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BYGGMAX GROUP 

5.2  
SEK bn revenue 

140  

stores 

4  

countries 

1000+ 
employees 

>20% 
e-commerce share 

-19% 
CO2 emissions since 2009  
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BYGGMAX HAS GROWN STEADILY 
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Total growth:  

11.1% CAGR 
 

Organic growth:  

7.7% CAGR 
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éWITH GOOD PROFITABILITY 
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Average EBIT margin, 2014-2016* 

Percent 

Nordics Europe 

* Data for 2014-2016, or 2013-2015 where 2016 not available 

** Data for Wolseley Nordics, which includes Beijer, Stark, Silvan, etc. 

Note: For 2015, Byggmax EBIT excludes acquisition costs, and for 2016, EBIT excludes impact of revaluation of the earnout linked to the acquisition of 

Skånska Byggvaror Group and part of the earnout for Buildor AB, and the effect of goodwill impairment linked to the acquisition of Skånska Byggvaror Group 

7.6 

5.6 

4.9 

4.3 

6.2 

4.4 

0,0

1,0

2,0

3,0

4,0

5,0

6,0

7,0

8,0

9,0

Byggmax Bauhaus Jem & Fix W. N.***
(Beijer, Stark,
Silvan, etc.)

Kingfisher Hornbach

6 



All brands target consumers and are focused 

on low price and easy shopping experience 

E-commerce >20% for the group 

Hard discount DIY 

Founded in 1993 

4.3bn sales  

EBITDA 9.6% 

Garden buildings and 

refined building materials 

Acquired Jan 2016 

0.8bn sales  

EBITDA 6.8% 

E-commerce in DIY, home 

and garden 

Started 2013, acquired 

Dec 2015 

0.1bn sales 

OUR SEGMENTS 

7 Note: Financial data refers to 2016 



THREE COMPLEMENTARY BUSINESSES IN LOW-PRICE DIY 

Share of  
Group sales 
 
Business idea 
 
 
 
Core customer 
 
 
Key categories 
 
 
 
Channels 
 
 
Price position 
 
 
 

15% 
 
 
Affordable refined quality building 
materials, delivered to your home 
 
 
Do-it-yourself  
(Increasingly do-it-for-me) 
 
Conservatories 
Green houses 
Doors, windows 
 
E-commerce 
Showroom stores 
 
Low 

>80% 
 
 
Good quality building materials at 
lowest possible price 
 
 
Do-it-yourself enthusiast 
 
 
Heavy building materials 
 
 
 
Stores 
E-commerce 
 
Low 

2% 
 
 
Home and garden at 
lowest price ï online 
 
 
Do-it-yourself 
Do-it-for-me 
 
Bathroom 
Garden 
 
 
E-commerce 
 
 
Low 
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Business idea: 

Sell building materials of good quality at lowest 

possible price ï in a customer friendly way  

 

The concept: 

Price leadership 

Fast and easy to shop 

Stores close to customers 

Focused assortment in store  

Broad range online 

Entrepreneurial and cost conscious culture 

 

Presence: 

129 small shops in Sweden, Norway and Finland  

Strong e-commerce position 



 Easy access and 

loading 

 Drive-thru set-up 

1 

2 

 Both in- and outdoor 

space accessed by car 

3 

 Products scanned 

by Byggmax 

personnel at exit 

4 

 Trailer borrowed 

free of charge 

5 

 Direct access to store 

with parking in front 
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BYGGMAX GROUP IS OPERATING IN A GOOD MARKET 

DIY market growing around GDP, faster in Sweden 

 

70% driven by renovation and maintenance needs, 
historically stable share of GPD* 

 

30% driven by new construction, historically more 
volatile development* 

 

Most important criteria when consumers chose DIY 
store is Low price 
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Source: Mintel 

+2.3% p.a. 
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WE ARE EXPOSED TO FAVORABLE TRENDS 

HARD DISCOUNT CAPTURING SHARE ACROSS RETAIL RAPID ONLINE GROWTH, FROM A LOW BASE* 

Electronics 

 

 

 

Apparel & 

shoes 

 

 

DIY 

* Sweden, 2016 

Source: e-handelsbarometern, 2016 
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WE HAVE UNIQUE STRENGTHS 

Strong Byggmax brand, capturing the low price position 

Unique store format ï self-service and close to customers 

Strong e-commerce position 

Lowest OpEx in the industry 

Track record of steady growth 

Strong culture of cost consciousness and entrepreneurship 
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STRONG BRAND CAPTURING THE LOW PRICE POSITION 
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No 1 

 

Top-3 

 

Top-3 

Brand awareness 
 

Ranking 

 
 

Trend 

No 1 

 

No 2 

 

No 1 

Byggmax 

low price 

perception 

Low price 

 

Low price 

 

Low price 

Top criteria 

when chosing 

DIY store 



WE HAVE THE LOWEST OPEX IN THE INDUSTRY 

Byggmax has the lowest 

Opex in the Industry 

 

Enables profitably operating 

at lowest prices 

 

Enables serving more of the 

markets profitably 

 

 

* Data for 2014-2016, or 2013-2015 where 2016 not available. OpEx includes depreciation and amortization 

Note: For 2015, Byggmax EBIT excludes acquisition costs, and for 2016, EBIT excludes impact of revaluation of the earnout linked to the acquisition of Skånska 

Byggvaror Group and part of the earnout for Buildor AB, and the effect of goodwill impairment linked to the acquisition of Skånska Byggvaror Group 

Average OpEx as share of Sales, 2014-2016* 

Percent 

Nordics Europe 
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OUR CHALLENGE   

Uncertain growth prospects 

 

Stretched organization 

Historic growth 

driver approaching 

full potential 

Many new focus areas, 

outside our historic 

core 

Increased complexity 

 

Falling margins 
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HISTORIC GROWTH DRIVER APPROACHING FULL POTENTIAL 

 

Stores  

2016 

82 

 

33 

 

13 

 

128 

Sweden 

 

Norway 

 

Finland 

 

TOTAL 

 

Stated 

potential 

95 

 

60 

 

25 

 

180 

 

Store count 

2010-2016 

+29 

 

+17 

 

+9 

 

+55 

 

75 

20 

5 

Historic sales growth (2010-2015) 

New stores 

LFL 

E-commerce 
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MORE FOCUS AREAS AND INCREASED COMPLEXITY 

NEW BUSINESS 

CONCEPTS LAUNCHED 

òProffsbyggtò 

Byggmax+ 

B2B sales channel  

(qoute based offers) 

Design Your Living 

DEVELOPMENTS 2014-2016 

FOCUS ON LONG-TERM 

òINVESTMENTSò 

e-commerce growth 

Finland expansion 

New business concepts 

 

 

ACQUISITIONS 

Buildor 

Skånska Byggvaror 
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MARGINS HAVE DECREASED OVER TIME 

EBIT margin  

2010-2016, % 

EBIT margin vs.  

LFL development, % 
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Profit margins have decreased 

over time 

 

Until 2014, margins developed 

in line with like-for-like (LFL) 

 

Different development last two 

years: declining margins while 

positive LFL 

20 
Note: For 2015, Byggmax EBIT excludes acquisition costs, and for 2016, EBIT excludes impact of revaluation of the earnout linked to the acquisition of 

Skånska Byggvaror Group and part of the earnout for Buildor AB, and the effect of goodwill impairment linked to the acquisition of Skånska Byggvaror Group 


