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Europe: Successful six months
The Hornbach Group has successfully concluded the first half of the 2008/2009 financial year (1 
March to 31 August 2008). Net sales of the parent company, Hornbach Holding AG, rose 6.7% to € 
1.526 billion. The Hornbach Baumarkt AG part of the group also increased sales by 6.7% to € 1.439 
billion, which amounts to an increase of 1.9% in compares to the same period last year. The group’s 
international stores recorded a 13.3% increase in sales, totalling € 584.6 million. EBIT recorded by the
Hornbach DIY stores rose by 58.3%  to € 114.4 million. The German group currently operates 127 
DIY and garden stores, 36 of them abroad. The average retail area per store comes to just under 11 
200 m².

Source: www.diyglobal.com

Europe: In deficit
The Tengelmann group of companies (TUG) has announced the sales figures (gross) for its DIY retail
division. Obi, a subsidiary of Tengelmann, achieved sales of € 5.765 billion in its total of 515 stores (in
eleven countries) during the 2007/2008 financial year (to 30 April). This means that total sales 
dropped by 0.2% compared with previous year. The decline was particularly steep in Germany, down
9% to € 3.303 billion. By contrast, OBI was able to grow sales by 14.6% to € 2.462 billion abroad. A 
high level of investment is planned to allow OBI to continue to grow over the next few years. This 
expansion will be focused on the countries of Eastern Europe, with market entry into Romania, 
Slovakia and Ukraine just around the corner. The group's current financial year ends on 31 December
2008 and, as a rump year, will comprise just eight months.

Source: www.diyglobal.com
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Germany: The new GROHE store

Room for ideas and creativity: the new GROHE Store at the company’s Corporate Center in 
Düsseldorf is ready to welcome its visitors. For the first time, the company is presenting its brand and
philosophy in a new architectural dimension spanning 350 m2. The setting is outstanding: flooded with
light and clarity, it invites visitors to stroll through a whole variety of style worlds.

The new GROHE Store welcomes visitors into three different style worlds – Cosmopolitan, 
Contemporary and Authentic. From fittings with voluptuous Swarovski crystal ornaments to digital 
high-tech in the GROHE Ondus series, the whole diversity of GROHE is now united under a single 
roof.

Source: www.grohe.com

Germany: Only temporary repurchase of shares
The German DIY group Hornbach is looking into acquiring Kingfisher’s block of shares. Hornbach has
the right of first refusal to the shares held by the British DIY retailer. According to a statement from 
chairman Albrecht Hornbach, permanent acquisition of the share package is not the strategic goal of 
the family trust. However, participation for a transitional period may be a possibility, in order to find a 
suitable partner, for instance. Kingfisher recently announced a willingness to divest itself of the 
package at a reasonable price for strategic reasons. The British group holds shares in both the 
holding company and in Hornbach Baumarkt AG, the biggest individual company. The chairman 
estimated the current market value of the Kingfisher shares at € 110 – 120 million.

Source: www.diyglobal.com
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Italy: Celebratory DIY store in Italy
The Italian DIY retail organisation Marketing Trend (Coop Lombardia Group) has to inaugurate its 
100th Brico-Io store in Italy on 10 October 2008. Located next to the Venusio shopping centre on the
outskirts of Matera, the store will offer a product range of 25,000 items on a retail area of 2 000 m². 
The trading format has experienced strong growth over the last three years, with the addition of eight
outlets in 2005, 10 more in 2006 and 13 in 2007, which brought the total number of stores to 84. 
Marketing Trend is aiming for 109 stores by the end of this year, and no fewer than 150 in two years’ 
time.

Source: www.diyglobla.com

Italy: First Bricoman in Italy
Bricoman, Groupe Adeo’s discount trading form, has opened its first Italian store with a retail area of 
around 4,000 m² in Elmas, near Cagliari, according to a report from Mondopratico, an Italian online 
news service.

Source: www.diyglobal.com
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Japan: High-tech toilet maker Toto takes aim at Europe
Japanese high-tech toilet maker Toto Ltd is gearing up to enter Europe, the world's most fiercely 
competitive market for luxury bathroom fixtures, after earning its stripes in the United States and 
China.

Toto the maker of the washlet  a combined toilet and bidet that features adjustable water pressure, 
blow drying, seat warming and air purification - recently bought German toilet seat maker Pagette and
is keen to do more M&As.

Europe is seen by Toto as the world's largest market for toilets, sinks and kitchen fixtures and is also
home to some of the top luxury brands in the field such as Keramag AG, Duravit and Villeroy & Boch.

In the face of such competition, Toto will putting more effort into design and tailoring products to 
European tastes in addition to touting its technological expertise.

While Europeans, or the French at least, are more bidet-friendly, the market has long been one that 
Toto has shied away from,  put off partly by distance, the manifold regulations that differ with each 
country and inexperience.

The company recently achieved success in US and Chinese markets.  Although still 11% of overall 
revenue, overseas earnings are becoming increasingly important for Toto.

Gross sales for China's operations grew 17% to 34 billion Yen ($300 million) in the past business year
while U.S. sales climbed 18% to 29 billion Yen.

Toto plans a fully-fledged entry into Europe from 2009 and is aiming for sales of 50 billion yen in 10 
years time.

Source: www.reuters.com
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Netherlands & Belgium: Sales level with last year
The Maxeda Group of the Netherlands has announced first-half figures (February to July) for its DIY 
division. These reveal that its DIY stores in the Netherlands (Praxis and Formido) and in Belgium 
(Brico and Brico Plan-It) achieved net sales of € 755 million. This amounts to growth of 0.13% on the
same period last year. The group revealed a 5% increase in EBITDA to € 84 million. The number of 
DIY stores came to 344 at the end of the first half of the current 2008/09 financial year, or 6% more 
than last year.

Source: www.diyglobal.com
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Spain: Strategic reorientation
The Spanish franchise organisation ATB, now under new management, intends to expand the 
number and size of its stores, revise its product ranges and optimise buying operations.

Founded in 1994, the ATB franchise organisation launched its first DIY store in 1997. In operation 
today are 23 outlets under the BricoCentro logo with a combined sales area of 36 800 m². 
Headquarters in Burgos puts a figure of € 37 million on sales for 2007. The range of products 
available in the stores covers the complete DIY spectrum of hardware, power tools, wood and flat-
pack furniture, plumbing and bathroom accessories, garden and watering systems, paint, lighting and
decorating.

The company's procurement policy is being changed in order to achieve this goal. "ATB is going to 
take the initiative now, instead of waiting for the supplier who offers us the type of products that our 
customers want." The target areas for procurement will include non-EC countries like India and China,
as well as Spain and Europe. The intention is to optimise value creation through direct buying, to offer
consumers more competitive prices, and at the same time to increase profitablility.

Currently around 90% of the company's suppliers come from Spain, though this does not mean that 
all their products are actually manufactured in Spain.  A considerable proportion of them develop and
manufacture their products within the framework of joint ventures abroad, and some operate merely 
as dealers with the appropriate sales structures in Spain.

The proportion of sales attributable to own-label (under the ATB brand) products is between 33 and 
50%, according to product category. Most articles are manufactured in Spain, though ATB intends to
alter the mix in favour of international producers in future.

Expansion is to be accelerated in the future. Three or four stores are to be launched this year still, and
four are at the planning stage for 2009. The rate is to be increased to five openings per year from 
2010. The plans focus on sites in medium-sized towns with a population of around 50 000 in the south
and east of the country, in Andalusia and Levant.

Source: www.diyglobal.com
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United Kingdom: Red figures

The British DIY chain Homebase completed the first six months of the 2008/2009 financial year (to 30
August) with sales down by 2.9% to £829.3 million (€ 1.053 bn). Like-for-like sales were down  by 
10.3% in comparison with the same period last year. Information from Home Retail Group, the parent
company of Homebase, says that the poor weather in the first quarter had a negative effect on 
seasonal sales, which saw like-for-like losses of around 20%. The group mentions sales losses in the
high single digits in the case of non-seasonal product categories. Homebase's operating profit shows
a decline of 37% to £ 29.5 million (€ 37.5 million).

Source: www.diyglobal.com
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United Kingdom: TC bathrooms Reveals Plans to Relocate at 
Christmas

TC bathrooms, the bathroom designer and manufacturer, has decided to relocate to its brand new 
purpose-built head office and warehousing facilities over the Christmas holiday period.

This decision was taken to ensure minimum disruption to customers, with deliveries being made right
up to the Christmas shutdown, with the new premises up and running for business on January 5th.

The move will mean a major relocation of 170 staff to Bretton Business Park in Dewsbury, three miles
away. The new 205,000 sq ft headquarters and distribution centre marks the huge expansion of the 
TC bathrooms business, after the company had outgrown its previous premises at Grange Moor in 
Wakefield. The move will represent an £11m investment by the company in its future.

The new facility was chosen because of its convenient location near to several major transport 
networks, allowing the company speedy and efficient access to all areas of the UK.

tc bathrooms offers one of the most extensive ranges of traditional and contemporary bathrooms 
suites. The company supplies a large number of leading independent retailers throughout the UK.

Over the last few years, the company has seen the rapid expansion of its business, which meant it 
had outgrown its existing facility. A number of options were considered including extending the current
site through acquiring more land and using additional storage on a secondary site.

However, it was decided that the move to the purpose-built facility would mean the premises could 
support future expansion, as well as improving both stock control and customer service. TC 
bathrooms is one of the major employers in West Yorkshire and has built up a reputation for product 
design, service and quality. The company has recently been shortlisted in the Yorkshire Post 
Business Awards for ‘business of the year’.

Source: www.tc-bathrooms.com
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World: Masco Corporation Reports Third Quarter 2008 Results
MASCO Corporation  has reported that net sales from continuing operations for the quarter ended 
September 30, 2008 declined 16% to $2.5 billion compared with $3.0 billion for the third quarter of 
2007. North American sales declined 18% and International sales declined 6%. In local currencies, 
International sales declined 11% compared with the third quarter of 2007.

* Net sales from continuing operations declined 16% to $2.5 billion.
* Income from continuing operations was $36 million or $.10 per common share.
* The Company increased the quarterly dividend to $.235 per common share, making 2008 the 50th 
consecutive year in which dividends have been increased.
* The Company completed the previously announced divestiture plan, generating total net proceeds 
of $174 million.
* The Company had over $1 billion of cash at September 30, 2008.

Income from continuing operations was $36 million or $.10 per common share and $206 million or 
$.56 per common share in the third quarters of 2008 and 2007, respectively.

The third quarter of 2008 results were adversely affected by significantly lower sales volume to the 
new home construction market and a continued decline in consumer spending for home improvement
products.

The Company continues to focus on the rationalisation of its businesses, including sourcing 
programs, business consolidations, plant closures, headcount reductions and other initiatives. During
the third quarters of 2008 and 2007, the Company incurred costs and charges of $16 million pre-tax 
($.03 per common share, after tax) and $12 million pre-tax ($.02 per common share, after tax), 
respectively, related to these initiatives.

Since late 2006, the Company has aggressively reduced its cost structure including closing 14 
manufacturing facilities, reducing headcount by 20,000 (which includes an approximate 33 percent of 
its North American workforce) and reducing installation branches by over 25%.

The third quarter of 2008 was also impacted by a higher tax rate which reduced earnings by $.13 per
common share compared with the third quarter of 2007.

In the first quarter of 2008, the Company determined that several European business units were not 
core to the Company's long-term growth strategy and, accordingly, embarked on a plan of disposition
which was completed in the third quarter of 2008. Proceeds of $174 million (including $28 million in 
the third quarter) were generated through the disposition of these business units.

Business conditions remain difficult in the Company's markets, as the Company experienced a further
significant reduction in sales of its products and services late in the third quarter of 2008, which has 
continued into October. The Company continues to estimate that 2008 housing starts will decline to a
range of 900,000 to 1,000,000 units, compared to 1.3 million units in 2007. In the first nine months of
2008, housing starts declined 31% from 2007. However, the Company anticipates that consumer 
spending for home improvement products and demand for certain of the Company's International 
products will continue to decline more than previously anticipated in the near term.
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