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Financial Year 2005/2006
Six Months

(March - August 2005)



5
HORNBACH  2005

100 %

Property
development

within
HORNBACH-Group

80 %

18 outlets
builders‘ merchant

business

100 %

HORNBACH-Group  -  August 31, 2005

1,262,000 sqm

8 countries

121 megastores and
garden centersDIY

⇒ Germany 90
⇒ Austria 11
⇒ Netherlands 8
⇒ Czech Republic 4
⇒ Luxembourg 1
⇒ Switzerland 3
⇒ Sweden 2
⇒ Slovakia 2

HORNBACH
 International 

GmbH



6
HORNBACH  2005

618 594
651 641

Q 1 Q 2

m
n 

€

2004/05
2005/06

+ 7.9%+ 5.4%

Net Sales HORNBACH-Group
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651
695

770

606

790

428
370325

211
166

'01/02 '02/03 '03/04 '04/05 '05/06

m
n 

€

HBM Germany
HBM International
HBU

Constant growth in HORNBACH-Group
net sales - Six Months

HBM: HORNBACH-Baumarkt-AG
HBU: HORNBACH Baustoff Union

801 904 1.099 +6,6%

+ 2,5%

+15,5%

1.212

* including  Lafiora
***

1.292
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2005/06

35%33%

2004/05

Germany Germany

Sales Share International - August 31
HORNBACH-Baumarkt-AG
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New Store Openings

weighted
sellling  space*

April 13, 2005 Malmö, Sweden 14,971 sqm

April 27, 2005 Kosice, Slovakia 15,752 sqm

July 27, 2005 Berlin-Neukoelln, Germany 14,711 sqm

August 17, 2005 Frankfurt, Germany 13,679 sqm

59,113 sqm

Six Months  (March-August 2005)

* weighted selling space according to BHB definition
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1,262,000

1,198,000

1,133,000

1,028,000

901,000

801,000

121
117

114

105

94

84

250000

500000

750000

1000000

1250000

00/01 01/02 02/03 03/04 04/05 05-08-31

 s
qm

0

25

50

75

100

Effective expansion of retail stores and selling space

 9,550 sqm

 9,600 sqm

 9,850 sqm

 9,950 sqm

 10,250 sqm

 10,400 sqm

average selling space

number of stores
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573.3 535.6570.5 546.8

Q 1 Q 2

m
n 

€

2004/05
2005/06

+ 2.1%- 0.5%

Like-for-like-sales

Total
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357.9384.9 379.9 360.3

Q 1 Q 2

m
n 

€

2004/05
2005/06

+ 0.7%- 1.3%

Germany

Like-for-like-sales
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177.7188.4 190.6 186.5

Q 1 Q 2

m
n 

€

2004/05
2005/06

+ 5.0%+ 1.2%

International

Like-for-like-sales



14
HORNBACH  2005

11171109

2004/05 2005/06

Total

377366

2004/05 2005/06

740743

2004/05 2005/06

InternationalGermany

- 0.4%
+3.0%

+0.8%

m
n 

€

Like-for-like-sales  -  Six Months (March-August 2005)
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Earnings before taxes
m

n 
€

61.1
78.0
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2004/05 2005/06

HORNBACH-Group

35.7
42.3

31.629.5

0
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Q 1 Q 2

2004/05
2005/06

-21.7%

Six Months

based on International Financial Reporting Standards (IFRS)
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Earnings before taxes

51.0
73.1
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Q 1 Q 2
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HORNBACH-Baumarkt-AG Subgroup

- 30.2%

m
n 

€

based on International Financial Reporting Standards (IFRS)

Six Months
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EBITDA

130.1 118.2
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Six Months
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112.0 95.7
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Net income for the year before minority interests

40.446.9
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44.6
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34.734.6

36.2

34.6

36.1

35.235.1

36.6

34.9

36.5

33,0
33,5
34,0
34,5
35,0
35,5
36,0
36,5
37,0
37,5
38,0

2001/02 2002/03 2003/04 2004/05 2005/06

HORNBACH HOLDING AG

HORNBACH-Baumarkt-AG

Gross Margin -  Six Months (March-August 2005)

based on International Financial Reporting Standards (IFRS)
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4.17
4.70

2.19

3.45 3.28

0.97

2.01

2.97

1.92 2.21

0

1

2

3

4

5

6

2001/02 2002/03 2003/04 2004/05 2005/06

€

HORNBACH HOLDING AG

HORNBACH-Baumarkt-AG

Earnings per share -  Six Months (March-August 2005)

* average earnings per share

*

*

*

*
*
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Number of Employees
HORNBACH-Group - August 31

Heads

7.375

3.467 3.876

7.158

621660

2004/05 2005/06

misc. HOLDING
 HBM International
 HBM Germany11.872

11.285
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2,220
2,057

1,709

~2.4 bn €

2002 2003 2004 2005FC

m
n 

€

2,094
1,923

1,628

<2.3 bn €

2002 2003 2004 2005FC

HORNBACH HOLDING AG HORNBACH-Baumarkt-AG

Sales Forecast  (end of financial year 2005/06)
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weighted
selling space *

September 2005 Würzburg, Germany 13,124 sqm

October 2005 Hradec Kralove, Czech Republic 13,889 sqm

November 2006 Kiel, Germany 14,431 sqm

December 2005 Munich, Germany 14,692 sqm
56,136 sqm

Store Closing:
September 30, 2005 Mannheim-Neckarau, Germany 7,161 sqm
Net addition Q3, Q4 48,975 sqm

New Store Openings to come

(September-February 2005)

* weighted selling space according to BHB definition
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801,000

901,000

1,028,000

1,133,000
1,198,000

1,311,000

124
117
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1000000

1250000
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 9,550 sqm

 9,600 sqm

 9,850 sqm

 9,950 sqm

 10,250 sqm

 10,600 sqm

Forecast

Effective expansion of retail stores and selling space

average selling space

number of stores
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Number of outlets
HORNBACH-Group

Lafiora
HORNBACH Baustoff Union
HORNBACH-Baumarkt-AG

1st Half 05/06
August 31, 2005

Financial Year 05/06
February 28, 2006

142139

117

18
4

120

18
4
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HORNBACH HOLDING AG Group
Summary Key Figures

Key Figures for the Group
(in € million, unless otherwise stated)

2nd Quarter
2005/2006

2nd Quarter
2004/2005 ± %

Half-year
2005/2006

Half-year
2004/2005 ± %

Net sales 641.1 594.0 7.9 1,292.1 1,211.6 6.6
     of which in other European countries 216.1 183.5 17.8 427.7 370.3 15.5
Gross margin (as % of net sales) 34.2% 35.9% 34.7 36.2%
EBITDA 61.3 62.4 -1.8 118.2 130.1 -9.1
Earnings before interest and taxes (EBIT) 42.5 44.2 -3.7 82.1 95.0 -13.5
Consolidated earnings before taxes and
minority interests 31.6 35.7 -11.5 61.1 78.0 -21.7
Consolidated net income* 17.6 17.9 -2.0 33.4 37.6 -11.2
Earnings per preference share (€) 2.22 2.27 -2.2 4.20 4.73 -11.2
No. of employees at HORNBACH Group 11,872 11,285 5.2
Investments 107.9 64.0 68.6
Total assets 1,850.2 1,690.9 9.4
Shareholders’ equity 575.4 553.7 3.9
Shareholders’ equity as % of total assets 31.1% 32.7%

*  after minority interests
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HORNBACH-Baumarkt-AG Subgroup
 Summary Key Figures

Key Figures for the Subgroup
(in € m, unless otherwise stated)

2nd Quarter
2005/2006

2nd Quarter
2004/2005 ± %

Half-year
2005/2006

Half-year
2004/2005 ± %

Net sales 600.8 555.3 8.2 1.217,5 1.140,5 6.7
     of which in other European countries 216.1 183.5 17.8 427.7 370.3 15.5
Like-for-like sales growth 2.1% 6.1% 0.8% 4.1%
Gross margin (as % of net sales) 34.7% 36.4% 35.2% 36.6%
EBITDA 49.0 52.8 -7.2 95.7 112.0 -14.5
Earnings before interest and taxes (EBIT) 33.3 37.6 -11.6 65.7 83.0 -20.9
Consolidated earnings before taxes and
extraordinary result

25.4 32.6 -22.2 51.0 73.1 -30.2

Extraordinary result -0.1 0.0 -0.1 0.0
Consolidated net income 16.9 20.4 -17.0 33.4 44.6 -25.0
Undiluted earnings per share (€) 1.12 1.36 -17.6 2.21 2.97 -25.9
No. of employees 11,251 10,625 5.9
Investments 76.4 36.6 108.7
Total assets 1,354.4 1,158.2 16.9
Shareholders’ equity 433.8 409.1 6.0
Shareholders’ equity as % of total assets 32.0% 35.4%
No. of stores 121 116 4.3
Sales area as per BHB (in 000 m²) 1.262 1,174 7.5
Average store size (in m²) 10.433 10,121 3.1

(Percentage changes calculated on € 000s basis)
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Opening Berlin-Neukoelln July 2005
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Strategischer Teil

Konsolidierung in der
deutschen DIY-Branche:
Wer - Wann - Wie ??
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Ernst & Young
 Branchenstudie: März 2005

HORNBACH hat einen der klarsten Auftritte am
Markt und ist der Branche in vielen Bereichen

voraus. Daher kann sich das Unternehmen
Dauerniedrigpreise leisten.

Verdrängungswettbewerb wird noch härter

Nur drei Baumarktbetreiber werden überleben

Ausweg: Differenzierung der Formate

Kernaussagen
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WDR/ARD
Baumarkt-Test: Juli/August 2005

Die Investitionen in
Sortiment, Preise und

Service zahlen sich aus.
Die Qualität des

HORNBACH-Formats ist
bei den Kunden

anerkannt.
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„Aktions- und Dauertiefpreise aus Konsumentensicht“

Die Dauerniedrigpreis-Strategie fördert das positive Image von HORNBACH

Konsumenten in Deutschland schätzen Geschäfte, die mit Dauertiefpreisen
werben, eher als insgesamt preisgünstig ein (fast 50%), als Geschäfte, die mit
Sonderangeboten oder Rabatten werben (gut 1/3).

Häufiges Werben mit Rabatten oder Aktionspreisen erschwert dem Konsumenten
die Beurteilung der Preisgünstigkeit eines Geschäftes (fast 50%).

Kernaussagen

Institut für Handelsforschung
Marktstudie: September 2005
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Branchenstudie: September 2005

“HORNBACH hat eine gute Basis für nachhaltiges,
überdurchschnittliches Wachstum sowie langfristig

höhere Ertragskraft geschaffen.”

Preise sind der wesentliche Faktor für die
Kundenzufriedenheit.

Normalpreise, nicht Werbepreise prägen die
Preiszufriedenheit.

HORNBACH schneidet sowohl beim
Preiskriterium als auch beim Leistungsfaktor
“Auswahl/Qualität” überdurchschnittlich ab.

Kernaussagen
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Commerzbank
Branchenstudie: September 2005

Branche steht vor großem Strukturwandel

Verdrängungswettbewerb wegen Über-
kapazitäten und niedrigen Flächenleistungen
verschärft sich.

HORNBACH’s Hauptstärke ist die Kombination
aus extrem großen, leistungsstarken und den
modernsten Standorten sowie der höchsten
Flächenproduktivität.

Kernaussagen

HORNBACH hat sich bereits vor Jahren mit seinem
Handelskonzept strategisch richtig aufgestellt. Das
Unternehmen wird als einer der Gewinner aus der

Konsolidierung hervorgehen.
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DIY-Top 10 Germany 2004
Average store size, net sales and sales densities

Net sales / m2
(Source:  Dähne, HORNBACH, company data)
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DIY-Top 10 Germany 2004
Average store size, net sales and sales density

Net sales / m2
(Source:  Dähne, HORNBACH, company data)
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 Improvement in cost ratios of 1% of net sales

What is efficiency?
The interaction between store size, sales density and costs

Net sales / m2
(Source:  Dähne, HORNBACH, company data)
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What is efficiency?
The interaction between store size, sales density and costs

HORNBACH

Net sales / m2
(Source:  Dähne, HORNBACH, company data)
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