertisers (one per 
month) an exclusive opportunity 
to be in front of merchants. The 
A4 sized Wall Calendar has a 
month to view and is sold on a 
first come first served basis.

Cost for one month: £1,750
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Snickers Workwear jackets are well 
known for delivering performance and 
comfort at work - integral features of 
this new range of Windproof Jackets.

Sharp, stylish looks and market-
leading GORE® WINDSTOPPER® and 
stretch CORDURA® fabric technology 
to make this jacket a must for winter 
on site or outdoor leisurewear.

This great-looking jacket has a 
fleece-lined interior for warmth and 
climate control fabric to keep your 
body warm or comfortably cool when 

Dress for windy 
weather 

you most 
need it. With 
a water-
repellent 
fabric, it can 
be worn on 
its own or 
combined 
with Snickers’ 
Mid and Base Layer garments.

The jacket has long arm cuffs with 
thumb grips for warm comfort and 
a high collar that delvers extra wind 
protection.

www.snickersworkwear.co.uk 

Bond It, one of the UK’s fastest 
growing manufacturers of sealants, 
adhesives and building chemicals, has 
launched a new sealant to compliment 
its already growing silicone and sealant 
range.

No Crack Caulk, introduced under 
the companys Superheros Brand, is a 
water resistant, high quality decorators 
caulk that prevents craze cracking 
when painted.

This white, solvent-free, water-
based sealant is highly flexible, with a 
joint movement capability up to 12.5% 

Don’t crack up and can be overpainted 
within 1 hour.

With excellent gap-
filling properties this 
hard wearing Caulk 
contains a fungicide to 
retard mould growth 
and is suitable for use 
on both interior and 
exterior jobs. 

Adheres to most 
surfaces without the use 
of a primer and is non-
corrosive to metals.

www.bond-it.co.uk

Birkdale, a leader in advanced gate and 
fencing hardware, has been awarded 
full product patents for the single 
and double locking versions of its 
innovative GATEMATE® Euro Profile 
Long Throw Lock. 

Designed to provide superior gate 
security across all types of applications, 
the GATEMATE® Euro Profile Long 
Throw Lock outperforms traditional 
locking systems on a number of levels. 
The durable and reliable solution 
features a unique, hardened core 

Security delivered with 
Birkdale

bolt design, with a high-security six 
pin lock barrel, making it far harder 
to cut through, if attempted. This 
resistance can be further enhanced 
with the addition of a High Security 
Escutcheon, which is also supplied by 
Birkdale.

www.birkdalesales.com

The characterful look of reclaimed 
flooring can be easily created with 
the popular Brada designs, part of the 
Malmo™ Senses Multi-Width luxury 
vinyl tile collection.

Malmo™ Senses features the latest 
registered and embossed technology 
where the printed design is in line 
with the surface texture, enabling the 
material to perfectly mirror the look 
and feel of real wood. 

The Brada design comes in two 
fashionable colourways of Brada 

Multi-width LVT nails the 
reclaimed flooring look

Storm and Brada 
Chestnut. Brada 
authentically 
replicates 
the look of 
reclaimed wood 
with random 
plank widths 
and lengths, but all achieved from 
a single plank size of 1220 x 180 x 
5.5mm. The product is compatible 
for use with water-piped underfloor 
heating and is supplied in a pack size 
covering 1.75m². 

www.malmoflooring.com

This new fold-away glass ‘Deflector 
Panel’ is a stylish and practical 
solution designed to suit the Ultimate 
collection of showering panels from 
Kudos.

Launching in November, it’s a 
hinged deflector panel that is designed 
to minimise over-spray and contain 
splashing within the showering space, 
making it ideal for smaller walk-in 
enclosures. It folds neatly behind the 
fixed panel when not in use and when 
opened stops at 135° providing the 
optimum protection. The 300mm 

The ultimate deflector deflector is 
available in 
both 8 and 
10mm glass 
thickness and 
can be easily 
retro-fitted to 
any exisiting 
Ultimate panel, no tools or silicone 
required. These frameless, handed, 
glass deflectors come as standard 
with Crystal clear seals for minimalist 
appearance and a choice of silver 
chrome or matt black fixings.

www.kudosshowers.co.uk

Uni-Prop® International Ltd has 
announced that the award-winning 
Uni-Prop product will soon be available 
across Australia and New Zealand.  

The exclusive distribution 
partnership with The Hartman Group, 
opens up the Australasian continent 
to the innovative adjustable building 
support which can be quickly adapted, 
in just 60 seconds, to safely deliver 
controlled hydraulic power of up to 
2000kgs over a range of 1.14m to 3.3m.

Uni-Prop launches in 
Australia and New 
Zealand 

Suffolk 
based Uni-Prop® 
International Ltd 
is a true British 
success story.  
Recognised with 
a number of 
business awards, 
the product 
exemplifies innovative design and 
function, which also improve the 
construction process, with a heavy 
accent on resulting Health & Safety 
benefits.

www.uni-prop.com

C.K is set to extend its successful 
lighting range, with a selection of 
innovative new products, including a 
range of high performance site lights 
and head torches, that offer a host 
of advanced features and benefits, 
including the very latest in LED 
lighting technology.  This includes:  
The C.K T9613 Head Torch, a feature 
packed, powerful LED head torch, 
available in a USB Rechargeable model 
or battery operated option; and the C.K 
T9735USB 10W Rechargeable LED 
Site Light, one of the most powerful 

Lighting the way

compact site lights on the market.
Whatever the task in hand, the new 

C.K lighting products, are designed to 
offer trade professionals a great choice 
of innovative products that combine 
versatility with the quality and 
reliability they have come to expect of 
the C.K brand.

www.carlkammerling.com

  S h o w c a s e  nNovember/December 2020

The JUWO Evolved SmartWall™ 
consists of a structural aerated clay 
block system with a thin bed adhesive 
layer that provides many advantages 
over conventional brick and block or 
other thin bed mortar products.
•  Excellent Thermal, Fire & Acoustic 

Performance
•  Meets & Exceeds Part L 

Requirements.
• Quick Construction Time
• Single solid wall construction
• Modern Method of Construction

The JUWO Evolved 
SmartWall™

•  Thin bed 
mortar 
technology

•  Complete 
Building 
System.

•  Completely 
Vapour 
permeable.

The fired, 
aerated clay blocks come as a complete 
system that includes lintels, corner 
and shaped blocks, insulated mortar, 
adhesive and applicators.

www.evolvedsupplies.co.uk

RECRUITMENT PRINT ADVERTS

The Recruitment section of BMN is the perfect 
place to recruit new staff as they are reading the 
magazine. The online Recruitment page of the BMN 
website is perfect to catch those who are actively 
looking for a new role.

Full Page:  £2,500

Half Page:  £1,400

Quarter Page:  £750

Online:  £250

All roles included in print adverts will be listed on the recruitment page of the 
BMN website.

For an additional £150 your vacancy can be featured on the weekly enewsletter 
with a link to the job listing.

HB42_BMN_A4_CalendarAd_Nov20_Vs1_AW.indd   1

11/11/2020   11:12

UK BANK HOLIDAYS:: • 25th - Christmas Day • 26th - Boxing Day (substitute days 27th & 28th)

HB42_BMN_A4_CalendarAd_Nov20_Vs1_AW.indd   1

11/11/2020   11:12

mannokbuild.com

YOUR NEW BRAND FOR SUPERIOR BUILDING PRODUCTS

UK BANK HOLIDAYS: • 1st - New Year’s Day

mannokbuild.com

YOUR NEW BRAND FOR SUPERIOR BUILDING PRODUCTS



2021 MEDIA INFORMATION8

BMN PRESENTS

BMN Presents Is a perfect way to get a unique message out to the industry across all formats, print, 
online and via social media. Each BMN presents video is an interview with Tim Wood, via a virtual 
platform that is then embedded into the digital version of BMN, within your print or advertorial page.  
The interview with Tim Wood is a brilliant way to introduce a new product, or big event such a name 
change or new company launch. The package includes a 5 question edited video, two short teasers to 
use across social media, a full page print advertisement, full coverage on the BMN website, and coverage 
across all of BMN’s social media platforms. 
Cost: £2,995

24

Builders’ Merchants News and Bristan, the UK’s largest supplier of showers, taps and bathroom accessories, 
jointly hosted a virtual round table on 10 November 2020 to discuss the ongoing issues faced by builders’ 
merchants and construction materials suppliers as they strive to keep the UK merchant sector on track 
throughout the Coronavirus pandemic. BMN editor, Tim Wood, who chaired the event, reports.

“The key to our whole industry 
is talking to each other”

hen Builders’ 
Merchants News 
teamed up with SRS 

Recruitment Services to commission a 
survey about how the merchant sector 
was coping with Coronavirus, the 
responses were positive and the overall 
feeling was that the sector has the 
capability to stand strong during such 
unprecedented times.

That particular survey was carried 
out in early summer, so some four 
months later, the first question up for 
discussion is: Is the merchant sector 
still coping well with the pandemic?

Newcomb, who admitted he was 
always an optimist, backed up his 
positivity by revealing that September’s 
BMBI sales figures will be up 8.5% on 
last year. 

“Having attended a number of 
virtual regional meetings, merchants 
were almost embarrassed to say how 
good business is right now as October 
and November have followed on from 
September,” he said. “Considering 
where we were in April when the 
market was down just under 80% it 
is an incredible turnaround. We have 
ridden this crisis very well as a sector.”

Harrison agreed that “despite 
having to work everything out 

ourselves as to how to cope as an 
industry” it is remarkable what has 
been achieved. “Merchants have been 
keeping the population warm, dry and 
safe with a roof over their heads, while 
battling a virus which at the time we 
knew nothing about,” he said. “The 
whole industry deserves a gong and we 
should all be very proud.”

Pierce, however, sounded a note 
of caution and said there is a need to 
rationalise how well the industry has 
done. “The original lockdown began in 
an amazing spring, lots of people were 
on furlough, laying patios, putting 
fences up,” he said. “You tend not to 
lay a patio or put up a fence every 
year and the year after, or put in a 
bathroom.”

So, what are the challenges of a 
second national lockdown and how 
does it compare to the first?

Hansell believes the difference is 
that everybody is ready for it. “The fact 
that our customers’ customers have 
been allowed to operate in consumers’ 
houses has led to significantly more 
clarity and we are seeing increased 
demand compared to the first time 
around,” he said.

More clarity 
from government 
Pierce agreed there has been more 
clarity. “The lockdown hasn’t been 
as restraining second time round as 
the Government has been clear that 
construction can stay open,” he said.

Harrison believes there are 
winners and losers dependent upon 
which part of the sector you serve. 
“Those that have been servicing local 
customers and those that have a 
pretty large percentage of DIY within 
their business have all fared pretty 
well following the original lockdown, 
while the specialist merchants, such 
as those involved in infrastructure 
and on bigger commercial projects, 
are not finding life so easy,” he said. “I 
think it is important that we don’t over 
generalise the market.”

Harrison added that the role the 
BMF has played is phenomenal. “If 
any merchant ever questioned what 
the role of the BMF is, this year has 
answered that in spades for smaller 
and larger members across the 
spectrum, as well as suppliers.”

Newcomb responded by saying that 
following the first announcement of 
a lockdown by Boris Johnson, he took 

250-300 calls from members within 
48 hours, “most of which were asking 
should we stay open or close, you tell 
us”. 

That was a major challenge, he 
said, as was a massive decrease in 
revenue from training. “Our revenue 
has dropped by close to £0.5 million 
in the past six months,” he said. “How 
do you manage your business when 
your revenue drops off a cliff like that, 
but you still need to offer support and 
service to your membership?”

For Bullivant, product availability, 
complacency about health and 
wellbeing and the issue of handling 
outbreaks when they pop up in your 
branch were the main challenges.

Like Bullivant, Harrison revealed 
that Travis Perkins had first-hand 
experience of the effects of a positive 
test for Covid. “It is having a major 
impact on branch life. That team has 
to protect themselves, we have to go 
and clean that branch and we have to 
find a new crew to man the branch,” 
he said.

Harrison had also seen a rise in 
accidents in the business within 
heavyside and timber operations. 
“We have had to pick every brick and 
block, no customers have been allowed 
to pick their own orders and teams 
working in our yards have worked 
considerably harder, more physically. 
Our challenge is keeping people safe, 
especially as we enter the winter 
where yards are wet, dark and cold.”

Faster on our feet
Pierce referenced two previous 
challenges, the early 90s recession and 
three day working week. “But we are 
much faster on our feet and the digital 
side of things has been a saviour for 
the industry and we have adapted very 
well with that,” he said.

For Beney, there were three 
challenges: “Cash flow, but we saw 
cash coming through from our 
customers; people watching news 
panicking and asking how long are 
we going to be off work and then 
trying to get them back to work after 
opening up; and suppliers taking the 
opportunity to furlough huge amounts 
of their staff which left it difficult to 
get deliveries to our customers.”

Everyone on the panel has 
experienced specific problems, but 
have any seen any benefits for the 
sector because of the pandemic?

Newcomb cited the image and 
the reputation of the industry, with 
construction now used as an example 
internally with Government as to how 
a sector has adapted and responded to 
change. “The respect we have within 
The Department for Business, Energy 
& Industrial Strategy and within other 
Government circles has moved to a 
different level,” he said.

For Hansell, it is the way people 
have really stepped up and step 
changed their performances to ensure 
customers get what they want when 
they want it. 

“Our Warehouse Manager and one 
of his operatives came in and opened 
the warehouse on a Sunday because 
we had an order arrive on the Friday 
afternoon for a Nightingale hospital,” 
he said. “They came in, picked it, 
packed it and delivered it over a 
weekend. They did not need to do that, 
but they wanted to. They went that 
extra mile, which to me is incredible.”

Beale has been impressed by the 
way e-Commerce has evolved. “If 
someone had said a year ago that we 
would be having this zoom call, those 
of us here would have probably said 
would we?” he said.

“It was coming, but it was trickling 
down the pipeline. It has been 
massively accelerated and while none 
of us what to celebrate a pandemic 
there have been some really good 
things to come out of it.”

Bullivant agreed: “Everybody 
adopting video conferencing very 
quickly allows quick, short sharp 
meetings more often and this has 
streamlined efficiency.”

Griffiths added: “The use of 
technology has improved the way our 
field sales team has worked together 
and their relationships with our 
internal departments.” 

The rapid rise 
in technology
Pierce wanted to offer a different spin 
on the rapid rise in technology.

“The one saying always attributed 
to this particular industry is people do 
business with people,” he said. “We are 
losing connectivity between teams, 
meaning there is not the normal vibe 
for information exchange through 
conversation or relationship building 
over the years. 

“I am not advocating that we go 
back into this industry’s massive social 

W
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The panel:
• Ian Hansell, Vice 

President of Sales, Bristan
• Gareth Griffiths, Sales 

Director, Bristan
• John Newcomb, CEO, 

Builders Merchants 
Federation

• Robin Beal, Chairman, 
The IPG

• Andrew Harrison, CEO, 
Plumbing and Heating 
Division of Travis Perkins

• Ken Beney, Managing 
Director, Fayers Plumbing 
& Building Supplies

• Stewart Pierce, Managing 
Director, AVS Fencing 
Supplies

• Paul Bullivant, 
Commercial Director, 
Howarth Timber & 
Building Supplies  

Hosted by Tim Wood, Editor, 
Builders’ Merchants News
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events calendar, but ultimately we 
are losing contact between suppliers, 
merchants, and our own customers. 
There is always a balance in everything 
we do, but I feel we are just out of that 
balance right now.” 

The relationship between 
suppliers and manufacturers during 
the pandemic was the next topic for 
discussion.

Beney admitted the relationship 
between Fayers and many of its 
suppliers was much better. “We knew 
that we would be seeing a massive 
decline in purchases for a number of 
months, so we spoke to our suppliers 
about how we can work through it and 
lessen the pain,” he said.

“It was quite refreshing as to how 
many of them wanted us to work 
with them as a group to realign our 
budgetary targets, how we can put 
promotions in place and to ensure that 
you have got supply. It has actually 
made it easier to negotiate for next 
year.”

Newcomb believes the relationship 
between the two has certainly changed 
over the past seven months. 

“If I look back to April, I was getting 
a lot of calls from some very upset 
suppliers who said the relationship 
would never be the same,” he said.

“We have moved on and people 
have forgotten that, but I do remember 
in the height of this storm some of 
those suppliers who were desperately 
concerned that they wouldn’t be paid 
or their payments would be deferred. 
Many merchants were also worried 
they would not be paid by customers. 

“We have had to go through some 
pain and misery to get to where we 
are now, but there was some really 
hairy things going on in terms of the 
relationship between the two.”

Hansell said: “There were some 
early challenges around payments but 
we ironed those out pretty quickly with 
individual businesses and we came 
up with payment plans that suited all 
parties. 

“Coronavirus has challenged the 
relationship between the suppliers and 
merchants - particularly at the front 
end of our businesses and with regards 
to sales people and how we get the 
message across to branches around 
added value of products and features 
and benefi ts - so we are investing in 
new platforms to get those messages 

across.” 
The next question was how will 

suppliers and manufacturers work 
together in the future? 

Hansell countered that with a 
question of his own. How do we 
work together to ensure all the new 
products, all the new technologies, 
all the new training opportunities we 
o� er continue to fl ow throughout our 
relationship in the future?

For Gri�  ths, the future is going to 
be all about balancing the use of new 
technology because zoom and video 
conferencing will not be the answer to 
everything. 

“We are still very much a face-to-
face industry and people still want to 
see that replicated,” he said. “Video 
conferencing will help us but it is not 
the entire answer. Ninety fi ve per cent 
of the calls made by my teams since 
they came back to work are made on 
the phone so the challenge is how 
we maintain the relationships with 
our merchant customers without 
necessarily being able to see them face-
to-face.”

Harrison said: “There was a lot of 

hu�  ng and pu�  ng earlier in the year 
but as soon as a nice little order is in 
the o�  ng that will all get forgotten 
pretty quickly. We should not kid 
ourselves that the world is going to 
change because it is not.

“We have done a good job not only 
with suppliers but with customers and 
our own people. We ended up with 
three distinct groups of colleagues; 
those in their normal place of work; 
those working from home; and those 
who were furloughed. We had to 
try and fi nd ways to keep people in 
touch, motivated and engaged within 
these groups, plus customers, plus 
suppliers, so that is the importance of 
communicating and treating suppliers 
with respect. The key to our whole 
industry is talking to each other.”

Pierce believes the word going 
forward for sales forces is opportunity. 
“Face-to-face contact is still going 
to be required and I can see smaller 
independents either maintaining or 
actually starting their own external 
sales force. I think it is more di�  cult 
to maintain for the nationals, but I do 
believe independents will strike out 

on that particular issue and re-enforce 
their sales forces as an avenue into the 
marketplace.”

Regular engagement 
with customers
So with no live events to attend for the 
near future and face-to-face meetings 
much reduced, how could the sector 
ensure there is regular engagement 
with customers?

Newcomb cited September’s BMF 
Members Day as an example of a 
typical event hit by the pandemic.

“It was very successful, successful 
in terms of the fact that there were 188 
people on that call,” he said. “Was it as 
good as a normal face-to-face Members 
Day? No. And, would I choose an event 
like that over a face-to-face? Never. 

“It’s all the meetings outside the 
formal event that you miss, at the 
bar, over a co� ee. That is where the 
real business is done. The next BMF 
Conference is sold out, just eight weeks 
after we launched it, which shows the 
industry is desperate for a live event. 

“I believe live events will come back 
around May or June next year. I do 

n John Newcomb.

n Andew Harrison.

n Paul Bullivant.

n Gareth Griffiths.

n Robin Beal.

n Stewart Pierce.

n Ken Beney

n Ian Hansell.

n Tim Wood.

ROUND TABLE DEBATES

Round Table Debates are an unrivalled opportunity to sit down with your customers (and potential 
customers) to talk about a variety of topics and gain knowledge of views in the industry. A Round Table 
Debate can cover any relevant topic such as IT, Heavyside, COVID or Brexit, for example. BMN will work 
with each sponsor to hand pick the right selection of industry people that will encourage a good debate. 
Delegates are invited to the debate by BMN. The debate is hosted by Tim Wood (BMN Editor) and can 
be either a live event with lunch and networking, or a virtual event. The debate is written up on a double 
page spread within BMN and it is promoted via the BMN website and social media channels. 
Cost: £4,500



BM AWARDS

Builders’ Merchants

awards

The Builders’ Merchants Awards are the key 
all-industry event of the year gathering 
merchants and suppliers together to celebrate 
their hard work and achievement throughout 
the year. 

The Awards are seen as the pinnacle event of the 
merchant year, where winning an award is highly 
coveted and the diverse range of award categories 
reflects the dynamic nature of our industry. 
The Builders’ Merchants Awards are judged by 
a panel of independent industry experts who 
have vast experience and extensive knowledge 
of the builders’ merchants sector and the wider 
construction industry. 

The Builders’ Merchants Awards are THE industry 
Awards so get involved with the celebration of 
your industry. 

Sponsorship opportunities are available and 
include full category sponsorship, or support 
sponsorship options.

Visit the awards website at 
www.merchants-awards.co.uk

 
“We are 

delighted to be able 
to sponsor a category that 
rewards individuals for their 

efforts with the award going to a 
very worthy winner. The awards are 

well organised and well attended 
with the BMN team working hard to 

ensure success.” 

Mark Hall, Managing Director 
SRS Recruitment Solutions

 
“The Builders’ Merchants 

Awards are the must-attend 
event each year, as not only is it 
an important opportunity for the 

industry to celebrate the success of 
our industry but it is also a fantastic 

networking event.” 

Andy Williamson 
SIG

2021 MEDIA INFORMATION9



PRODUCTS & SERVICES

Builders’ Merchants News
Hemming Media, 32 Vauxhall Bridge Road, London SW1V 2SS

Tel: 020 7973 6400  |  www.buildersmerchantsnews.co.uk

@BMerchantsNews Builders’ Merchants News

BMN
PRIN

T
DIGITAL

EVENTS
PA

RTN
ERSHIP

S

ADVERTORIALS 

ROUND TABLE DEBATES
 Live Virtual

CLIENT ESHOTS

CLIENT SURVEYS 

https://www.buildersmerchantsnews.co.uk/supplements
https://edition.pagesuite.com/html5/reader/production/default.aspx?pubname=&edid=0997c43b-cc15-4b6e-a0e5-019a39c57e07&pnum=51
https://edition.pagesuite.com/html5/reader/production/default.aspx?pnum=39&edid=0997c43b-cc15-4b6e-a0e5-019a39c57e07
https://edition.pagesuite.com/html5/reader/production/default.aspx?pubname=&edid=295ba283-a3a1-4f17-82f8-c9a8498f8b42&pnum=38
https://www.buildersmerchantsnews.co.uk/
https://www.buildersmerchantsnews.co.uk/Recruitment
https://www.buildersmerchantsnews.co.uk/BMN-presents-Fibo/50191
https://www.buildersmerchantsnews.co.uk/form/newsletter
https://www.bmf.org.uk/
https://www.nmbs.co.uk/
https://www.the-ipg.co.uk/
https://wcobm.co.uk/
https://www.handbgroup.com/
http://www.merchants-awards.co.uk/
http://ebooks.hgluk.com/~production/ebooks/bmn2019/bmn1219_ebook/index.html?page=16
https://www.buildersmerchantsnews.co.uk/Round-table-The-response-of-the-industry-to-the-pandemic/50404

	Next page 3: 
	Next page: 
	Page 2: 
	Page 8: 

	Previous page: 
	Page 2: 
	Page 8: 

	Next page 9: 
	Previous page 9: 
	Next page 2: 
	Previous page 2: 
	Next page 5: 
	Previous page 5: 
	E-Leaderboard button 2: 
	E-MPU button 2: 
	Leaderboard button 2: 
	MPU button 2: 
	Leaderboard button 3: 
	e-news Leaderboard 2: 
	e-News MPU 3: 
	e-News MPU 4: 
	Leaderboard highlight 2: 
	MPU Highlight 2: 
	Next page 7: 
	Previous page 7: 
	Next page 4: 
	Previous page 3: 
	Previous page 8: 
	Button 18: 
	Button 17: 
	Button 21: 
	Button 20: 
	Button 19: 
	Button 25: 
	Button 26: 
	Button 27: 
	Button 28: 
	Button 14: 
	Button 24: 
	Button 15: 
	Button 29: 
	Next page 1: 
	Previous page 1: 


