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Dear Shareholders,  

Dear Ladies and Gentlemen,  

Dear Guests, 

 

I would like to offer you a very warm welcome to this year’s Annual General Meeting of 

HORNBACH Holding AG & Co. KGaA, also on behalf of my colleagues on the Board of 

Management and Supervisory Board. 

 

At the time when this Annual General Meeting was being planned, it was still not yet clear 

whether the relevant pandemic regulations would permit us to invite shareholders to attend 

the meeting in person. We therefore decided to hold the meeting on a digital basis once 

again. In the past two years, though, we also heard that many of you have come to appreciate 

the option of digital participation for quite practical reasons and also drawn on this option in 

great numbers. Thank you for taking part! I am delighted that so many of our shareholders 

are participating in the meeting and underlining their interest in our company. 

 

I would also like to extend a warm welcome to representatives of shareholders’ associations, 

banks, and the press. Last but not least, welcome to those employees who are watching 

today’s meeting either as guests or as shareholders. I would like to thank you, as 

representatives of the HORNBACH Group’s workforce, now totaling more than 25,000, for 

the commitment you showed in the past year. I will say it upfront: We made a success of a 

challenging financial year. This would not have been possible without your contribution! 

 

Ladies and gentlemen,  

I would like to begin by looking with you at the past 2021/22 financial year. I will then say a few 

words about the first quarter of the new financial year. As you know, our financial year always 

begins on March 1 and runs to the end of February.  

 

You can view our complete Annual Report for the past 2021/22 financial year online at our 

website. Incidentally, due to environmental and cost considerations we have decided no longer 

to have the Annual Report printed. The document can be downloaded from the Investor 

Relations section of our website at www.hornbach-group.com. In this context, I would also refer 

in particular to the explanatory report of the Board of Management in respect of the disclosures 
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made pursuant to § 289a and § 315a of the German Commercial Code (HGB), which you can 

find on Page 99 of the Annual Report.  

 

For all those who are not yet so familiar with the HORNBACH Group, I would like to cast a 

glance at our company and shareholder structure.  

 

The publicly listed holding company comprises three subgroups: HORNBACH Baumarkt AG, 

HORNBACH Immobilien AG, and HORNBACH Baustoff Union GmbH.  

 

By far the largest subgroup is HORNBACH Baumarkt AG, which generates around 94 % of 

the Group’s overall sales. HORNBACH Baumarkt AG currently includes the 167 DIY stores 

and garden centers we operate in nine countries, two specialist retail stores, and an online 

shop in each country in which we have stationary stores. More than 90 % of the shares in 

HORNBACH Baumarkt AG are held by the holding company, while the remainder are owned 

by other shareholders.  

 

At the end of last year, we decided to withdraw HORNBACH Baumarkt AG from the stock 

exchange, as I am sure you will already have heard. We successfully completed this delisting 

as of February 28, 2022.  

 

Why did we do that? From a current perspective, the duplicate listing of two companies with 

the same business model no longer made sense and was unnecessarily complex. Now we 

have streamlined our capital market presence. In future, we can present ourselves and our 

success story to the capital market in a more focused manner as one company. 

 

This brings me to the Group’s second operating subgroup: That is HORNBACH Baustoff 

Union GmbH, which contributes around 6 % of total sales at the HORNBACH Group. This 

subgroup, which currently operates 39 builders’ merchant outlets in Germany and France, 

targets its product range above all at commercial customers in the main and secondary 

construction trades. Private construction clients also draw on the range of construction 

materials, services, and advice available at Baustoff Union. 
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Finally, the third subgroup is HORNBACH Immobilien AG, which pools part of HORNBACH’s 

extensive real estate portfolio, chiefly in the form of the DIY store and garden centers which 

are let to HORNBACH Baumarkt AG on a long-term basis. 

 

Let us turn now to our performance in the past financial year. 2021/22 was another record 

year for HORNBACH, one with exceptionally good results! 

 

If you have followed our company and our sector for some time now, you will already know 

what effects – both positive and negative – coronavirus had on our business. The second year 

of the pandemic also presented an enormous challenge for us all with a massive impact at 

times on our daily lives and our shopping habits. However, we once again seized the 

opportunities harbored by the crisis and emerged from the situation in even stronger shape.  

 

Despite the uncertainties involved in the pandemic, we did not move away our expansion 

strategy in the past financial year either. We consistently upheld our investment plans and 

opened five new stores: in Trollhättan in Sweden, Cluj in Romania, Apeldoorn in the 

Netherlands, Sirnach in Switzerland, and Paderborn in Germany. 

 

Alongside the BODENHAUS sales concept, which we launched at the beginning of 2021 

already and is performing well, we have now introduced a new concept, HORNBACH 

Vloeren, in the Netherlands as well. This also specializes in floorings and ideally 

supplements the existing DIY store in Kerkrade. 

 

As of the balance sheet date, HORNBACH Baumarkt AG operated 167 stores with total sales 

areas of almost 2 million square meters. On average, our stores therefore have average sales 

areas of around 12,000 square meters.  

 

We operate 98 stores in Germany, followed by the Netherlands with 16 stores, Austria with 14, 

and the Czech Republic with 10. We are also present in Romania, Sweden, and Switzerland, 

with 8 stores in each case, as well as in Slovakia with 4 and Luxembourg with one store. As I 

already mentioned, in each of these countries we also operate a proprietary online shop that 

enables us to combine the stationary product range with the opportunities presented by digital 

shopping. 
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Ladies and gentlemen,  

We saw how important people’s homes became to them during the pandemic. More than ever, 

people’s own four walls are a place where they can withdraw and feel safe. It therefore comes 

as no surprise that people wish to make their surroundings as attractive as possible and are 

investing in their homes and gardens. By the way, we are convinced that this trend towards 

homing and cocooning is sustainable and will remain intact after the pandemic. 

 

This trend has certainly benefited our business. In the past financial year, HORNBACH 

Holding generated net sales of Euro 5.9 billion, corresponding to growth of 7.7 %, and that 

even though we already grew by 15.4 % in the first year of the pandemic. 

 

At HORNBACH Baumarkt AG, we increased our sales by 7.4 % to Euro 5.5 billion. Our sales 

are now distributed more or less equally between Germany and other European markets, with 

sales of around Euro 2.7 billion in each region.  

 

At 10.3 % constant-currency sales growth in Other European Countries proved significantly 

higher than in Germany. Having said that, the growth of 4.8 % in our core market is also a great 

success, particularly if you consider that the German DIY sector as a whole reported a 

downturn in sales in the 2021 calendar year.  

 

With 11.8 % growth in its net sales to Euro 377 million, the HORNBACH Baustoff Union 

GmbH subgroup rounded off the superb sales performance of the HORNBACH Group in the 

2021/22 financial year. 

 

One of the main reasons why we performed so well in the past year was the successful 

implementation of our interconnected retail strategy. The online share of net sales at 

HORNBACH Baumarkt AG (including click & collect) amounted to 17.2 % in the 2021/22 

financial year, as against just under ten percent in the pre-pandemic 2019/20 financial year. 

Our online sales fell only slightly short of the 1 billion euro mark.  

 

As we are all painfully aware, the past two years were marked by extended periods of 

lockdown. In some cases, private customers were not permitted to enter stores for weeks at 

a time. Click & collect, with customers picking up the goods from the car park, was 

nevertheless still permitted, as was online retail of course. Here, we were able to demonstrate 
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all our strengths. Our click & collect sales have more than trebled since 2019/20, while our 

direct mailing sales with no store contact have more than doubled. 

 

Thankfully, stationary shopping is once again available to us. However, this also means that 

we cannot expect our online sales to continue growing at the same rate. As you would expect, 

our online business has reduced in size compared with the lockdown periods. Having said 

that, we have also seen that, even though stores are open again, our customers are still 

buying far more online than before the pandemic. This marks a sustainable change in 

customer behavior – and one from which we are benefiting more clearly than our competitors. 

 

The comparison of our figures with those at other players in the sector highlights our very 

pleasing performance. 

 

Statistics published by Dähne Verlag show that, following the pandemic-driven boom in 2020, 

only one of the six largest DIY store players in Germany in terms of sales managed to 

generate further sales growth in the 2021 calendar year. And that was HORNBACH! None of 

the other major competitors – Obi, Bauhaus, Hagebau, Toom, or Globus – was quite able to 

uphold the previous year’s success. In some cases, these companies reported a reduction in 

sales.  

 

The figures for the two-year period from 2019 to 2021 show that we generated by far the 

largest sales growth in the sector. This enabled us to overtake Hagebau and Toom and, 

based solely on our sales in Germany, to advance to third position in terms of the DIY store 

players with the highest sales in Germany.  

 

Not only that: We further extended our already substantial head start over competitors in 

terms of our sales per square meter and our sales per store. This productivity per square 

meter and per store is decisive in determining our earnings strength and therefore forms a 

key foundation for our price leadership. 

 

You may now be asking yourselves: What is it that HORNBACH does differently from – and 

better than – its competitors?  
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I will begin with our successful digitalization strategy. 

More than twelve years ago, we were one of the first companies in the DIY sector to start 

digitalizing our business, while most of the sector was quite slow to follow suit. We made 

massive investments in this field because we were – and are – convinced that, viewed in the 

long term, digitalization will be crucial to our success story. Today, we are reaping the benefits 

of this forward-looking approach.  

 

The second success factor is our supply chain and logistics concept.  

During the lockdowns, we used our stores as warehouses at which we stocked large 

quantities of goods for collection by customers and from which we sent goods directly to 

customers. 

 

When it came to supplying the store, we benefited from structures that were already in place 

and highly functional. We have focused on improving the ways we use freight space since 

2012 already. In times of rising freight costs, we are now benefiting from that. Not only that: 

Since the onset of the pandemic, we have created additional storage capacities, taken a highly 

forward-looking approach to procurement, and made flexible use of various transport options 

to secure the availability of goods for our customers. We have longstanding relationships with 

our suppliers and a multi-supplier strategy that allows us to draw on alternative supply sources 

when necessary.  

 

That all said, our employees are still the most important success factor.  

I have spoken about the changes during the pandemic, about the need to be open to new 

opportunities, and about the challenges presented to us by the pandemic. 

 

As a company, HORNBACH has always attached great importance to providing our 

colleagues with leeway, space for them to try out their own ideas and thus contribute to our 

shared success. During the pandemic, we saw just how well this management philosophy 

works. Right at the beginning of the pandemic, the teams at our stores developed fantastic and 

highly effective measures to protect our customers – spontaneously and at their own initiative. 

That had to work quickly and often depended on individual circumstances. No team of experts 

would have been able to fathom that out fast enough. 
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The teams at our headquarters and our logistics units also reacted quickly and flexibly to the 

new challenges. One example: Acting in record time, they set up pop-up store distribution 

centers where goods for online orders could be sent to customers from the closed stores. 

 

The individuals in the teams were thrilled by the speed at which it all happened and by the 

opportunities arising for each team member. Everyone could play their part and, working 

together in agile teams that were sometimes new and swiftly assembled, they were able to 

devise solutions for our customers and thus promote our success. All that released a great 

deal of energy and enthusiasm; these will remain in place and generate momentum for the 

period after the pandemic. 

 

Each and every one of our employees, now numbering nearly 25,000 in total, has contributed 

to our success in the past two years. We owe them all our special appreciation in these times. 

After all, despite all the positive energy released by the opportunities for them to develop their 

skills, we also know that the service they provided to our customers and the challenges they 

faced due to constantly changing conditions placed great demands on them. 

 

In the next part of my presentation, I would like to look at our key earnings figures for the past 

financial year.  

 

The strong sales growth and significant improvement in our market position in the countries 

in which we operate provided the foundation for a very pleasing earnings performance in the 

past 2021/22 financial year. 

 

The HORNBACH Group’s EBIT adjusted to exclude non-operating one-off items (adjusted 

EBIT) rose to Euro 362.6 million, up 11.1 % on the previous year’s record figure and even 

59.7 % higher than the figure for 2019/20. The adjusted EBIT margin at the overall Group 

soared from 6.0 % to 6.2 % - another new record and once again significantly ahead of the pre-

pandemic level. 

 

Consolidated operating earnings (EBIT) including these non-operating items rose by 14 % 

to Euro 355 million.  
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Earnings before taxes (EBT) also grew significantly in the past financial year, rising by 

18.1 % to Euro 314.3 million. Consolidated net income including minority interests 

increased by 21.4 % to Euro 244.5 million.  

 

One key figure which I am especially pleased to present to you is our earnings per share, 

which amount to Euro 12.48. This corresponds to a year-on-year increase of 20.8 % and is 

the highest figure we have ever generated. 

 

As I mentioned at the outset, in the past year HORNBACH made further investments in the 

future. These relate to digital channels and to our physical business, with the capital 

expenditure reported in our cash flow for the latter area mainly involving investments in 

stationary stores.  

 

The consolidated cash flow from operating activities stood at Euro 344.9 million and was 

therefore at around the same level as in the previous year. The free cash flow after capital 

expenditure and dividends amounted to Euro 134.5 million. 

 

Our balance sheet continued to show great stability and continuity in the past financial year. 

Due to the increase in liquidity and higher inventories, consolidated total assets grew to 

Euro 4.3 billion as of February 28, 2022. 

 

At 40.9 %, the equity ratio fell slightly short of the previous year’s record figure of 44.2 %. 

Despite this slight decline, the equity ratio remains very high, particularly when compared 

with those at other retailers.  

 

Ladies and gentlemen,  

I would like to offer the following summary: Following the record 2020/21 financial 

year, we managed to build on the momentum and – unlike our competitors – achieve 

further record results in 2021/22. We can establish that we have made the best possible 

use of the opportunities harbored by the coronavirus crisis. With our ICR strategy, our 

logistics concept, and our highly motivated workforce, we further significantly 

improved the company’s asset, financial, and earnings position. 

Dear shareholders,  
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It is important to us that you too should participate in the company’s performance. Given the 

pleasing earnings growth, we at the General Partner and Supervisory Board of HORNBACH 

Holding AG & Co. KGaA are proposing a 20 % increase in the dividend to Euro 2.40 per 

share for approval by today’s Annual General Meeting. This corresponds to a payout ratio of 

19.2 % and a dividend yield of 2.0 % as of the balance sheet date on February 28, 2022. We 

decided in favor of this dividend proposal because it would be consistent with our earnings 

per share (EPS). This way, we would enable you, our shareholders, to participate in our 

earnings to the same extent. We believe that is the right course to offer security in an insecure 

environment. It also means we are providing continuity in our dividend policy as well. 

 

We are convinced that this level of distribution represents a good compromise between 

allowing our shareholders to participate fairly in an exceptionally successful financial year 

and a level of dividend that we can also maintain and ideally further extend in the long term. 

In view of these considerations, I would encourage you to approve this higher level of 

dividend. 

 

This brings me to our current business performance and our outlook. We published our 

definitive figures for the first quarter on June 29. 

 

The first quarter – from March 1 to May 31 – was characterized by stable demand for DIY and 

home improvement products. We once again increased consolidated net sales compared 

with the record figure reported for the previous year’s quarter, in this case to around 

Euro 1.8 billion.  

 

At this point, it is worth considering a longer period of time than our year-on-year performance. 

Let us compare the figures as of May 2022 with those as of May 2019, i.e. with the period prior 

to the pandemic. Here, we can of course see the effects of the two years of the pandemic. Now 

that there are no longer any restrictions on opening hours in the operating business, however, 

we can also see that we have reached a significantly higher level than three years ago. These 

figures demonstrate very clearly that coronavirus was not just a “flash in the pan” offering a 

short-term boost to sales, but rather that we are continuing to grow our business irrespective 

of pandemic specifics. That alone gives us reason to be confident. 
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Sales at the HORNBACH Baumarkt AG Subgroup grew by 8.2 % to Euro 1.7 billion. Of this 

total, almost exactly half related to Germany, while the other half was generated by our 

business in Other European Countries. 

 

The HORNBACH Baustoff Union GmbH Subgroup increased its net sales by 6.0 % to 

Euro 108 million. 

 

As I indicated earlier, online sales showed an expected decline compared with the previous 

2021/22 financial year, which was still affected by store closures. In particular, customers have 

of course made significantly less use of click & collect. However, we can also see that the level 

of online sales is still significantly higher than in 2019/20 – amounting to around 15 % of total 

sales at the HORNBACH Baumarkt AG Subgroup in the first quarter of 2022/23 as against 

10 % prior to the pandemic. 

 

Ladies and gentlemen,  

So far, I have been able to offer almost exclusively positive news: Rising sales, head start over 

competitors, new stores, and highly motivated employees.  

 

Our confidence is nevertheless slightly clouded by factors that we can only influence to a limited 

extent. In our procurement activities, for example, we too are feeling the same inflationary 

effects that all consumers are noticing in their pockets. Procurement prices are rising for us 

too, as are energy and transport costs.  

 

We can only pass on these price rises to our customers in part. At the same time, we are 

remaining loyal to our permanent low price strategy and intend to maintain our position as the 

price leader in our sector.  

 

However, this means that our earnings strength is decreasing compared with the record figures 

reported during the years of the pandemic. In the first quarter, operating earnings adjusted to 

excluding non-operating earnings items (adjusted EBIT) slipped by 12.3 % to 

Euro 148.3 million – a figure that is nevertheless still more than 50 % higher than in 2019/20. 

 

In view of this, the reduction in first-quarter earnings is not a source of great concern to us. 

However, the macroeconomic climate has deteriorated significantly in the weeks since mid-
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May and there is currently little prospect that the challenges facing us in terms of inflation, 

supply chains, and pricing policies will diminish. Nobody can predict how consumer confidence 

will develop in the months ahead given the economic and geopolitical uncertainties. 

 

To account for this situation, on June 13, 2022 we issued a downward correction in our 

expectations for the rest of the financial year compared with our original guidance. We now 

expect adjusted EBIT to show a low double-digit percentage reduction compared with the 

record figure reported for the 2021/22 financial year. Overall, it is difficult to issue any precise 

guidance. We therefore deem it right to take a conservative approach to our planning and 

communication.  

 

None of this should distract from the fact that we are still on a growth course and convinced 

that the underlying trends will remain intact. Irrespective of the adjusted earnings guidance, 

we still aim to generate slight year-on-year sales growth. And the first quarter offers 

encouragement that we can reach this target. In view of this, we will also be pressing ahead 

with our investment projects and have planned capital expenditure of around 

Euro 180 million. 

 

We already opened two new stores in March, in this case in Nitra in Slovakia and in Enschede 

in the Netherlands. Two further stores, in Constanta in Romania and in Leipzig, are set to 

follow this financial year. We will also maintain our long-term capital expenditure plans and 

open up to 25 new stores over the next five years. We will continue to invest in interconnected 

retail: the online shops, the app, and further digital solutions that combine store-based 

shopping with the opportunities of digital shopping. 

 

I would like to conclude my report with this cautious, and honest, yet nevertheless positive 

outlook. Thank you very much for your interest. I will now hand you to John Feldmann. 


