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Cautionary Notice

Statements in this presentation which are not purely historical facts or which necessarily depend upon future events, 
including statements about forecasted financial performance or other statements about anticipations, beliefs, expectations, 
hopes, intentions or strategies for the future, may be forward-looking statements within the meaning of Section 27A of the 
Securities Act of 1933, as amended and Section 21E of the Securities Exchange Act of 1934, as amended. Readers are 
cautioned not to place undue reliance on forward-looking statements. All forward-looking statements in this presentation are 
based upon information available to Builders FirstSource, Inc. on the date of this presentation. Except as required by law, 
Builders FirstSource, Inc. undertakes no obligation to publicly update or revise any forward-looking statements, whether as 
a result of new information, future events or otherwise. Any forward-looking statements involve risks and uncertainties that 
could cause actual events or results to differ materially from the events or results described in the forward-looking 
statements, including risks or uncertainties related to the Companyôs revenues and operating results being highly 
dependent on, among other things, the homebuilding industry, lumber prices and the economy. Builders FirstSource, Inc. 
may not succeed in addressing these and other risks. Further information regarding factors that could affect our financial 
and other results can be found in the risk factors sectionof Builders FirstSource, Inc.ôs most recent Form10-K filed with the 
Securities and Exchange Commission. Consequently, all forward-looking statements in this presentation are qualified by 
the factors, risks and uncertainties contained therein.

Use of Non-GAAP Financial Measures

This presentation includes financial measures and terms not calculated in accordance with accounting principles generally 
accepted in the United States (ñGAAPò) in order to provide investors with an alternative method for assessing our operating 
results in a manner that enables investors to more thoroughly evaluate our current performance as compared to past 
performance. We believe these non-GAAP measures provide investors with a better baseline for modeling our future 
earnings expectations. Our management uses these non-GAAP measures for the same purpose. We believe that our 
investors should have access to the same set of tools that we use in analyzing our results. These non-GAAP measures 
should be considered in addition to results prepared in accordance with GAAP, but should not be considered a substitute 
for or superior to GAAP results. Our calculations of non-GAAP measures are not necessarily comparable to similarly titled 
measures reported by other companies. All figures are adjusted or pro forma to reflect a full year impact of the acquisition of 
ProBuild which closed on July 31, 2015. The company provided detailed explanations of these non-GAAP financial 
measures in its Form 8-K filed with the Securities and Exchange Commission on February 28, 2017.  

Safe Harbor & Non-GAAP Financial Measures



Differentiated market leader in a highly fragmented 
industry

Geographic and end market diversity

Substantial ongoing cost savings and cost leverage 
potential 

Favorable housing cycle dynamics

Potential for continued market share gains and 
ongoing shift towards higher margin products

Expanding cash flow generation opportunities

Differentiated, diversified, and uniquely positioned for ongoing 
profitable growth
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Â We are one of the largest LBM (Lumber and Building Material) supplier of building products, prefabricated components and 

value-added services, primarily for new residential construction and repair and remodeling, in the U.S. professional market 

segment

Â We offer customers integrated solutions including manufacturing, supply, delivery and installation for a full range of structural 

and related building products

Â Our integrated approach and significant scale enables us to compete more effectively in the homebuilding end market

Â Sales to our top 10 customers, who are comprised of the largest U.S homebuilders, account for ~17% of sales

Â We compete in the highly fragmented pro dealer industry

Á Many competitors are small, privately owned businesses with limited product offerings, access to capital, and IT 

infrastructure

Á We are well positioned to execute share capture from these smaller local distributors

Builders FirstSource: Differentiated market leader in highly 
fragmented industry 
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Geographic diversity and balanced end market exposure

ÂWe have created a diversified company with enhanced scale and an improved geographic footprint, which allows for 
better customer reach and less exposure to any one market

Á Presence in 75 of top 100 MSAs and in 40 states

ÂOur national scale facilitates strategic partnerships with customers and suppliers  

Á We can uniquely offer the large production homebuilder consistent service across 40 states 

Á We believe we have advantaged purchasing power as the largest distributor of building products to the pro 
channel

ÂGeographic and end market diversity reduces our dependency on any one market or segment  

ÂR&R end market has historically provided a more stable revenue base 

Broad U.S. coverage with 400 locations in 40 states 2016 sales by end market

Single-Family
68% 

Multi-Family
7% 

Repair and 
Remodel / 

Other 
25% 
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Upside remains in US housing cycle

U.S. housing starts(1) Professional home improvement products spending(2)

1 Source: US Census, National Association of Home Builders.
2 Source: Home Improvement Research Institute.

Housing starts level is still significantly below 
the long -term historical average

Residential repair & remodel spending 
continues to show consistent growth
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Value Added Product Mix  
37%

Lumber & 
Lumber 

Sheet Goods
34%

Windows, 
Doors & 
Millwork

20%

Manufactured  
Product

17%

Gypsum, 
Roofing & 
Insulation

8%

Siding, Metal 
& Concrete

10%

Other
11%
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2016 sales by product category

(4)

Labor shortages and extended building cycle times increase 
the relative value for of our high margin value-added products

Manufactured product Windows, doors & millworkLumber & Sheet Goods

Gypsum, roofing & 
insulation Siding, metal, & concrete

Other products 
& services

Q4 2016 Sales per Day

Product Category Growth YOY

Lumber & Lumber Sheet Goods 16.8%

Manufactured Products 18.3%

Windows, Doors & Millwork 7.1%

Gypsum, Roofing & Insulation 1.5%

Siding, Metal & Concrete Products 1.8%

Other Products -0.5%

Gross Sales Per Day Totals 10.1%

Â Commodity inflation drives increase in lumber revenue

Â Q4 Value Added Product sales per day grew 12% vs 
prior year

Investment in manufacturing capacity and efficiency to drive growth and 
expand share of wallet in value added products

Â 2016 Capacity Expansion Initiatives

Á Brought 2 new manufacturing facilities on line

Á Purchased a plant in Alaska

Á Improved productivity and throughput to 20 facilities

Á Added 2 door lines

Â 2017 Investment Plans for Capacity Expansion

Á 5 new manufacturing facilities, and improving productivity to 20 facilities

Á 1 new millwork facility, and additional capacity to 10 door lines
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Category Summary Description
Current run-rate 

savings

Procurement Â One entity receives larger rebate percentages due to larger purchasing volume

Â Combined company negotiating more favorable terms due to increased scale
~$15M

Network 

consolidation

Â Consolidation of ~18 redundant sites, out of 88 overlapping locations

Â The combination of two networks creates a more dense delivery network and is 

expected to reduce miles driven

~$15M

General & 

Administrative

Â Consolidate headquarters locations

Â Reductions in staff where duplicate corporate support functions exist

Â Alignment of 401(k) and benefits plans across both firms

Â Greater purchasing scale for benefits & insurance

~$70M

Total ~$100M

ÂWe have implemented actions that are designed to achieve $100 million of the annual run rate cost savings associated with 
the ProBuild Acquisition

Á Our run rate synergy savings have reached $100M, within the range we predicted at the acquisition close

Á Integration costs estimated at $90-100M to achieve the full synergy targets, of which $71M has been incurred through year end 2016, and an 
additional $20-25M is expected in 2017

ÂOver the last 2 years, we have generated $125M in Pro Forma Adjusted EBITDA growth, a 22% CAGR, and improved our 
Pro Forma Adjusted EBITDA margin from 4.2% to 6.0%;  these financial results could not have been possible without our 
successful integration efforts

ÂWith the ProBuild integration effort largely behind us, we are devoting increased focus and resources toward the opportunities 
that we have for profitable market share expansion and improved operational efficiencies across our platform

ProBuild integration largely complete; enhanced focus on 
growth opportunities


