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Bunnings Coffs 
Harbour sold

Macquarie to 
raise funds 
for Metcash 
expansion

Bunnings may 
make a move 
in Warwick 

Bunnings 
Toowoomba 
demolition 
begins

As Hydrox 
struggles 
to sell HTH 
& Masters, 
management 
changes

Bunnings 
Yarrawonga up 
for sale/lease-
back

The brand new Bunnings Warehouse in Yarra-
wonga (VIC) will be sold. To be located on 1.46ha 
within the Kaiela Business Park in the regional 
Murray River hub, the 6863sqm store will be 
sold off the plan.

The store is being be built specifically for the 
hardware chain by the Pellicano Group, and will 
be the first Bunnings sold in Victoria in 2016. It 
comes as investors continue to pay top dollar 
for the chain’s blue-chip Wesfarmers leasing 
covenants.

Pellicano has appointed CBRE’s Victorian 
Retail Investments team to market this store. 
CBRE’s Justin Dowers told The Urban Develop-
er that Bunnings Yarrawonga is positioned in 
a major development precinct with a “rapidly 
growing catchment”. It will come with an initial 
10-year lease, plus further options, and will 
fetch a net annual income of $573,000. The store 
will also feature 143 at-grade car parking spaces.

Mark Wizel from CBRE said the investment 
sector continued to be tightly held – a factor 
that was expected to underpin strong interest 
in the sale campaign. He said:

Bunnings investments are always highly 
sought after, for a number of reasons. The net 
lease structure and fixed rental increases are 
favourable; along with the strength of the 
fundamental real estate given the strategic site 
allocations from Bunnings.

The property will be sold via expressions of 
interest, which close on August 4.

Store staffing

Over 60 jobs will be available at the Yarrawon-
ga store as it prepares to open by November. 
Bunnings Yarrawonga store manager Deb 
Thompson said all the in-ground works were 
complete and the perimeter walls had been 
installed. She told the Border Mail:

The preparation works for car park concreting 
to take place has also commenced and is pro-
gressing well. The key construction works that 
need to be completed between now and opening 
are the roof, internal floor, internal offices, the 
car park, painting and finishes.

Installing the racking in the store generally 
takes about two weeks. Once this is complete, 
stock-filling can take place and this is expected 
to take approximately four weeks.

The latest announcement comes as a develop-
ment application for an East Albury warehouse 
remains with Albury Council. A $27 million me-
ga-store would be built on the corner of Drome 
Street and the Riverina Highway, land that has 
already been purchased by Bunnings.

Existing staff at the store on the corner of 
Young and Wilson Streets would transfer to the 
new site and a further 50 staff would be hired.

https://goo.gl/nGLmo1
http://goo.gl/3xjmbv

Selling off Bunnings 
Yarrawonga

http://hnn.bz/
http://goo.gl/3xjmbv
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Bunnings said demolition works would begin 
so that construction can start on its $43 million 
store development in Toowoomba (QLD).

Bunnings general manager of property 
Andrew Marks said there would be minimal 
disruption for local residents during the dem-
olition and remediation works. He told The 
Chronicle:

Bunnings will undertake significant improve-
ments to the local road network and when this 
does commence we will work with the builder to 
ensure disruption to local residents is kept to a 
minimum.

Hutchinson Builders won the contract to 
build the project this year. Project manager Joe 
Watson said the project involved the construc-
tion of a new warehouse and car park and the 
retention of several heritage-listed buildings.

Mr Watson said the construction duration 
would cover the remainder of this year through 
to the anticipated finish date in November next 
year.

http://goo.gl/8C8HjH

Demo work at 
Toowoomba

Former Qantas and 
AMP chief financial 
officer Colin Storrie 
is joining the Masters 
board and long-time 
Woolworths executive 
Rodney Bordignon is 
stepping down and 
leaving Woolworths.

The change in direc-
tors comes as Wool-
worths and its joint 
venture partner, US 
hardware giant Lowe’s, 
continue to lock horns 
over placing a value on 
Lowe’s one-third stake 
in Hydrox Holdings, 
which owns Masters 
and Home Timber and 
Hardware. 

The price for Lowe’s 
share should have been 
settled months ago and 
is causing delays for 
Woolworths’ plans to 
sell off Masters or shut 
it down completely if a 
buyer cannot be found.

There have also been 
changes to the board 
of Hydrox Holdings, 
the vehicle that owns 

Masters, adding to the 
growing list of Wool-
worths executives that 
have done a brief tour 
of duty on the Masters 
board.

In documents lodged 
with the corporate 
regulator recently, 
Woolworths revealed 
that it had appoint-
ed its deputy chief 
financial officer Mr 
Storrie to the board of 
Hydrox. He reports to 
Woolworths CFO Da-
vid Marr and is closely 
involved with the legal 
and finance teams 
that are negotiating 
with Lowe’s to settle 
on a sale price for the 
US retailer’s stake in 
Masters.

Before departing 
Woolworths, Mr 
Bordignon was the 
retailer’s group counsel 
and only joined as a 
director of the Hydrox 
board in February, 
having replaced Wool-
worths non-executive 

director and merchant 
banker Scott Perkins.

Other recent changes 
include former Wool-
worths chief executive 
Grant O’Brien, the 
creator of Masters, 
severing his ties with 
Hydrox in February. 
Late last year former 
Woolworths CFO Tom 
Pockett also resigned 
from the Hydrox 
board.

Just after Christmas 
2014, the former boss 
of Woolworths general 
merchandise business 
Big W, Julie Coates, 
departed the Masters 
board.

In November Melinda 
Smith, one of the archi-
tects behind Wool-
worths’ push into the 
$45 billion hardware 
and home improve-
ment sector as well as 
a former Masters boss, 
quit as Masters’ head 
of buying. In the same 
week, Masters’ market-
ing boss, Dion Work-
man, resigned after 
just a year in the job.

In February, Masters 
boss Matt Tyson quit 
the chain after two 
years of trying to steer 
the loss making hard-
ware retailer to break 
even. He has since 
joined Bunnings to 
help operate its newly 
acquired hardware 
business in Britain, 
Homebase, which is 
being transformed into 
Bunnings.

http://goo.gl/hl1lPy

As Hydrox pricing stalls, 
top management changes

Warwick move 
unconfirmed

Bunnings has remained silent so far over a 
rumoured move to a vacant block on Canning 
Street in Warwick (QLD).

When asked directly by the Daily News if 
there were plans for the hardware store to 
make a move, Bunnings general manager – 
property Andrew Marks said:

Bunnings has been part of the Warwick com-
munity for over 20 years and looks forward to 
continuing to provide Warwick residents with 
the latest in home improvement and outdoor 
living products.

Bunnings Warwick has long been believed 
to be scouting for a different location, with 
parking at the current Palmerin Street site 
minimal when compared to other stores across 
the state.

The vacant block of land in Canning Street is 
speculated as the new site, with sources telling 
the Daily News the relocation process was 
under way. It is believed the new store would 
offer underground parking to its customers.

http://goo.gl/NuzW7J

Colin Storrie

http://hnn.bz/
http://goo.gl/8C8HjH
http://goo.gl/hl1lPy
http://goo.gl/NuzW7J
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Sources have told the Data-
Room column that Macquarie 
Capital in The Australian will 
be asked by Metcash to tap the 
market for cash should it be 
successful in securing hard-
ware assets that have been up 
for sale by Woolworths. The 
purchase is expected to cost 
Metcash about $250 million.

Analysts believe Metcash will 
probably need to raise money 
for the acquisition, and though 
the company is advised by 
Luminis Partners, the view is 
that the equity raising will be 
launched by Macquarie.

The likelihood is that Met-
cash will want to keep its 
existing balance sheet metrics, 
according to sources, if it buys 
HTH from Woolworths.

At the end of the 2016 finan-
cial year, Metcash had about 
$290 million of net debt against 
$1.37 billion of equity, which 
equates to a debt ratio of about 

21%. To keep those metrics 
consistent, about 80% of the 
total sum paid for HTH will 
need to be raised, meaning the 
group may tap the market for 
as much as $200 million.

With the deal appearing 
relatively positive for Metcash 
shareholders, the likelihood 
is that Macquarie will not 
have to cut the deal at a major 
discount to its present trading 
price — potentially about 5%.

The grocery wholesale op-
eration, which holds stakes in 
IGA supermarkets, has seen its 
share price almost double over 
the past year, when it was on 
the radar of foreign buyers as 
a takeover target. They were 
eager at the time to capitalise 
on the challenges it was facing 
from German grocery power-
house Aldi, which is constantly 
increasing its market share.

http://goo.gl/lJC3uM

Bunnings Coffs Harbour sold
A new Bunnings Warehouse 

in Coffs Harbour has been pur-
chased by a Victorian syndicate 
for $30.6 million.

The property was sold by 
Bunnings and offers an initial 
term of 12 years and a further 
eight options of six years each. 
James Wilson, NSW director of 
retail investment services at 
Colliers International told The 
Australian:

Bunnings continues to be 
one of the most desirable retail 
investments across Australia, 
with investors attracted to the 
established success of the busi-
ness, class leading covenant, 
long-term leases and fixed 
annual reviews.

The 3.8ha site sits on a major 
intersection in Coffs Harbour 
on the mid-north coast of NSW.

Mr Wilson said the result 
highlighted the strong compe-
tition for investors to secure 
blue chip investments below 
$50 million, with buyers capi-
talising on record low interest 
rates, a strong supply of capital 
and the lack of quality invest-
ment opportunities.

http://goo.gl/fUYDDn

Click ad to visit 
hbt.net.au

Macquarie raises funds 
for Metcash expansion

http://hnn.bz/
http://goo.gl/lJC3uM
http://goo.gl/fUYDDn
http://hbt.net.au/
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Sunlite Mitre 
10 opens store 
in Newtown

Banyo store 
closes

Mooroopna 
Hardware store 
revived

Coastal 
Hardware store 
closes

A hardware store in 
Minyama (QLD) is clos-
ing down after 26 years, 
as competition and age 
catch up on owners Ian 
and Marjorie Rae.

Coastal Hardware 
opened in 1990 as True 
Value Coastal Hard-
ware on Mooloolaba’s 
Brisbane Road. In 2006 
it moved to its current 
premises at Nicklin 
Way at the Amart 
Sports complex. The 
store left the Mitre 10 
group in 2013.

Mr Rae told the Sun-
shine Coast Daily that 
the strong support of 
local tradespeople had 
been important for his 
business and in better 
times weekly orders 
would provide tens of 
thousands of dollars 
in reliable income. He 
recalled supplying 
more than 100 prawn 
trawler operators and 
fishermen with boat 
repair materials, but 
said this industry has 

contracted and so had 
the orders.

Construction trades 
also provided regular 
customers, but they 
and others have turned 
increasingly to Bun-
nings, making compe-
tition very tough for 
independent hardware 
franchises such as 
Coastal Hardware.

Mr Rae said Bunnings 
had not “beaten” him or 
forced his shop to fold, 
and he would have 
“kept on” in the hard-
ware trade, if he were 
younger. But he’s 70 
years old, has a broken 
leg, and with the lease 
on his building up for 
renewal soon he can’t 
commit to another 10 
years. He said:

The hardware was 
never designed to close 
down because being a 
local we give the local 
service and wanted 
to stay that way. We 
wanted to give people 
options against the big 

ones, but it didn’t work 
that way.

Mr Rae is now facing 
a loss of more than 
$300,000, he estimates, 
after his business 
failed to sell. It was on 
the market for three 
years.

He claimed his shop 
could match Bunnings 
prices, but agreed 
it was difficult for 
independent hardware 
businesses to match 
the convenience of 
hardware superstores, 
especially when cus-
tomers expected to be 
able to “find 
anything 
they need” 
in one trip.

The Raes 
remain 
grateful 
for their 
customers 
and their 
staff, includ-
ing David 
Hayes, who 
has been 

with them for 23 years.
Mr Rae said while 

competition was 
tough for independent 
traders at present, he 
believed the tide would 
turn. He said:

I believe local busi-
nesses will come back, 
but it may take anoth-
er five years.

http://goo.gl/ptLGuW

Coastal Hardware closes

http://hnn.bz/
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A former Mitre 10 
store in Mooroopna 
(VIC) is set to reopen in 
coming months, with 
former owner Allen 
Hunter stepping in to 
take over the store.

Mr Hunter has a 
long history in hard-
ware since he opened 
Mooroopna Hardware 
Store on the same site 
more than 30 years 
ago. He sold off the 
store to Mitre 10 five 
years ago but remained 
the landholder, and 
when that shop closed 
many people in the 
community asked him 
if he could do some-
thing. Mr Hunter told 
Shepparton News:

There was a lot of 
interest from people 
to get it reopened. So 
we thought, why not 
reopen it and make it 
successful again?

He has started work 
refilling the empty 
shop and plans to 

have it open again in 
September.

At this stage he is not 
sure if the reopened 
store will be a com-
pletely independent 
shop or attached to 
a larger brand. But 
he said he wanted 
to ensure it had a 
strong local focus, and 
avoided the mistakes 
of the former Mitre 10, 
which was managed 
from the head office in 
Melbourne.

Mr Hunter said he 
was already restocking 
the shop, and had hired 
some former Mitre 10 
staff to help him re-
open. He said:

We’ve got a bare shop 
at the moment, apart 
from the fixtures and 
fittings. It’s a lot of 
work.

The reopening will 
cut short his retire-
ment, but he said he 
would get help from 
Mooroopna resident 

Glen Davis for the 
day-to-day running of 
the shop. He said the 
hardware store was vi-
tal for local tradies and 
it saved them the drive 
to Shepparton for their 
essentials. He said:

It’s a long way to go 
on the highway, and 
people get sick of it. 
And people were saying 
the town is just not 
the same without the 
hardware store.

The closure of Moo-
roopna’s Mitre 10 store 
drew a wave of public 
disappointment in the 
town, with many res-
idents unhappy they 
would have to travel 
further in order to 
make regular purchas-
es of items considered 
necessary for those 
doing work at home 
and on the job.

http://goo.gl/YyPtYs

Mooroopna Hardware  
Store Revived

Banyo store closure

A hardware store in Banyo, a suburb in Bris-
bane’s north, not only survived the introduction 
of the major hardware chains, but also thrived. 
It has been open for 85 years – and it’s finally 
closing. Owner Des Calthorpe is simply retiring. 
Matt Watson from ABC News Radio caught up 
with him recently and told his story.

I’ve been in the same location for 20 years, 
since 1996. It’s been seven days a week for 20 
years so time to retire!

I have been the third owner of the business 
which has been a hardware store for 85 years…
There has been lots of changes with the big 
barns coming in and creating a lot of competi-
tion but we’ve managed to hold our own with 
local support and it’s been great.

We’ve managed to maintain our sales by pro-
viding personalised service…We also packed a lot 
of product in our small space which was part of 
our success. 

Woking seven days a week was fine because I 
enjoyed what I was doing. It never seemed like a 
chore to me and the interaction with people has 
made it all worth it.

Mr Calthorpe has been in the hardware in-
dustry since he left school aged fifteen. He feels 
young and fit enough to do other things and 
enjoy life.

http://goo.gl/D6ECUO

http://hnn.bz/
http://goo.gl/YyPtYs
http://goo.gl/D6ECUO
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Newtown Sunlite open

Sunlite Mitre 10 has 
opened its fifth store 
on King Street in the 
Sydney suburb of 
Newtown, according to 
Inside Retail. The hard-
ware store represents a 

return of the brand to 
the suburb, preceded 
by the Quartly family 
who traded in New-
town from 1890 to 2014.

The 400sqm store 
stocks a traditional 

range of tools, paint, 
hardware and electri-
cal goods. It also offers 
special orders, deliv-
ery and a free paint 
matching service. Store 
owner Steven Czeiger 
said:

We are so excited to 
be bringing hardware 
back to the suburb. It 
is our aim to develop 
a store that dovetails 
perfectly into the 
unique and communi-
ty-minded Newtown. 
Being an independent 
operator, we have 
always tailored our 
offer to suit our locals, 
and Newtown is no 
exception.

The store has incor-
porated a mural, be-
hind the front counter 
and produced by a 
member of the store’s 
team, which features 
local landmarks.

Mitre 10 said the 
mural “fits in perfectly 
with the area and en-
capsulates the commu-
nity focused mindset” 
of the hardware brand. 
CEO Mark Laidlaw 
said:

Residents of New-
town will find they 
have a King Street 
trader that is clearly 
independent of that 
big corporate mental-
ity and one that puts 

service and solutions 
before all else. Sunlite 
really embodies the 
Mitre 10 spirit.

Steven and his family 
have mastered the art 
of immersing them-
selves in their local 
community and much 
of their success comes 
from their application 
to customer service 
and understanding the 
needs of the shopper.

The latest Sunlite 
outlet is a joint venture 
store in Mitre 10’s net-
work of stores.

goo.gl/DNjN6S
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The Good 
Guys team up 
with Airtasker

Kogan 
disappoints 
on ASX listing 
over GST fears

Kogan shares falling 16% in its first day of 
trading on the ASX. But the company’s founder, 
Ruslan Kogan, was unperturbed by the cold 
reception, saying he wouldn’t lose sleep over 
the market’s behaviour, which was beyond his 
control.

The online business floated with a market 
capitalisation of $168 million, after 30% was 
sold to institutional investors at $1.80 a share 
in a $50 million initial public offering. However 
the shares fell rapidly in early trade and closed 
down 30c at $1.50, on a day when the market 
rose 0.55 and rival retailer JB Hi-Fi was up .07%.

Mr Kogan has also played down the threat 
to Kogan.com from changes to the GST-free 
threshold for goods bought online overseas.

Third party branded international sales, which 
represent about 30% of Kogan.com’s revenues, 
could take a hit when the GST-free loophole for 
goods worth less than $1000 bought online from 
overseas is closed from July 2017.

The company cites changes to the so-called 
low-value threshold as a potential risk in the 
prospectus for its $50 million initial public offer, 
saying the changes could reduce the demand for 
a portion of Kogan.com’s third party interna-
tional products. But industry sources believe 
the risks have not been adequately addressed 
and fear that international sales could tank in 
2018.

Mr Kogan doused these concerns and rejected 
suggestions the risk to Kogan.com’s third party 
branded international sales was played down in 
the prospectus. He told Fairfax Media:

It’s something that 
may affect one area of 
the business that has 
the slowest forecast 
growth and is the low-
est margin part of the 
business...one quarter 
the margin of our pri-
vate label business.

The investors we 
spoke to were more fo-
cused on the fact that 
we have been growing 
for 10 years and we 
have been EBITDA 
[earnings before inter-

est, tax, depreciation and amortisation] positive 
for 10 years.

They are very excited about the growth in the 
high-margin private-label part of the business 
and the industry has massive tailwinds and is 
forecast to grow at 11.5% well into the future 
CAGR.

Kogan.com’s prices on internationally sourced 
products are as much as 30% cheaper than 
those at bricks and mortar retailers, reflecting 
lower sourcing costs and the absence of GST.

When the low-value threshold is reduced from 
$1000 to zero, Kogan.com’s price gap on interna-
tionally sourced goods is likely to fall from 30% 
to around 15% or 20%.

However, the company believes this price gap 
will be sufficient to continue to lure shoppers to 
its website, while the GST changes could boost 
demand for its third party branded domestic 
products and private label products.

Under the new GST regime, smaller online 
offshore consumer electronics retailers could 
struggle to compete if they do not have local 
logistics facilities to avoid customs clearance 
costs. But industry sources say Kogan.com is a 
low-margin business and even a small drop in 
international sales could squeeze earnings.

Kogan.com’s EBITDA margin was 0.8% in 2015, 
when the company lost $300,000, and margins 
are forecast to reach 1.4% in 2016 and 2.9% in 
2017.

http://goo.gl/hX4nqN
http://goo.gl/wVn92H

retail update
Kogan disappoints on ASX

http://hnn.bz/
http://goo.gl/hX4nqN
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Good Guys adds Airtasker

Appliance retailer, 
The Goods Guys will 
launch a new platform 
to make home instal-
lations of products 
sold in its stores across 
Australia easier, thanks 
to a partnership with 
tech company Airtask-
er.

The Good Guys 
installations platform 
will allow people to 
walk in store, purchase 
an item like an air 
conditioner and orga-
nise installation at the 
same time.

The platform lets 
customers sign-on, 
pick a contractor in 
their area based on 
price and ratings, and 
book in a time for 
installation. The job 
details are then sent 
to both the contractor 
and the customer via 
an app on which they 
can contact each other. 
Airtasker co-founder 
and chief operating 
officer Jonathan Lui 
told SmartCompany:

You can manage the 
booking online like 

you do with a flight 
booking.

The installations 
platform uses a similar 
system to Airtasker’s 
online marketplace for 
odd jobs and out-
sourced services where 
providers and custom-
ers can rate each other 
and communicate 
freely.

When a job is com-
pleted on the instal-
lations platform, 
contractors will upload 
photos and docu-
mentation, which the 
customer can approve 
and review before the 
contractor is paid.

The platform, which 
rolled out across 
The Good Guys store 
network recently, also 
streamlines payments 
for installers and 
generates full report-
ing dashboards to give 
installers access to all 
of the information 
they need. The Good 
Guys CMO, Robert 
Ambler-Frazer said:

We have an existing 
network of approxi-

mately 400 installers. 
They now have access 
to more jobs from more 
stores and our custom-
ers have access to more 
installation services 
and more choice in 
terms of installers and 
contractors.

Lui says The Good 
Guys installations 
platform will help 
with quality assurance 
while also enhancing 
client relationships 
and customers’ experi-
ence from purchase to 
installment. He said:

We provide transpar-
ency into the entire 
organisation and 
network of contractors 
they’re using.

While Airtasker con-
tinues to service more 
than 600,000 users 
on its main platform, 
which generates more 
than $40 million worth 
of transactions a year, 
Mr Lui says they have 
commenced talks 
about similar projects 
with other big players.

http://goo.gl/rbwMq9

retail 
update
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Channel 7’s reality/
reno series “House 
Rules” managed to 
generate acceptable 
numbers for its fourth 
season, but not enough 
to really guarantee the 
series will continue. 
That could be bad 
news for Channel 9 as 
well, which is set to 
launch the 2016 season 
of its long-running 
series “The Block” in 
August 2016. 

As the graph illus-
trates, the fourth 
season averaged 0.88 
million viewers, just 
behind the third 
seasons 0.89 million 
viewers. The peak for 
the fourth season was 
for the 20th episode, 
which reached 1.24 
million viewers, while 
the peak for the third 
season was the final 
episode, which hit 1.30 
million viewers.

That said, the fourth 
season ran to only 36 
episodes, while the 
third season had 40 
episodes. Total viewers 
produced by the third 
season was 35.76 mil-
lion, and for the fourth 
season the total was 
31.82 million.

Neither of these 
seasons came close to 
the highly successful 
second season, which 
had an average of 1.34 
million viewers per 
episode, and despite 
running for only 38 
episodes, returned a 

total audience of 51.63 
million. The highest 
rating show was its 
final episode, with 1.99 
million viewers.

This lacklustre result 
comes after the very 
poor performance 
of Channel 9’s sec-

ond season of “Reno 
Rumble”, put together 
by the same team that 
produces “The Block”. 
The numbers for that 
reality/reno series were 
startlingly bad, aver-
aging just 0.36 million 
over its 15 episode run, 

including a very disap-
pointing 0.25 million 
for the finale -- which 
was the lowest rating 
episode for the entire 
series.

[continues next page]

a few  
quick stats:

Overall retail 
sales rose 0.2% 
for the ABS 
May report.

Trend estimate 
for hardware 
and garden 
supplies: up 
0.6%.

RBA statistics 
for average 
price of 
dwelling in 
Australia: 
$614,000

RBA stats for 
economic 
growth: GDP 
continues to 
grow at 3.1%

statistics
House Rules overruled 
by viewers

http://hnn.bz/
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stats

Tinkering with 
the formula

In response to less 
than positive viewer 
numbers for its past 
two seasons, the pro-
ducers seem to be tin-
kering with the formu-
la behind “The Block” 
for its 12th season. The 
casting includes the 
show’s first lesbian 
couple, and also its 
oldest couple. Beyond 
that, however, the 
basic formula remains 
in place: non-residen-
tial space converted 
to residential space 
in Melbourne; two 
“amateur” couples with 
some renovation ex-
perience; one semi-pro 
couple with renova-
tion experience; one 
fully-pro couple with 
renovation experience; 
and one completely 
inexperienced couple.

Here come the 
judge

While it’s possible 
to list the various 
dramatic situations 
we will see emerge 
-- clueless amateurs 

struggle with trades 
and budget, experi-
enced renovators make 
changes to architect’s 
plans, tradie compet-
itors cut corners and 
are brought to heel by 
site foreman Keith -- a 
lot of attention will be 

focussed on what the 
judges have to say. 

Will this season 
escape from the 
overdone, “resort-style” 
bathrooms? Will there 
will be even one kitch-
en that features fewer 
than three ovens, a 

“butler’s pantry” and 
pendant lighting? Will 
anyone even have a 
magnetic induction 
stovetop instead of the 
exciting-looking, but 
fundamentally outdat-
ed gas stovetops?

At a guess, no. And 

that is perhaps some-
thing less the fault of 
the show’s producers, 
and more to do with a 
Melbourne design/real 
estate establishment 
still stuck in the previ-
ous decade.

The Block Season Statistics

Click ad to visit 

http://hnn.bz/
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in this  
update:

Yates takes 
a new PR 
direction

Bosch 
“Remastered” 
sells repaired 
tools through 
online channel

BSH to supply 
appliances to 
The Block TV 
series

Freedom Kitchens 
has chosen BSH as the 
exclusive supplier of 
home appliances for its 
kitchens and laundries 
on The Block TV show. 
BSH supplies the 
Bosch, Siemens, Neff 
and Gaggenau brands.

According to Appli-
ance Retailer, BSH 
presented extensive 
marketing plans to its 
retail partners, includ-
ing catalogue insertion, 

in-store marketing 
(POS), digital and social 
media plans, to pro-
mote its involvement 
with The Block. Retail 
partners will also be 
able to promote “as 
seen on The Block” for 
the products that have 
been selected by the 
contestants. BSH gen-
eral manager category, 
Nick Ruffel said:

Being able to offer 
four premium brands 

with award winning 
design, The Block is 
the perfect platform to 
showcase our portfolio 
of home appliances. 
Our brands cater for 
various target groups 
which is a great fit for 
the different apart-
ment styles we can 
expect from the show…

Freedom Kitchens 
spokesperson, Felicity 
Page added:

The Block offers an 

opportunity to bring 
Freedom Kitchens 
into the homes of all 
Australians and we’re 
proud to be a part of 
this series. The chal-
lenge of designing 
and delivering these 
kitchens has pushed all 
areas of our business 
to the extreme – design, 
CAD and manufac-
turing – all working 
together to deliver 
exceptional results.

Kitchen design has 
come so far in the past 
few years, and we’re 
looking forward to in-
spiring viewers with an 
array of exciting ideas 
that they can take on 
board for their own 
home renovations.

BSH also confirmed 
the partnership with 
Freedom Kitchens is 
exclusive to The Block 
and is not a formal or 
ongoing arrangement.

http://goo.gl/RrpDtp

suppliers update

BSH supplies The Block

Bosch Remastered sells tools online
Bosch just launched 

its first direct-to-con-
sumer website where 
people can purchase 
reconditioned Bosch 
tools, directly from 
Bosch. It’s called 
Bosch Remastered, 
and it offers some 
deep discounts on its 
factory-reconditioned 
tools.

The company says 

every single Bosch 
reconditioned tool is 
stripped down, ex-
amined individually 
by hand, and re-engi-
neered with painstak-
ing attention to detail, 
right down to the case 
that holds it.

Bosch guarantees 
that it has been 
remastering tools for 
over 35 years with the 

same level of quality 
as new tools.

Walnut Ridge, Ar-
kansas (USA) is where 
Bosch reconditioned 
tools are 
restored 
to meet 
the same 
exacting, 
high 
stan-
dards the 

company places on 
new Bosch tools.

https://goo.gl/3fgidu

http://hnn.bz/
http://goo.gl/RrpDtp
https://goo.gl/3fgidu
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Yates’ new PR direction

Magnum & Co has 
been appointed the PR 
agency for gardening 
brand Yates, reports 
the Mumbrella web-
site. Yates Gardening 
senior brand manager 
Lauren Treloar said 
it was pleased with 
the agency’s creative 
approach to the brief 
ahead of a major prod-
uct launch in its seeds 
business. She said:

Here at Yates, we are 
about to embark on a 
really great idea, which 
we passionately believe 
is going to generate 
a lot of goodwill and 
public support and not 
just amongst dedicated 
gardeners.

It’s also something 
the brand has never 
done before, which is 
why it was so import-
ant we partnered 
with the right agency. 
Magnum & Co 
impressed us 
with big creative 
ideas, sound 
strategy, rigorous 
attention-to-detail, 
content ideas and 
general process. 
It was head and 
shoulders above 
the rest.

Magnum & Co’s 
managing director 
Michelle Hampton 
said the agency 

was excited about the 
win.

When Yates came 
to us with this brief, 
we were immediately 
excited by its potential 
to affect real, posi-
tive change across 
Australia – especially 
amongst children. And 
since winning the ac-
count, everyone we’ve 
broached the idea with 
is similarly enthusi-
astic – and it’s a real 
validation when that 
happens.

While we can’t discuss 
exactly what that ‘big 
idea’ is just yet, we’re 
genuinely excited to be 
part of a great brand 
like Yates, making 
history in something 
which we believe is go-
ing to do a lot of good.

https://goo.gl/FsSZPx

supplier 
update

http://hnn.bz/
http://hbt.net.au/
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TextStanley Black & 
Decker results 
for FY2016H1 
show good 
growth in Tools 
and Storage

SBD’s Flexvolt 
seen as 
leading profits 
over three 
years

Mitre 10 
CEO Mark 
Laidlaw reveals 
backing out 
of leases 
on lower 
performing 
stores

Mr Laidlaw 
emphasises 
the role of 
“core ranging” 
in Sapphire 
stores

As has been the case recently, Metcash has 
delayed the release of its recording of the 
presentation of its full year results to analysts 
for two weeks after the event. The following 
is the transcript of the brief comments about 
Metcash’s Mitre 10 business, as delivered by the 
managing director of Metcash, Ian Morrice.

Once again, very good year from Mitre 
10 in very tough conditions. If you look 
at the overall sales being relatively flat, 
what we are calling out here is that the 
wholesale like-for-like growth is what is 
important, because that is the underly-
ing picture. 
We did actually close some unprofitable 
businesses that were part of our JV [joint 
venture] network over the past months. 
We are continuing to see the remainder 
of our JV stores and our trade business 
growing solidly, so we are pleased with 
what I would describe as a solid sales 
performance in hardware. 
EBIT [earnings before interest and tax-
ation], very strong performance in EBIT. 
That was due to very proactive manage-
ment of costs. In fact we were able to 

consolidate our NSW distribution into 
QLD and VIC, and actually close our DC, 
and create some real efficiencies for our 
business in the 2016 year, and you can 
see that reflected here. 
I want to call out in particular the fact 
that the reported EBIT margin is 3.1% 
in this pillar, but the wholesale margin 
is actually only 2.5%. The reason that 
the total margin is higher than that is 
that we consolidate the retail profit from 
a number of our JVs where we have a 
significant share of those JVs. So that is 
important to recognise that as a whole-
saler we are still running at about a 2.5% 
margin mark. 
Once again, some great initiatives 
underway within the hardware sector, all 
pointed at driving like-for-like underlying 
sales growth in our existing network. I’m 
delighted that we got 12 Sapphire stores 
up and running from a standing start, 
getting a tremendous sales uplift. This is 
a very similar program to the diamond 
store program, same sort of principles, 
but very clearly adapted to the Mitre 

Mitre 10 results  
FY 2015/16 Part II

AUD millions
Metcash 2015/2016 

full year

2014/2015

 full year

Change

Sales Revenue 13,541.3 13,369.8 1.28%
Underlying profit before tax 248.4 242.2 2.56%

EBIT 275.4 297.3 -7.37%

Reported profit after tax 216.5 -384.2
Mitre 10

Sales Revenue 1,056.6 1,048.4 0.78%
EBIT 32.8 30.1 8.97%

Growth in like-for-like stores 2.5%

http://hnn.bz/


19

hnn.bz

10 hardware model and getting some 
great results. Again, core ranging is very 
powerful because that drives compli-
ance and execution, which rewards both 
ourselves and the suppliers in those 
categories.
The last point around category manage-
ment is also the ability to negotiate on 
behalf of the members savings in those 
categories, savings with the suppliers 
that can then be passed on to the mem-
bers, and improve their competitiveness, 
and improve their ability to compete 
profitability, in some very competitive 
categories like timber and fasteners. 

Questions

Two questions were asked specifically about 
Mitre 10 by analysts.

David Thomas, CLSA
One final one, just on the hardware side of 

things. Given the problems with the one major 
independent competitor, I was surprised to see 
the number of banners go backwards, given, I 
would have thought, the ability to attract other 
independent retailers at the moment would be 
as good as it has ever been. 

Can you give us some colour on why those 
banner numbers have gone backwards. Obvi-
ously you have closed some stores, I understand, 
but you are not attracting others across at this 
period of time.

Mark Laidlaw, CEO Mitre 10
Thank you. The banners going back-
wards. We hit a billion dollars two [sic] 
years ago, and we hit a billion dollars for 
the second year in a row, and it became 
a very important time for us to just go 
back, and instead of just going out and 
targeting all those independent stores, 
which we did, we were picking up 20 to 
30 stores a year. 
This was actually a year in many ways 
of consolidation, and looking at where 
the profits were being made. We made 
some tough decisions, where leases 
came up, and we had previously picked 
up some big stores volume-wise, but the 
lease costs were killing us. 

So we took a more commonsense 
approach and we did make a decision 
to get out of our larger, non-profitable 
stores. So that is one impact, so we took 
a much more intelligent approach to 
picking up stores. The other side is that 
there is the Bunnings impact. We would 
lose 15 stores a year because of new 
Bunnings stores being opened.

Adam Alexander, Goldman Sachs
The Sapphire store program seems to be deliv-

ering some pretty positive sales uplifts. What is 
the number of stores that you have planned for 
FY2017?

Mark Laidlaw, CEO, Mitre 10
So Sapphire is a comprehensive pro-
gram, in its simplest terms it is the visual 
look of the store. So we are changing 
the major layout. We are bringing paint 
to the front and making that a customer 
hub. We’ve seen that works very well in 
Europe. 
We are doing a lot of core ranging in 
store, particularly in the area of power 
tools, paint, hand tools and hardware. 
That is one part of it, that’s the visual part 
of it. But the real benefit to store owners 
is reviewing the core ranging. The best 
example that Ian put up is, say, timber, 
where we find that many of our store 
owners, 380 of them, they’ve done their 
own thing for many years. The timber 
where many of our 
stores dealt with 
10 suppliers, we’ve 
now consolidated 
that down to 3 
suppliers, and of 
course there are 
winners and losers, 
and those winners 
certainly pass on 
the benefits back to 
our store owners. 
So it is a compre-
hensive program, 
not easy to do, 

companies 

Mark Laidlaw, CEO, Mitre 10
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so it is 12 in a year, and that is work-
ing very hard, might have to put some 
more resources into it, because the 
good thing is with the returns back to 
the store owners, they are now showing 
confidence in investing back in their 
stores. That would also be part of the 
fact of Masters’ demise as well, but there 
is some confidence now with the inde-
pendent Mitre 10 owner. So we have on 
the books doing another 12 in the next 
twelve months. Ultimately we would like 
to complete fifty of these.

Analysis

As HNN commented in its previous analysis, 
based on the documents Metcash released on 
the day of the announcements, the results clear-
ly indicate that Mitre 10 is doing a very good job 
of performing its duty to its corporate owner. 
This is mainly about producing profits from a 
reduced expenditure base, so as to contribute 
to the company’s ongoing efforts to buy market 
share through discounts in its supermarket 
operations. As HNN commented earlier, what 
Mitre 10 has done in that regard is truly impres-
sive.

According to Mr Laidlaw’s response to the first 
question asked, the decrease in the number of 
Mitre 10 bannered stores has been due in part to 
a decision to close down unprofitable opera-
tions, which would carry heavy lease obliga-
tions if continued. Another factor, he states, is 
competition from Bunnings. 

It is more interesting what Mr Laidlaw chose 
not to say. Perhaps it almost does go without 
saying that there were also a number of Mitre 
10 stores that left that banner to join alternative 
buying groups during the year as well. A key 
part of that might have been the rumoured 2% 
discount which the Home Timber & Hardware 
Group offered to its members, on a time basis, to 
make sure they did not “defect” to Mitre 10. 

Also left unmentioned were Mitre 10’s report-
ed efforts to recruit -- as least as far as HTH 
was concerned -- its members, through invit-
ing them to the Mitre 10 annual convention, 
amongst other actions.

It’s understandable that Mr Laidlaw didn’t 
bring all that up. But it is good to bear the whole 
situation in mind when thinking about the 
results.

HNN is also not quite sure what to make of 
Mr Laidlaw’s statement that in prior years: “we 

were picking up 20 to 30 stores a year”, referring 
to independents joining the Mitre 10 banner. 
According to the Metcash financial report for 
FY 2014/15: 

During the year, an additional 16 independent 
stores were converted to the Mitre 10 banner, 
bringing the total conversions to 87 since 2010.

If these are comparable numbers, the aver-
age rate of store conversions per year would 
have been around 17 each year from the end of 
2009/10 to the end of 2014/15.

Of course, the real question the decline in 
store numbers raises is whether if Mitre 10 were 
receiving the amount of capital investment it 
deserves, the decision to close the underper-
forming stores would have been made. In other 
circumstances, it might have made more sense 
to invest to improve their performance, perhaps 
through the Sapphire program. 

That’s especially the case, with Masters Home 
Improvement either leaving the scene in the 
first calendar quarter of 2017, or at least continu-
ing in a very reduced form. With a number of 
customers about to shift their buying patterns, 
you would think it desirable to have a store 
network tuned a bit more for expansion and 
growth than cost-reduction and efficiency at 
current sales volumes. 

Mr Laidlaw’s statements about the Sapphire 
program really do clearly lay out its intent and 
aims. While the visual design elements have 
dominated to an extent in the earlier trial 
stores, a major part of the program is that, 
through investing in these stores, the owners 
are encouraged to subscribe strictly to the core 
ranging requirements.

companies 

Sapphire slide from Metcash presentation
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US-based tools and security company Stanley 
Black & Decker (SBD) has released its results 
for the first half of its FY2016. The results show 
modest growth in the company. For the second 
quarter, net sales were USD2932.4 million, an 
increase of 2.28% over the previous correspond-
ing quarter (pcq), which was second quarter 
FY2015. Net sales for the first half of FY2016 now 
stand at USD5604.5 million, up by 1.96% over the 
previous corresponding period (pcp), which was 
the first half of FY2015. 

Company profit for the second quarter was 
USD462.0 million, up 11.95% over the pcq. For 
the half, company profit was USD811.8, up 6.35% 
over the pcp.

The company stated that the growth in sales 
for the second quarter related to increases 
in sales volume, which contributed 3%, and 
price increases, which contributed 1%. Howev-
er, unfavourable exchange rates brought the 
growth back by 2%. It reported a gross margin 
rate of 38.5% for the quarter, up from 36.9% in 
the pcq. Operating margin for the quarter also 
improved, reaching 15.8%, contrasted with 14.4% 
for the pcq.

During the presentation to analysts, the com-
pany was buoyant about results for the entire 
financial year. The current CEO, John F. Lund-
gren, provided an improved guidance:

Given these results, we’re raising our 2016 guid-
ance to a range of USD6.30 to USD6.50; that’s up 
6% to 10% versus 2015, and from our prior guid-
ance of $USD6.20 to USD6.40 and, concurrently, 

we’re reiterating our free cash flow conversion of 
approximately 100%.

Tools and storage

SBD’s tools and storage segment returned 
good results. For the second quarter sales rose 
by 5.01% to USD1931.6 million. For the half sales 
were USD3638.5 million, an increase of 4.81% 
over the pcp. 

Segment profit for tools and storage rose 
substantially for the second quarter. This 
came in at USD362.5 million, up by 20.19% over 
the second quarter for 2015. This helped drive 
growth in profit for the half to 11.84%, with a 
total segment profit of USD624.5 million.

The operating margin for this segment was 
18.8% for the quarter, up from 16.4% for the pcq.

According to SBD president and chief operat-
ing officer James M. Loree:

Our Tools & Storage team delivered 8% organic 
growth, growing in all regions, despite difficult 
comparables and weakness in the industrial 
channel and certain emerging markets.

Increase in volume of sales contributed 7% of 
growth to the quarter, while price contributed 
a further 1%. Unfavourable fluctuations in cur-
rency exchange rates were negative to 3%. 

The North American market for the segment 
grew by 7%, the European market grew by 14%, 
and emerging markets grew by 4%. Australia re-
ported a decline of 3% for the quarter, following 
a slide of 2% for the first quarter.

companies 

Stanley Black & Decker 
results FY 2016 H1

USD millions
Stanley Black  

& Decker
FY 2016 H1 FY 2015 H1 Change

Net Sales 5604.5 5496.9 1.96%
EBIT 811.8 763.3 6.35%

Operating Margin 14.5% 13.9%
Diluted earnings per share $3.12 $2.51 24.3%
Tools & Storage

Net Sales 3638.5 3471.6 4.81%
EBIT 624.5 558.4 11.84%

Operating Margin 17.2% 16.1%

http://hnn.bz/
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Executive announcement

The retirement of the current CEO, Mr Lund-
gren, was announced, effective 31 July 2016. Mr 
Lundgren, who has been with SBD for 12 years, 
will be replaced by Mr Loree. He commented:

Today the Company is stronger than ever, mak-
ing it the ideal time for our long-planned CEO 
succession. I look forward to ensuring a smooth 
transition and I am confident that the Company 
will continue to thrive under Jim’s leadership.

During the presentation of these results to 
investment analysts, Mr Lundgren further 
commented:

I’m proud of everything the company has ac-
complished over the last 12-plus-years, including 
compounded annual sales growth of 12%, and a 
total shareholder return of over 300%.

...
I’ll turn 65 in September. And rather than 

thinking of this as going out at the top, I think 
of it more as a long distance relay race where 
we’ve built a good lead and I’m passing the ba-
ton to a colleague and a management team who 
are well positioned and fully capable of increas-
ing that lead. 

Presentation

SBD was particularly upbeat about the release 
of its Flexvolt system. Mr Loree went into some 
detail about the product and its prospects:

The patent-protected DEWALT FLEXVOLT sys-
tem is the most exciting innovation in the power 
tool industry since Black & Decker unveiled the 
first cordless tool in the 1960s. It has the poten-
tial to revolutionise the jobsite. 

It allows users to switch from 20 volt to 60 volt 
to the never before seen 120 volts of cordless 
power, using the same battery pack regardless of 
the voltage rating. These battery packs are com-
pletely backwards compatible with our existing 
line of DEWALT 20 Volt tools, and when used in 
these products, the FLEXVOLT battery combines 
with our market-leading brushless motors to 
provide significant runtime and performance 
advantages. 

FLEXVOLT will ultimately enable professional 
users to completely eliminate the cord on the 
jobsite, achieving the freedom of cordless while 
maintaining all the power and flexibility of 
corded tools. And at the same time, none of our 
existing user base is left behind, as the FLEX-
VOLT battery packs used on their new 60 volt 
and 120 volt cordless tools will also enhance the 
performance of their existing 20 volt products.

FLEXVOLT is being commercialised as part of 

our SFS2.0 commercial excellence initiative with 
the most global, most digitally-enabled, and 
most comprehensive marketing campaign in our 
history. We have already demonstrated the tech-
nology in person to over 700 customers around 
the globe, including major retailers, distributors, 
and other channel partners. 

We have also introduced and demonstrated the 
products to the tool subject matter expert blog-
ger community and have created an enormous 
social media buzz in anticipation of the prod-
uct’s release to the market in October. We have 
coordinated our digital marketing campaign 
with our sports marketing assets and we will be 
conducting a massive end user demonstration 
effort as the summer proceeds.

Product introductions

One interesting comment from Mr Loree, in 
response to an analyst’s question, dealt with 
the logic behind some of the company’s product 
releases:

We’re driving price realisation, price optimis-
ation, all these things kind of combined. We are 
very, very focused on managing mix, focused on 
managing the lifecycle of new products, or prod-
ucts in general, and introducing new products 
at higher margins as the more mature products 
kind of margin has a degrading tendency over 
time.

In response to an analyst’s question SBD’s 
chief financial officer, Donald Allen, quantified 
some of the impact expected from the launch of 
the Flexvolt product in October 2016:

As we mentioned related to breakthrough 
innovation, just as a reminder to everybody, 
when we have major programs like this, our 
expectation is it will generate at least $100 
million of revenue over a three year period, and 
clearly we think FLEXVOLT is going to exceed 

companies 

Stanley Black & Decker global results
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that, probably exceed it in a very significant way. 
As we look at 2016, we’ve had initially very high 
demand for the product. We expect, as Jim said, 
for it to hit the stores in late September, early Oc-
tober, and as a result, I indicated previously that 
I think we’ll probably experience here in 2016, as 
a percentage for the total company, about a half 
a point of growth when you look at the entire 
year. And so that would be roughly $50 million 
to $60 million. That number could creep up as 
we go throughout the fourth quarter and could 
become closer to 0.75%, so we’ll see how that pro-
gresses, but that’s kind of the range you should 
look at initially.

While the company sees the success of Flex-
volt in North America as assured, it is less cer-
tain about the impact in Europe. Commenting 
on the European market in general, Mr Loree 
said:

Yeah, and anybody that had 14% organic 
growth in Europe and said it was sustainable 
would not be credible. So I mean, I think that’s a 
very special performance. And we’re on the heels 
of the two years of 7% comps which makes it 
even more challenging. But having said that, the 
European Tools team is literally on a rampage, a 
growth rampage, and the environment is the big 
unknown over there and the success of FLEX-
VOLT is also a big unknown. So it’s difficult to 
say – peg a number.

Analysis

The strong performance of SBD helps to add 
substance to a general sense in the hardware/
home improvement community that spending 
on private and public building and infrastruc-
ture has continued to lag over the past five 
years, and that we may be entering a period of 
“catch-up”. 

As HNN has suggested in the past, we are also 
seeing clear signs here in SBD that the power 
tool market is evolving substantially from a 
more volume/commodity approach to one that 
is about differentiation and improved margins. 

What is masterly about SBD’s development of 
the Flexvolt product is that it has leverage both 
of these influences to introduce what could be a 
very profitable product line. It is technologically 
advanced and unique, and ideally suited to the 
coming wave of heavy building and construc-
tion likely in North American and European 
markets. 

In particular, the main deliverable of the 
Flexvolt system is improved productivity, both 
in terms of enabling workers to do more faster, 
but also in simplifying construction site logis-
tics. With a continued and increased shortage 
of skilled construction workers likely, such 
efficiencies have become highly valued, and 
this promises ongoing strong margins on this 
product.

companies 

SBD DeWalt Flexvolt tablesaw

http://hnn.bz/
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in this  
update:

Sears 
introduces 
new sensor 
technology

Home Depot 
wins brand 
award 

Home Depot 
brings its 
Interline 
acquisition 
into the main 
company

usa update

After almost a year 
to the day of coming 
together, the theme 
of Home Depot’s and 
Interline Brand’s acqui-
sition is “one”. Frank 
Blake, general manager 
of renovation services 
for Home Depot said:

We want one account 
for customers, one 
technology platform 
for everyone, one prod-
uct catalogue and one 
team working for the 
same thing.

That process of merg-
ing the two is going 
smoothly, according 
to both Home Depot 
and Interline Brands, 
which was acquired in 
July 2015 by the home 
improvement chain. 
Interline CEO Ken 
Sweder said:

We’ve had a very good 
experience with the 
Home Depot. We’ve 
been working closely 
for about a year, and 
that work together has 
been focused on bring-
ing our associates and 
teams together.

That process of 

blending the teams — 
including 1,000 Inter-
line sales associates — 
was made easier by the 
similarities between 
the two. Mr Blake said:

Home Depot is a 
value-based company. 
Its core values are our 
moral compass, and 
one of our values is 
excellent customer 
service. Interline has 
shown a history of 
excellent customer 
service, and we share a 
common core value.

When the companies 
joined a year ago, there 
was a goal to bring to-
gether two companies 
that could complement 
each other. Home 
Depot is known for its 
home improvement 
stores, but also caters 
to professional con-
tractors of all sizes.

Interline Brands is 
one of the largest MRO, 
or maintenance, repair 
and operations, in the 
US, supplying janitorial 
and toiletry supplies to 
companies, businesses 
and housing complex-

es. Mr 
Blake said:

There 
was a 
natural 
progres-
sion for 
targeting 
the pro-
fessional 
con-
tractor. 
Interline 

has their pros and 
Home Depot has theirs: 
Together we can cover 
the whole spectrum of 
contracting.

For example, Interline 
provides products like 
toilets, but has his-
torically not installed 
them. Home Depot 
provides installation 
services, which it can 
now offer as an add-on.

For Mr Sweder, the 
synergies are broken 
down into several as-
pects, including more 
products and services, 
better technology 
and procurement 
platforms, a better 
last-mile effect with 
faster delivery and a 
combined sales force 
to bring face-to-face 
service to customers.

He adds that there 
was certainly some-
thing that it brought 
to the table, especially 
complementing Home 
Depot’s retail with its 
sales team, last-mile 
delivery and MRO 
expertise.

The knitting of two 
companies has been 
a slow, careful pro-
cess, Mr Sweder said, 
especially given the 
fact that they’re two 
large ones. The process 
has been a “thought-
ful” one, with the two 
wanting to bring out 
what’s best about the 
other one.

For now, Interline will 
continue to operate 
under its name — 
along with its cus-
tomer-facing brands 
Supplyworks, Wilmar 
and Barnett — while 
embracing the Home 
Depot name. Mr Swed-
er said:

We really like the 
affiliation with the 
Home Depot name. It’s 
one of the best brands 
in the US. The company 
acquired us for our 
core competencies, so 
we plan to continue to 
operate with that name 
recognition, but some 
day down the road, it 
could change.

Mr Blake said that 
looking ahead, the fo-
cus will be on creating 
a value-added joint 
company. He said:

We have an opportu-
nity to better serve in 
the professional space 
and have a unified 
solution for the future.

http://goo.gl/hF7Ux4

Home Depot integrates  
Interline

http://hnn.bz/
http://goo.gl/hF7Ux4
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usa 
update

The Home Depot is 
the 2016 Hardware and 
Home Brand of the 
Year for the fourth con-
secutive year, accord-
ing to The Harris Poll 
2016 EquiTrend® Study. 
The 28th annual study 
reveals the strongest 
brands in nearly 100 
categories across the 
media, travel, financial, 
automotive, entertain-
ment, retail, restau-
rants and household 
industries, based on 
consumer response.

Measuring brands’ 
health over time, the 
EquiTrend Brand 
Equity Index is com-
prised of three factors 
– familiarity, quality 
and purchase consid-
eration – that result in 
a brand equity rating 
for each brand. Brands 
ranking highest in eq-
uity receive the Harris 
Poll EquiTrend “Brand 
of the Year” award for 
their respective cate-
gories.

This year, more than 

97,000 US consumers 
assessed more than 
3,800 brands (including 
more than 200 retail 
brands), across nearly 
500 categories. 

This year’s Harris Poll 
study marks the fourth 
consecutive year The 
Home Depot has been 
named Hardware and 
Home Brand of the 
Year. Compared to 
other award industries 
assessed, retail ranks 
high on the brand eq-
uity scale, placing just 
behind the restaurant 
industry. Meanwhile, 
within retail, Hardware 
and Home tops all oth-
er retail categories.

Joan Sinopoli is vice 
president of brand 
solutions at Nielsen, 
which owns The Harris 
Poll. She said:

The Harris Poll 
shows that most retail 
categories have above 
average brand equity 
scores. Hardware and 
Home has the strongest 
equity rating, and baby 

boomers and GenX 
shoppers – consumers 
who are investing in 
home improvements 
and moving up from 
starter homes – are 
driving that.

To maintain their 
strong brand equity, 
hardware and home 
retailers will need 
to understand the 
increasing number of 
millennials entering 
the market – consum-
ers who are more likely 
to make their rentals 
into longer-term nests, 
or who are able to sat-
isfy their pent-up need 
to become first-time 
home buyers.

Home Depot wins  
brand award

Sears sensor 
technology

Sears will release the second generation of the 
WallyHome sensor products in October.

The new products will expand on WallyHome’s 
ability to alert homeowners to water leaks and 
other problems caused by changes in moisture, 
temperature and humidity. They can tell people 
when they’ve left a door or window open and in-
cludes a built-in digital speaker, battery back-up, 
and integration with other connected devices.

Sears Holding Corp. acquired the WallyHome 
technology last year from Seattle startup SNU-
PI Technologies, a company that was first estab-
lished at the University of Washington. It was 
based on research by professor Shwetak Patel.

The new WallyHome products include a hub 
and multi-sensors. Sensors track conditions in 
parts of the home and the hub connects sensors 
and enables notifications through text messag-
es, emails, push notifications or phone calls.

Sears has made a big bet on smart home 
technology through its Connected Solutions 
division. Its connected products include devices 
to control and adjust temperature and lighting, 
as well as smart appliances like refrigerators, 
washers and dryers.

http://goo.gl/vSMktS

http://hnn.bz/
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Three-quarters 
of B&Q’s 7 million 
customers use the 
retailer’s website to re-
search products before 
buying in store. But 
the home improve-
ment retailer strug-
gled to understand 
the customer journey 
from on to offline, and 
had limited insight 
into why customers 
were behaving in cer-
tain ways.

By partnering with 
Clicktale, B&Q has 
been able to identify, 
test and prioritise 
customer experience 
improvements, leading 
to an increase in con-
version, average order 
value and revenues.

After using Clicktale 
to prioritise actions 
over the last five 
months, the retailer 
has seen an annual up-
lift of over GBP5 mil-
lion as well as a 75% re-
duction in the time it 

takes to make changes 
to the website. Michael 
Durbridge, director 
of omnichannel, B&Q, 
said:

Home improvement 
is difficult. The easier 
we can make our cus-
tomers’ journey by op-
timising the experience 
digitally, the better it is 
for the B&Q brand.

Mr Durbridge said 
Clicktale allows the 
retailer to make 
decisions and run 
analyses very quickly 
and easily. The solu-
tion allowed B&Q to 
accelerate its testing 
by a factor of four, and 
the retailer no longer 
relies on guesswork.

It’s very important 
for us to cut down on 
the time it takes to find 
out what the problem 
is, run the analysis, 
and make recommen-
dations for our teams.

He also noted how 
the platform inte-

grates with Adobe 
Analytics, ForeSee and 
Maxymiser, the other 
elements of B&Q’s 
analytics ecosystem. 
Mr Durbridge said:

Before, we would 
spend a lot of time in 
the detailed number 
analytics, trying to 
find where there’s an 
issue. Then we’d make 
some assumptions as 
to what the problem is, 
and do lots of testing 
to try to prove those 
assumptions or not. 
Clicktale, coupled with 
our analytics, helps 
us really identify that 
there is a problem. 
Then it tells us, ‘And 
here is the absolute 
problem that you need 
to focus on.’ So we can 
test a specific issue, 
rather than try and 
guess.

Analysing and 
prioritising changes 
within B&Q’s bath-
room suite category 

alone, apparently led 
to double conversion 
rates and an extra 
GBP1 million over 
five months. Revenue 
reportedly increased 
by 110%, driven by 
higher average order 
values coupled with 
increased conversions.

The Clicktale plat-
form also provides 
visualisation tools 
which helps the digital 
and customer expe-
rience team at B&Q 
explain the improve-
ments to stakeholders. 
Durbridge said:

We’ve gotten great 
support from the 
Clicktale customer ex-
perience team and web 
psychologist to really 
help us understand 
customer behaviours 
and motivation. It’s 
more than just a tech-
nical solution.

Going forward, B&Q 
intends to continue 
using the solution to 
improve its customer 
journeys, as well as 
aiding the relaunch of 
its mobile application 
later this year. The re-
tailer will use Clicktale 
for Apps to help gain a 
deeper understanding 
of in-app customer 
behaviour.

goo.gl/gLKDXW

europe update
B&Q tracks online  
customer behaviour

in this  
update:

Grafton UK 
sales dip, 
blames Brexit

eBay UK can 
work out when 
customers are 
about to move 
house

UK consultant 
describes how 
Homebase has 
changed under 
Bunnings 
management

B&Q tracks 
online 
customer 
behaviour

http://goo.gl/gLKDXW
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europe  
update

eBay UK tracks recent 
home buyers

A Home Mover 
“Advance Targeting” 
tool from eBay in the 
UK has been able to 
predict the buying 
behaviour of new 
homeowners.

The company 
claimed its tool can 
reveal potential home 
buyers by their online 
shopping habits 
several months before 
they purchase their 
new home. It contains 
data from its 19 million 
monthly users, along 
with Land Registry 
information.

Spend in three eBay 
categories increased 
significantly for new 
home buyers over a 
three month period: 
the Home, Furniture 
and DIY category rose 
552%, while sales in 
the Sound & Vision 
and Garden & Patio 
categories increased 
by 109% and 449%, re-
spectively. Rob Bassett, 
head of UK and multi-
national advertising at 
eBay, said:

A home purchase is a 
key life stage and often 
triggers a change in 
philosophy, inspiring 
shoppers to buy new 
brands. It’s a signifi-
cant milestone and is a 
golden opportunity for 
marketers – but histor-
ically it has been very 
difficult to pinpoint 
this segment and tar-
get them with the most 
relevant advertising at 
the right time.

Sales of cookers, 
ovens and hobs on 
eBay.co.uk rose by 27% 
three months before 
the average home 
purchase, while sales 
of fridges and freezes 
increased by over a 
third and indoor fur-
niture jumped 28%. Mr 

Bassett added:
Our observed in-

sights into how people 
shop across categories 
and the huge scope of 
inventory we deliver 
mean we’re in a unique 
position to build a 
holistic view of a 
shopper. ..We launched 
our Home Movers 
‘Advanced Target-
ing’ product to allow 
brands to tap into this 
opportunity and en-
gage with shoppers in 
the most relevant way.

The eBay statistics 
also suggested there 
is an opportunity for 
brands and retailers 
to engage with new 
homebuyers post-pur-
chase, when they 
begin to buy non-es-
sential items again, 
including clothing and 
holidays.

Five months post-
house purchase, 
customers begin on 
improvement work, as 
purchase of bricks and 
stones increased 67% 
compared with the 
previous month, and 
purchases of cabinets 
and cupboards spiked 
by 86%. He concluded:

If ad-blockers have 
taught us anything, it’s 
that today’s shopper 
is quick to opt out of 
an experience that feel 
irrelevant or poorly 
targeted. It’s no longer 
enough to blanket 
target huge swathes 
of consumers online in 
the hope you’ll reach a 
home mover, or indeed 
any other relevant au-
dience: we’re in the age 
of precision targeting, 
and eBay wants to be 
front and centre of the 
movement towards 
hyper-relevance.

http://goo.gl/yMyEky

Homebase changes
Steve Collinge, man-

aging director of UK-
based industry web-
site, Insight DIY took a 
trip to the Homebase 
St. Albans store in 
Hertfordshire to see 
some of the changes 
that have been made 
as the store re-brands 
to become a Bunnings 
outlet. Here is part of 
what he wrote about 
his visit.

Only one year ago, 
the inside of this store 
would have looked im-
maculate, with perfect 
product displays, im-
peccable point of sale 
and aisles so tidy and 
free from clutter, you’d 
have thought you were 
in a hospital.

Gone are the tidy 
displays, the neat 
merchandising, the 
perfectly filled point 
of sale holders and 

the expensive agency 
created point of sale.

In it’s place, there are 
price labels written on 
toilet roll, cardboard 
boxes looking like 
they wouldn’t make 
the journey from the 
back to the front of the 
store, never mind from 
China and far more 
secondary product 
locations than would 
have been allowed just 
12 months ago.

This store re-opened 
in September 2014, a 
flagship for Home Re-
tail Group, with a huge 
showroom depart-
ment and concessions 
from Habitat and 
even Wiggle Cycles. 
The branch had it’s 
own Homebase coffee 
shop located inside the 
store.

Mr Collinge writes 
more about the dis-

connection between 
the mind of a DIY 
consumer and how 
home improvement 
products are organised 
and displayed in-store.

He believes Bunnings 
has made finding the 
right products at the 
right price, a lot easier. 
To read more on his 
opinion piece, you can 
go to this:

goo.gl/DGMy8m
The other major 

change at Homebase 
is based on its price 
offering. Instead of 
having sales that come 
and go, the stores 
will always have low 
prices, all year round. 
Customers no longer 
have to wait for a sale 
to get a good price on 
what they need. You 
can see the promotion-
al video here:

goo.gl/lJEC0U

Grafton Group’s UK sales dip
Grafton Group said 

its UK merchanting 
sales dipped in June 
and warned that Brex-
it is likely to dampen 
demand for new 
housing and home 
improvements for the 
remainder of the year 
in its most important 
market.

The Dublin-head-
quartered group has 
reported first half 
revenues of GBP1.23 
billion, up 13.3% year-
on-year in sterling 
terms, and ahead 11.7% 
on a constant curren-
cy basis.

Growth in UK mer-
chanting like-for-like 
sales, which make 
up more than 70% 

of group revenues, 
slowed to an annual 
1.6% in the second 
quarter from 5.3% in 
the first three months 
of the year. Sales 
turned negative in 
June. Chief executive, 
Gavin Slark said:

The referendum deci-
sion in the UK to leave 
the European Union 
has created uncertain-
ty about the near term 
outlook and prospects 
for the economy and 
this is likely to weigh 
on demand in the new 
housing and [repair, 
maintenance and 
improvement] markets 
over the remainder of 
the year.

Elsewhere, Irish 

merchanting like-for-
like sales rose by 10% 
in the second quarter, 
while Belgian sales 
declined 9.5%. Dutch 
retailing sales rose 
4.2%, but manufactur-
ing sales dipped 1.8% 
in the latest quarter. A 
recovery in retail sales 
in its Woodies’ DIY 
business in Ireland has 
continued so far this 
year,.

Goodbody Stockbro-
kers analyst Robert 
Eason said Grafton 
will be cushioned 
somewhat by its Selco 
business, more favour-
able Irish and Dutch 
markets and balance 
sheet strength.

http://goo.gl/PexnPt

http://goo.gl/yMyEk
http://goo.gl/DGMy8m
http://goo.gl/PexnPt
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On 21 July 2016 the Australian Competition 
and Consumer Commission (ACCC) informal-
ly approved the acquisition of Home Timber 
and Hardware Group (HTH) by Metcash, sub-
ject to Metcash agreeing to a set of undertak-
ings.

This followed a review process that began 
in early May 2016, spurred by a request from 
Metcash to the ACCC. The approval means 
that Metcash can now bid with confidence for 
the assets of the HTH. 

Scaling & Strategy
Metcash/Mitre 10 gets a chance to  

expand through HTH: can it?
Part 1: The Deal
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Metcash announced in a statement to the Australian Stock 
Exchange (ASX) the same day that this was not an indica-
tion that the company was about to acquire the HTH assets, 
though it does make such an acquisition more possible. 

Sale process
These assets have been placed on sale by Hydrox Holdings 

Pty Ltd (Hydrox), which is a joint venture between major 
Australian supermarket/retailing company Woolworths, and 
WDR Delaware Corporation, a wholly-owned subsidiary of 
Lowe’s Companies Inc, the US home improvement big-box 
chain. Lowe’s controls 33.3% of Hydrox, while Woolworths 
controls the rest.

Objectives
A complicating factor to this sale is that Lowe’s has exer-

cised a put option on its share of Hydrox. This action requires 
Woolworths to exercise the corresponding call option, and to 
thus acquire the Lowe’s share of the Hydrox assets. 

In its half year results for FY 2015/16, Woolworths placed a 
value of zero on the Hydrox business, which implied the put 
option held a similar value. Lowe’s initial position was that 
the value of its put option should have some relation to the 
substantial investment it had made in Hydrox. Woolworths 
previously listed the put option as a $886 million liability. 
Lowe’s is considered to have invested USD900 million in Hy-
drox. Estimates of the end value of the put option range from 
$180 million to $800 million.

Complicating the sale process -- handled by Citigroup -- is 
the possibility that Lowe’s and Woolworths have different ob-
jectives. Lowe’s is primarily concerned with recovering value. 
Woolworths is interested in recovering value, but is likely also 
to see the sale in terms of its strategic consequences. Selling 
some of the better Masters sites to competitor Bunnings, for 
example, would give the conglomerate that owns Bunnings, 
Wesfarmers, an advantage in the home improvement market. 
Woolworths competes directly with the supermarket busi-
ness of Wesfarmers, Coles, making such a sale a less favour-
able option, from the perspective of Woolworths.

The media have reflected some of this tension in a number 
of comments, such as this one from the Australian Financial 
Review:

There’s a strong sense that Citi is going through the motions 
of trying to find a buyer for Masters so Lowe’s can’t accuse 
Woolworths of not doing enough to recover value.

http://goo.gl/qRiRXm}AFR

The players
According to media reports, there are three groups seeking 

to buy the HTH assets alone. These are:

A new undertaking
• ACCC and Metcash agree on 

the terms of a final undertak-
ing, after further consulting 
with the home improvement/
hardware industry over a draft 
undertaking.

• Terms of the final undertaking 
are broadly similar to the draft. 
Major change is to extend the 
area of influence of a corporate 
store from a radius of 10km to 
20km.

• Report in The Australian news-
paper indicates HTH has failed 
to meet expectations for EBIT 
in 2015/16, which could result in 
reduced bid price by Metcash. 
Cannot be substantiated, and 
prior performance figures indi-
cate this is unlikely.

• True market share of possible 
combined HTH/Mitre 10 difficult 
to estimate. Likely “effective” 
market share could be around 
6%.

• However, Bunnings will have 22 
times the EBIT of the combined 
entity.

• Mitre 10 will still struggle with 
issues of scale, even if merged 
with HTH.
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• Metcash
• Anchorage Capital Partners
• a syndicate formed by two past HTH executives

There is one group seeking to buy only the assets of Mas-
ters. This is led by real estate company Charter Hall, in asso-
ciation with Bunnings. It is also believed to have ties to home 
furnishings/electronics/appliance retailer Harvey Norman, 
car dealership Automated Holdings, and US-based bulk dis-
count retailer Costco.

Finally, there would appear to be one group which is inter-
ested in buying all the assets of Hydrox, Masters and HTH, 
which is the Blackstone Group.

These groups are all thought to have submitted final bids 
by the 18 July 2016 deadline. (In the initial submission of bids, 
which was concluded in early May 2016, the bidders for the 
Masters properties are thought to have also included the 
Pacific Alliance Group and Abacus Property Group.)

Pricing
Speculation as to what the Masters assets would be worth 

on their own has set a maximum price of around $1 billion. 
The valuation of the assets is difficult, as many of the proper-
ties are held on a lease-back basis, which complicates matters.

Prior to the approval of the ACCC, the situation as regards 
the valuation of the HTH assets seemed a little more straight-
forward. Metcash, once it had received approval for the 
acquisition, seemed the clear frontrunner, with the capability 
of bidding as high as $250 million for these assets. Other con-
tenders, such as Anchorage Capital Partners, were thought to 
be constrained to less than $200 million.

This situation could have changed recently. On the day 
after the ACCC approval, 22 July 2016, an article appeared in 
The Australian newspaper, written by Gretchen Friemann 
and Bridget Carter, which suggested the results for HTH in 
the second half of FY 2015/16 had been disappointing. The 
article suggested that earnings before interest and taxation, 
depreciation and amortisation (EBITDA) for HTH had fallen 
to $15 million for FY2015/16. According to the article, EBITDA 
had been forecast to reach $27 million. 

The article suggests the difference between the actual and 
forecast EBITDA could reduce a winning bid by Metcash to 
below $150 million.

Yet, the article states, it is more likely that the lower than 
expected EBIT would make the bid by Blackstone, for both 
Masters and HTH, more appealing:

While Woolworths grouped the two organisations together in 
the sales process, it was widely assumed a higher price could 
be derived by flogging off the bombed-out Masters’ chain 
separately, since its value lay within its 63-strong network of 
big-box format stores.

Sunlite Mitre 10 
Paddington

Outside display of balcony furniture

Outdoors goods kept on mezzanine level

Small, but packed with paint
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Yet the prevailing view now is that it makes more sense for 
Blackstone to wash through HTH’s lower price tag in a larger 
bid for Woolworth’s entire DIY operations, housed in a compa-
ny called Hydrox Holdings.

goo.gl/3TB0vG

As the information around the bid process is extremely 
opaque, it’s difficult to assess these claims. Earnings before 
interest and taxation (EBIT) was $21 million in the prior year, 
FY2014/15. The results for the first half of FY 2015/16 for HTH 
provide an EBIT of $12.9 million, from sales of $525 million, 
which is a rough operating margin of 2.5% -- not unusual for a 
primarily wholesale business. 

HTH sales in the third quarter were set at $225 million, 
down by 3.8% on an Easter-adjusted basis (Easter in 2016 oc-
curred in the first quarter rather than the second). 

For the prior year, FY 2014/15, fourth quarter HTH sales 
were $216 million. Allowing for a (generous) 10% decline in 
fourth quarter sales compared to FY2014/15, that would give 
estimated fourth quarter sales of $195 million. 

So estimated full year sales for HTH in FY 2015/16 would be 
$525 million plus $225 million plus $195 million, for a total of 
$945 million. It would also mean that HTH’s rough operating 
margin, if the $15 million EBIT figure were correct,  for the 
second half of 2015/16 would be just 0.4%.

A complicating factor in this is that there were strong ru-
mours that HTH had granted its members a 2.0% reduction in 
its wholesale prices across the board. This was, the rumours 
state, announced at the HTH National Conference, held in 
the first week of March 2016 (from which all media had been 
excluded). It is likely that such a discount, if it existed, would 
have started as of 1 April 2016, and applied to only the fourth 
quarter FY2015/16 results. 

Such a discount could be a contributing factor to a low 
EBITDA for the year, but as it would not be an ongoing issue, 
should not affect bid prices overmuch.

In any event, taking into account that EBITDA is typically 
slightly higher than EBIT, it is difficult to accept that HTH 
returned an EBITDA figure of only $15 million, after its first 
half performance brought in EBIT of $12.9 million. Had this 
happened, it seems likely there would have been other strong 
indications in the market, such as a marked decline in HTH 
retail sales. 

One possibility is that perhaps the figure of $15m applies 
only to the second half of FY2015/16, but became miscon-
strued somewhere in communications. It’s notable that other 
media outlets, such as Fairfax, have been slow pick up or 
repeat this story. 

No doubt the picture will become more complete by the 
end of July 2016.

http://goo.gl/3TB0vG
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The Metcash final undertaking
The undertaking which Metcash agreed to is part of the 

informal review process which Metcash requested from the 
ACCC. By signing up to this undertaking, Metcash can as-
sume the approval by the ACCC for a possible future acqui-
sition and merger of its hardware operations (Mitre 10) with 
those of HTH. 

Changes and additions
In the previous issue of HI News (Vol. 2 No. 11) HNN provid-

ed some details of the draft undertaking provided to Metcash 
on 5 July 2016. The key points of the draft document were:
• Enabling retailers which have entered into a wholesale 

supply contract with Metcash to source products from oth-
er suppliers.

• Allowing Metcash to impose supply requirements under 
certain set circumstances.

• Ensuring that stores that are not corporate owned and are 
within 10km of a corporate owned store receive the same 
supply terms and conditions as the corporate store. 

• Regular auditing to ensure these undertakings are met.
In the final version of the undertaking these points remain. 

However, a number of tweaks to both the required conditions 
and the wording have been made. Further, a fifth, equally key 
point has been added. 

One of the most interesting developments is in the com-
ments the ACCC made in releasing the final version. In the 
“Q&A” section on its website regarding the undertaking, the 
ACCC states that:

Bunnings was not a party to the proposed acquisition before 
the ACCC. However, the ACCC took into account that Bun-
nings is a large and powerful hardware retailer, with stores in 
many parts of Australia.
The ACCC considered that Bunnings would indirectly con-
strain Metcash’s wholesale operations. For example, if Metcash 
charged retail stores more for their products, they might pass 
that on to consumers. Those consumers could then switch to 
buying products from Bunnings instead. Therefore, Metcash 
would risk losing wholesale sales.
 This was backed up by a statement from the chairman of 

the ACCC, Rod Sims, quoted in a press release:
Bunnings is a large, powerful retailer that is present in most lo-
cal markets, which will indirectly constrain Metcash’s wholesale 
operations – a factor we also took into consideration.

Defining purpose
The first change to the undertaking is one that was sig-

nalled in the draft version. The ACCC had left clause 2.11, 
subheaded “The ACCC’s competition concerns” blank. To have 
defined this early in the process could have been limiting.

The Block Season 12
2016

Channel 9 has confirmed it has 
renewed the long-running reality DIY 
TV Show “The Block” for its 12th sea-
son. It’s due to be launched in August 
2016, though specific dates have not 
been announced.

Mitre 10 has at times used “The 
Block“ as a good promotional platform, 
though it has not done as well in more 
recent years. While it frequently had 
good promotional plans, it seemed 
these were not always carried through 
— possibly due to limited funding.

If the merger between Mitre 10 and 
HTH goes ahead, it will be interesting 
to see if the promotion on “The Block” 
is ramped up.

Adding to this situation is the fact 
that the two previous seasons of “The 
Block” have underperformed, as did 
the second season of “Reno Rumble”, 
another reality/DIY TV program 
produced by the same team that does 
“The Block”. Channel 7’s “House Rules” 
reality/DIY series was also mildly 
disappointing.

It’s likely the performance of “The 
Block” in 2016 will help determine 
whether there is a place for reality/
DIY on Australian TV networks.
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Clauses 2.11, 2.12 and 2.13 now lay out the concerns of the 
ACCC, most of which were detailed in HNN’s analysis of the 
draft document. The only point of additional interest is 2.13 
(d), which states that one of the effects of the acquisition 
which concerned the ACCC is:

The removal of HTHG as a significant distribution channel for 
manufacturers and suppliers of hardware and home improve-
ment products.
The inclusion of manufacturers seems to be an expansion 

on the draft, and is taken up in HNN’s following commentary.

The new point
In addition to the previous four key requirements, a fifth 

key requirement was introduced in the final version of the 
undertaking. This extends the protections offered to member 
and unbannered retail stores as regards suppliers explicitly 
to manufacturers as well. The new provision is contained in 
clauses 5.10 and 5.11:

5.10. -- Metcash undertakes that it will not include in any new 
Manufacturer Agreement, or give effect to a provision con-
tained in an Existing Manufacturer Agreement, or reach any 
other arrangement with a Manufacturer, which restricts the 
ability of a Manufacturer to supply goods to a Member Store 
or Unbannered Retail Store other than through a warehouse 
maintained by Metcash or a chargeback facility maintained by 
Metcash.
5.11. Clause 5.10 does not apply in relation to Private Label 
Products.
While this seems to be simply an extension of existing 

protections, which enable stores (which have not entered into 
an exclusivity agreement based on investments offered by 
Mitre 10) to source products from outside Metcash, it is more 
than that. It is explicitly saying that Metcash/Mitre 10 cannot 
enter into an agreement with a manufacturer to restrict sup-
ply to stores which Metcash/Mitre 10 supplies on a wholesale 
basis. 

One of the key phrases here is “or reach any other arrange-
ment with a Manufacturer”. That would seem to extend 
the weight of this provision beyond written agreements, to 
unwritten, verbal arrangements as well.

Additionally, of course, Mitre 10 may be signalling here a 
greater interest in producing own-brand products for the 
market.

Clause 2.15 is also new, and provides an overview of the 
remedies the ACCC is seeking to address the concerns point-
ed out earlier in section 2.

Competing with corporate stores
The draft and final undertakings both provide protection 

to member and unbannered stores that operate in the same 
area as stores that are fully or partially owned by Mitre 10. 
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However, in the final undertaking the number of stores is in-
creased by expanding the area covered from a radius of 10km 
from the corporate store, to a radius of 20km. 

This new factor appears in clauses 5.2 and 5.4, under the 
heading “Non-discrimination”. Except for the changes in dis-
tances (and an additional note about dates), these clauses are 
near-identical to the draft version.

Some measure of what this would mean is illustrated by 
Map 1. It shows the circles of influence that radiate from the 
HTH corporate store Tait HTH located in Malvern, Victoria 
(on the edge of Melbourne’s inner-eastern suburbs) -- which 
would become effectively a Mitre 10 corporate store if the 
acquisition took place. The inner blue circle defines the 10km 
radius, and the out circle the 20km radius.

As the map shows, under the changes in the undertaking, a 
current HTH store as far away as Eltham, is right on the edge 
of Melbourne’s ex-urban area, would have to receive the same 
trade terms as the Tait store. While the map shows travel dis-
tances of over 20km, based on latitude and longitude calcula-
tions, the stores are less than 19km apart. 

HNN does wonder if Metcash fully appreciated that in 
doubling the radius of the influence zone, the actual area 
affected increased by a factor of four (not two), going from 
314 square kilometres to 1257 square kilometres. To double the 
area of coverage, the radius would have been increased from 
10km to  around 14km.

In terms of store planning, in more urban regions the area 
covered tends to dominate, while in rural regions the linear 
travel distance is more important.

Overall, the map demonstrates that the change from 10km 
to 20km is non-trivial. In most 
urban areas a single corporate 
store will have a large number of 
non-corporate stores in its ambit, 
while in more rural areas this will 
be less likely.

Dates
There is some additional 

wording in the final version that 
relates to dates. In the draft ver-
sion, the idea of a “Control Date” 
dominated. This is defined as the 
date on which the acquisition 
would be completed. In the final 
version beginning with clause 5.4, 
there is the inclusion of the idea 
of a different date:

... or such other date as agreed in 
writing with the ACCC ...

Map 1: Outer circle is corporate store influence from final version of undertaking. Inner, 
darker circle is corporate store influence from draft version of undertaking.
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This is likely an inclusion to handle the likely situation 
where Metcash has acquired operational control of HTH, but 
there remains some final details to be resolved before the 
transaction is legally complete. Metcash and the ACCC, in 
this wording, can agree to accept the earlier date.
Unbannered store relations

The last change to the final version of the undertaking has 
to do with arrangements for unbannered stores within 20km 
of a corporate store. This appears in clause 5.6. 

In the draft version this simply said that the  unbannered 
store close to a corporate store would receive the same terms 
and conditions as an equivalent unbannered store not close 
to a corporate store.

The final version divides these conditions into two time 
periods. The first time period is the first three months after 
the date of acquisition. During that period the unbannered 
store close to a corporate store:

... will be offered or allowed to continue to trade under Supply 
Terms that are the same as or no less favourable than that Un-
bannered Retail Store’s Supply Terms at the Control Date.
This grants a three-month “haven” to unbannered stores, 

during which they can, presumably, adapt to changing condi-
tions, and negotiate new arrangements with Mitre 10.

There is one other change in regards to unbannered stores, 
which relates to how the test case for setting the trading 
terms of an unbannered store close to a corporate store is de-
termined. In the draft version, the factors used to determine 
the test case store were these:
• trading volumes
• product range
• region where located
• size of group to which store belongs (if any)
• non-Metcash banner it operates under (if any)
• terms on which it is supplied.

In the final draft the factors are now these there is no men-
tion of the terms on which it is supplied, and the following 
factor is added:

... credit-worthiness or compliance with contractual obligations 

...
 This seems to be a sensible change. Without spelling this 

out, Mitre 10 could have found itself challenged when intro-
ducing, for example, payment terms on further supplies of 
goods for retailers who had outstanding balances.

Reporting on the acquisition
There continues to be a good  deal of somewhat disap-

pointing reporting about the way the possible acquisition of 
HTH by Metcash/Mitre 10 will affect the overall market.
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Size of combined HTH/Mitre 10
To begin with, the combined revenue of Mitre 10 and HTH 

is usually reported as $2.2 billion. We now know that Mitre 
10’s revenue for FY2015/16 was $1.056 billion. It seems unlike-
ly that HTH’s FY2015/16 revenue will be greater than $1.095 
billion. A generous estimate would be $1.060 billion. Thus the 
rounded, combined value will likely be $2.1 billion -- a $100 
million difference in the estimate. 

Market share
The market size for the hardware and home improvement 

industry is perhaps best calculated by taking the total for the 
entire homewares category -- which includes hardware, gar-
den suppliers, floor coverings and so forth -- and subtracting 
the two categories that do not feature prominently, manches-
ter (sheets, etc.), and computer hardware/peripherals. The 
total homewares retail figures from the Australian Bureau 
of Statistics (ABS) for the 12 months to May 2016 comes in at 
$54.5 billion. The manchester and computer categories com-
bined are thought to be worth around $6.5 billion, leaving a 
market for home improvement of around $48 billion.

So, one way of looking at these numbers is say that the 
combined HTH/Mitre 10 operation would have a market 
share of 4.4%. Bunnings, based on the last reported four quar-
ters, would have revenue of $10.3 billion, giving it a market 
share of 21.5%.

However, it’s really not as simple as that. Metcash and HTH 
are predominately (over 90%) wholesalers in the market. So 
the total effect the $2.1 billion in revenue has on the market 
would be greater. How much greater is difficult to say, but a 
very rough estimate might be 50%. That would give HTH/Mi-
tre 10 what we might call a “market influence” of 6.6%.

It is, of course, even more complicated than this. HTH and 
Mitre 10 really do not participate in the same market that 
Bunnings does. Something like over 85% of their revenues 
would come from the traditional hardware lines, which is, 
according to ABS figures for the 12 months to May 2016, an $18 
billion market in sales revenue. Adding in the market influ-
ence factor, the combined HTH/Mitre 10 operation could have 
around 15% of the core hardware market.

However, that $18 billion market has many product seg-
ments. Bunnings, for example, dominates in non-specialised 
cordless power tools. Both Metcash and HTH do well in the 
heavier end of building supplies. 

Another factor it is necessary to look at is EBIT. If we 
assume EBIT of $25 million for HTH in FY2015/16, that would 
give HTH/Mitre 10 a combined EBIT of around $53 million. 
The EBIT for the last two halves that Bunnings has reported 
would be $1168 million. 
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Or, to put that a little differently, Bunnings has had over 22 
times the EBIT of a combined HTH/Mitre 10.

Risk and business models
One of the issues at stake when examining the possible 

HTH/Mitre 10 merger, is what scale really means in the mod-
ern home improvement retail industry.

Most business people are familiar with the idea of econ-
omies of scale -- the more you order from a manufacturer, 
the lower the per-unit price is. This is related, typically, to 
two factors: large orders make for valued customers, which 
provides negotiation advantages; and large orders mean the 
manufacturer can operate fixed-cost assets such as plant 
and machinery more efficiently, as well as obtaining similar 
volume discounts on raw materials and parts from other 
suppliers.

Without economies of scale, the price per unit when 
graphed would be a constant straight line: 5,000 cordless 
screwdrivers, $100,000; 20,000 cordless screwdrivers, $400,000. 
Price per unit is constant at $20. 

In some rare situations, economies of scale will produce 
straight-line graphs. This is where, for example, the deal is 
that for orders up to 40,000 cordless screwdrivers, the price 
goes down $2 for every additional 5,000 ordered. So 5,000 still 
cost $20 each, but 10,000 cost $18 each, 20,000 cost $14 each, 
and 40,000 cost $6 each. 

More common are situations where volume price discounts 
are based on percentages. If we take the example above, but 
discount by a further 14% for every additional 5,000 cord-
less screwdrivers ordered, we would have a price per unit of 
$20 for 5000, 10,000 cost $17.20, $12.72 for 20,000 and $6.96 for 
40,000. Those prices per unit are 
points on a curve. Compared with 
the flat pricing, it can be seen it is 
a curve that goes down steeply at 
first, then flattens out.

Most real world systems combine 
aspects of straight-line and curved 
economies of scale pricing, though 
the curve tends to dominate. That’s 
because as scale grows, typically dis-
economies of scale are encountered. 
For example, expanding from one 
to ten employees brings big produc-
tivity boosts, but when you reach 30 
employees you need managers and 
more advanced facilities.

In the 21st Century, however, 
we’ve begun to see a different type 
of economy of scale graph become Economies of scale as straight line and exponential curve.
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more common. Using the example, what might happen is 
that pricing might be following the pattern for the percent-
age-based, exponential curve graph. You would expect from 
this graph that ordering 50,000 cordless screwdrivers would 
cost $5.15 per unit. But the supplier suddenly offers the price 
of $3.50 per unit instead.

What happened? A different analogy can help to under-
stand this behaviour. Suppose that you are buying hay from 
a farmer, and you’ve doing this on the basis of paddocks. The 
farmer has six paddocks of grass, you do some calculations of 
yield and work out you need 5.5 paddocks of grass. 

The farmer is not happy. Why? He’s unhappy because he 
doesn’t know what he’s going to do with half a paddock of 
hay. He could sell it straight away. He may have to store it for 
a month. He may never sell it at all.

In fact,  you can be pretty sure that if you buy the 5.5 pad-
docks of hay, you are going to be paying for the half paddock 
you don’t buy -- maybe not all of it, but at least half of it.

The same thing applies to manufacturing. When manu-
facturers gear up for a new product, they need to make a 
large number of fixed-cost investments. For example, having 
the moulds used to produce the ABS casings on the cordless 
screwdrivers made. 

At the end of a small production run of these screwdrivers, 
those moulds are still viable for many more production runs. 
Like the unsold hay, it’s a cost that results from not realising 
for full potential of the production capacity.

When a large production run is ordered, which will com-
pletely use up the capacity of those moulds, and many other 
toolings, a range of things happen. The entire cost of the 
factory’s investment is returned. 
The same may happen with various 
suppliers. 

This means that risk is radically 
reduced, and that reduction in risk, 
the introduction of certainty, is 
worth a great deal to manufactur-
ers.

That results in the big drop in 
pricing for certain high volume 
orders, and on a graph we refer to 
that kind of movement as a “step-
change”.

It’s exactly this to which the chief 
offer & supply chain officer for 
Kingfisher, Arja Taaveniku, (a long-
term employee of IKEA) was refer-
ring when she related this story 
during a presentation:

Economies of scale illustrating a step-change.
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We have the - a person that has worked with the sourcing part 
- for [inaudible]. He told me that he has worked for B&Q for 
many years, and he told me that he used to come to the bulbs 
supplier in China, visiting the factory, and he was looking on 
the other production lines that were producing products for 
companies like IKEA.
And he asked the IKEA account that, “when can we have that 
for B&Q?” And they were like, “well, you seriously have to 
come back with some kind of different volumes.”
And then he told me that now when I came with the group vol-
umes, that factory director spent the whole day with me, and 
they can do a complete different set up in production lines for 
us, which we have never, ever been able to do.
And we have also, and you know what, when we started this 
process, we had the assumption that, for example, B&Q is such 
a big company already, and have running big volumes. That’s, 
well, compared with smaller retailers, yes, but not compared 
with global retailers that are benefiting from global volumes.

http://goo.gl/jP1yya

The problem that a merged HTH/Metcash really faces in 
competing with Bunnings in Australia is that it is at least 
two of these step-changes behind Bunnings when it comes 
to lower pricing (just as Homebase/Bunnings is at least one 
step-change behind Kingfisher in the UK). Until it can reach 
certain volumes, it will get incremental returns, but not the 
big boosts it needs if it is going to effectively compete.

Analysis
Most commentators on the proposed merger between HTH 

and Mitre 10 have concentrated on the effects of scale. While 
there are undoubtedly situations where scale will provide 
efficiencies, it seems doubtful whether scale will alone be 
able to lift such a home improvement retailer’s market share 
to levels of effective competition with Bunnings. 

In the end, for an expanded Mitre 10 to succeed, it needs 
to rely far more on strategy than scale. The difficulty it faces 
at the moment is that it is determining much of its strategy 
based on scale. This is, to some extent, the same mistake that 
Woolworths made when launching its failed home improve-
ment chain Masters. 

Of course, part of the reason why Mitre 10’s able CEO Mark 
Laidlaw may be seeking scale could have something to do 
with the internal workings of Metcash itself. As HNN has re-
marked repeatedly, Mitre 10 does have a very good core man-
agement team, but the difficulties of Metcash’s IGA grocery 
division has seen it under-resourced for the past two years. 
It could be that some measure of scale is the only way Mr 
Laidlaw can get the funds he needs from Metcash, and that 
we might see other, better strategies take hold in the future.

Arja Taaveniku

Arja Taaveniku, currently chief offer 
& supply chain officer for Kingfish-
er, has had a long work history as a 
retailer. 

She began as a shop keeper in IKEA 
stores in 1989, moving on to a position 
as store manager with IKEA in1994. 
In 1999 she took on the role of com-
mercial manager for Children’s IKEA, 
and in 2004 was project for the IKEA 
PS design collection.

From 2005 to 2008 she was global 
business area manager for Children’s 
IKEA, after which she moved on to 
being global business area for kitchen 
and dining.

In 2012 she made a change in her 
career path, becoming CEO of Ikano 
Group. Ikano had a diversified range of 
businesses, including consumer bank-
ing, providing insight into consumer 
markets, and acted as a franchisee of 
IKEA stores.

Ms Taaveniku joined Kingfisher in 
May 2015, where she works in the top 
executive team alongside Kingfisher 
CEO Veronique Laury.
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Amongst all the hype and excitement over the possible 
merger of Mitre 10 and HTH, it’s easy to forget the reality on 
the ground.

For Mitre 10, the past two years have been difficult, but 
even so the retailer has managed to work at issues such as 
upgrading stores, improving its ecommerce, and enhancing 
its relationships with suppliers.

For HTH there has been a similar, though in many ways 
also a more difficult story.  HTH had to craft a strategy that 
benefitted its members, but did not interfere with the Mas-
ters market.

To remind us of what it’s all about, we’re going to take a 
quick tour of some of the stores.

Scaling & Strategy
Metcash/Mitre 10 gets a chance to  

expand through HTH: can it?
Part 2: The Stores
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Womersley’s Mitre 10
If there is a single 

Mitre 10 store that 
really demonstrates 
the ability of Mitre 10 
to produce good stores, 
it’s the Wormsley Mitre 
10 at Chelsea Heights. 

Most significant is 
the way in whichMitre 
10 has been able to 
migrate elements of its 
Sapphire store pro-
gram to this  store.

It is also a store 
that is clearly differ-
ent from the big box 
stores, such as Masters 
and Bunnings. There 
is a sense of space, 
and ease of access to 
products.

In particular, the 
store has made great 
use of its paint area. In-
stead of surrounding it 
with racks of product, 
it provides an open 
area that makes choos-
ing more pleasant.

This is a really well-designed paint counter. It provides a low-shelf, wide panorama of 
the paint choices at hand, with the actual counter forming the centre. It’s inviting and 
welcoming, and very big surprise in a store with a heavy focus on trade.

Wide aisles nicely aligned so that it’s possible to peer down them and see what is on the shelves. The bright, 
two-tone blue signs actually do lift the feeling of the store. Excellent lighting is bright without seeming glar-
ing. The store constantly presents long vistas which emphasises the spaciousness.
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Womersley’s cont.

This tool display 
is one that was 
originally de-
veloped for the 
Sapphire stores. 
Tools are dis-
played in a dual 
height top shelf, 
and the stock is 
available directly 
below, on shelves 
protected by a 
locked wire grid.

Both Makita and 
DeWalt have 
really contributed 
to the premium 
feel of the tool ar-
eas. The tools on 
both displays are 
clearly marked, 
and make it easy 
to grab a tool to 
see how it feels, 
while still stor-
ing the display 
merchandise 
securely.

ITW has also con-
tributed a good 
in-store display of 
fasteners. Clearly 
marked contents 
on shelf contain-
ers, and the shelf 
“fins” make it eas-
ier to find types 
of fasteners.
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Womersley’s cont.

Another Sapphire 
touch, wooden 
bins with popular 
products line the 
front aisle of the 
store.

Clear space at 
the front of the 
garden section 
gives customers 
a chance to grab 
ahold of the 
lawnnowers, and 
easy access to 
heavier products.

Good use of both 
Bunnings-style 
drop pallets, and 
casual endcaps 
with some of the 
better tool deals 
in the store.
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Hume & Iser HTH
The Hume & Iser 

HTH store in Bendigo 
has long been known 
as one of the “power-
house” independents 
in regional Victoria. 
Much of its reputation 
is based on its trade/
bulk business (which it 
recently moved over to 
Natbuild).

However, it’s a store 
that has a lot to offer 
outside of its trade 
business. The interi-
or of its store is very 
pleasant and well-de-
signed. It also shows 
evidence of the kind of 
close attention to detail 
associated with the 
best of the indepen-
dent stores.

The facade of the Hume & Iser store in Bendigo. Behind these buildings is another 
complex dedicated to the bulk goods and trade business. The inset shows a detail of 
the facade of the building, to the right of the main photograph. Inset “trees” transform 
what could have been a very industrial wall into some really lovely.

Wow. A warm and very welcoming store, combines different textures at the front of its 
extensive garden section. At first displays seem a little “clumped” together, but they 
are actually carefully arranged.
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Hume & Iser cont.

Remember “store 
display dress-
ing”? Some time 
and attention — 
and a good deal 
of taste — help to 
make the out-
door furnishing 
display warm and 
inviting.

A broad cental 
aisle and clear, 
bright signage 
give a sense of 
openness and 
organisation. 
Bright lighting, 
and products 
grouped around 
the edges of the 
main open space 
at the front of the 
store.
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Tool displays a 
little similar to 
those found in 
Mitre 10’s Sap-
phire stores. In-
set: Hume & Iser’s 
range of Stanley 
FatMax tools

Very good tool 
displays from 
Makita, here 
showing off its 
new MT Series, 
which replace the 
Maktech range.
On the right, a 
portable cordless 
coffee maker 
from Makita.

Left, display de-
tail from Makita 
stand. Right, tools 
shown on bench-
es.
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Surpisingly good 
kitchen display 
units for Principal 
kitchens. Inset 
shows footpath 
ad boards from 
outside front 
door.

Bremick has done 
a great job help-
ing Hume & Iser 
with its display of 
fasteners.

Left, a drop pallet 
of garden sup-
plies outside gar-
den centre. Right, 
the paint counter 
at the front of the 
store.
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The next “battlefield” for independent hard-
ware stores is likely to be the inner-urban ar-
eas of cities such as Melbourne and Brisbane, 
with these “battle lines” already well-devel-
oped in Sydney. One of the more established 
businesses in this area, with a history dating 
back more than 30 years, is DeMar H Hard-
ware in the Melbourne inner suburb of Clif-
ton Hill.

Change-Masters
DeMar H Hardware  
Clifton Hill, Victoria

(l-to-r) Nicole Jepson, Chris Jepson, Myriam Webster, Elizabeth Webster
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It has been owned since 1984 by the Webster family, who 
took over what was at the time a business selling secondhand 
building supplies, and turned it into a timberyard stocking 
new timber, and eventually a hardware store as well. DeMar 
chose to join the Hardware & Building Traders (HBT) group 
when it first began around 2000. DeMar was also one of the 
first HBT-supplied hardware retailers to sign up for HBT’s 
branded “H” hardware concept, starting in early 2014.

Today the hardware store is everything you would expect 
from a busy and successful independent, inner-urban hard-
ware store. 

Origin story
The origins of the Webster family’s involvement in their 

hardware store had a lot to do with the 1980s pub culture, 
including punk bands, Doc Marten boots and toilets.

In the early 1980s Alan Webster (now a director of DeMar) 
was working at the hotel owned by his parents, the popular 
Terminus in Clifton Hill. Mr Webster had been running his 
own trucking business, but had come to help out his parents 
after his father suffered a heart attack.

He came to know the original DeMar business through 
needing to replace toilets. Every Saturday night the Termi-
nus would play host to a band, and while this attracted a big 
crowd of customers, it also usually resulted in some damage 
to the hotel’s toilets.

“If you remember the Doc Marten boots, I reckon they used 
to have a competition as to who could do the most damage to 
the toilets by kicking them in,” Myriam Webster, wife of Alan 
and the current managing director of the business, recalls.

So Alan was forever having to replace the toilets with new 
ones. In the end he said, Dad, I’ll go down to this secondhand 
place, see what they have, and replace the toilets with used 
ones for $10 instead of spending $100.
That secondhand place was DeMar Timber and Demoli-

tion, which at that time was run by Frank DeMartini. He was 
the third owner of the business, which had originated in the 
1880s.

Family pressures were coming to bear on the Webster fam-
ily at the time, as they had four children aged between four 
and nine years of age. Working the hotel hours meant that 
Alan Webster did not get to see his children as much as he 
would have liked. As Myriam Webster explains:

The hours were all right if you lived on the premises, as Alan’s 
Mum and Dad did, but Alan still had to drive home, even after 
having a couple of beers at the end of the night with the cus-
tomers. By the time he got home, all the work had been done, 
and the kids would be in bed.
As the Websters liked the DeMar business, they arranged 

to buy it from Mr DeMartini in 1984. Since then they have 
evolved and changed with the business environment, the 
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changing neighbourhood, and the in response to the new 
competitors that have emerged.

One thing that hasn’t changed at all, however, is the sense 
of family. Not only are the parents still running the business, 
but three of their four children -- the two daughters, Liz 
Webster and Nicole Jepson, as well as son Paul Webster hold 
central positions in the business.

It’s not all family, however. Mark Martin holds down the 
key role of timber manager, while Ron Chambers is hardware 
manager. They are backed up by Graham Gannon, who su-
pervises operations in the timber yard, and Andrew Michael 
who handles timber sales. Including weekend sales staff, the 
company employs a total of 15 workers.

General manager, Chris Jepson
Chris Jepson, the husband of Nicole Webster, has assumed 

the important role of general manager, and is responsible 
for the logistics and other operational matters that keep the 
business performing. His back-
ground in in computer systems 
engineering. He joined the busi-
ness over eight years ago, but was 
actually helping out long before 
that. As Myriam Webster tells it:

Chris has a computer engineering 
degree, which has been a terrific 
help to the company. Even prior to 
his coming to work for us, he used 
to come in and help out with de-
liveries on a Saturday, because he 
is married to my daughter, Nicole. 
Nicole would be in working, so 
they would both come in and, you 
know....
“Yeah,” Mr Jepson adds, “I made 

lots of firewood deliveries!”
That’s something that still con-

tinues to this day, Deliveries have 
become an important element 
of the business, according to Mr 
Jepson:

The delivery services is something 
we really try to push. If they want it 
now, they can actually get it now. 
As long as they are not the sort of 
customers that demand that all of 
the time. You don’t mind helping 
them out, if they are stuck, then I’ll 
take it out for them, or send some-
one else. 

 
Neat racking of the usual suspects — Selleys and Recochem products
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Business development
As with most independent hardware retailers, looking back 

over their years in business the Websters see a patchwork 
of different business lines that have come and gone, as the 
environment has changed.

Myriam Webster did not have a background in hardware, 
but she had worked for some time in sales. So one of the first 
things she did was to take some extensive surveys of the 
existing customers to work out what they needed and how 
DeMar could best supply those needs. Many of the company’s 
initiatives and innovations came out of feedback in those and 
other surveys.

An early venture was in the firewood business, which De-
Mar pursued as a major venture for 10 or 12 years. One of its 
main benefits was its seasonality. As Ms Webster explains:

We bought the machinery to split the firewood again so that 
it would fit into Victorian grates. Over time, we built ourselves 
a really good name. The business would start off in March. So 
the winter months when it got really slow with the builders, 
the firewood season would kick in, and it would keep our staff 
employed, number one, and busy, number two. There is no 
point in having staff, and then not having work for them. I do 
not think we have ever, ever sacked anyone because we have 
not had enough work. We’ve always found something for them 
to do.
This idea of loyalty, both to staff and to suppliers, is one 

that keeps returning when speaking with independent hard-
ware retailers. For example, they still use most of the com-
panies they started with for their timber supplies, including 
Simmonds and Gunnersens.

We’ve been very loyal -- though we still check on prices, don’t 
get me wrong. We still have to get the right price for our 
customer. But because of the relationship we have built, with 
our suppliers, it comes back to you. Everyone has had good 
and bad times. And supporting 
others when they are down is when 
it all really counts, and builds real 
relationships.
This loyalty, however, has not 

stopped them from changing their 
business lines as they have needed 
to, in order to stay in step with the 
evolving market. As Chris Jepson 
explains:

We’ve done a few different things 
over the years. We used to have 
a nursery, and we used to have 
garden supplies. Our top yard in 
the past was all bays, with all the 
garden suppliers, and there was 
firewood as well then, of course. 

 
The indoor part of the DeMar’s timber yards
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We got out of garden supplies quite a while ago, and fire-
wood about five years ago. That part of the business has been 
replaced by expanding our timber yard, and doing more with 
builders’ supplies.

DIY to trade
One of the big changes for the company has been the grad-

ual shift away from the DIY business and towards the trade 
business. According to Myriam Webster:

Our business, ten years ago, was 70% trade and 30% DIY, and 
now it has shifted to around 90% trade and 10% DIY.
As Clifton Hill is an area with a lot of heritage housing, 

particularly from the early 1900s, renovation is a key driver 
of the business. However, there has also been a steady uptick 
in people doing a complete demolition and rebuild, with the 
price of inner-city housing constantly on the rise, making 
more expensive construction pay off. As Mr Jepson explains:

Around here, we get guys who are doing like 10 or 12 town-
houses on a block. And we have some who are doing three or 
four storey apartment blocks, that sort of things. Mostly they 
are working in wood, which suits us, of course.
Decking remains a good business, especially during the 

spring, when people are putting in 
new decks. As with most decking 
business, much of the supply consists 
of Spotted Gum and Merbau, though 
Myriam Webster points out that the 
new composite decking material is 
beginning to gain good traction in the 
market.

One reason for the decline in DIY 
has been competition in that area. 
“We have lost a lot of our DIY market,” 
Mr Jepson says. “Especially to Bun-
nings, and there is a new Bunnings 
just down the road.” That would be 
one of Bunnings’ new inner-urban 
stores at its Collingwood location. But 
DeMar has managed to adapt to this, 
according to Mr Jepson:

Bunnings has affected us a little bit on 
the DIY side. But we are mostly trade 
these days. It has probably shifted 
more since the store opened. The cus-
tomer base has shifted a little bit, and 
therefore the products we sell have 
shifted a little bit as well, more towards 
the trade as well.
It isn’t just Bunnings, however. De-

Mar takes a “basics” approach to paint 
sales, mainly just white and undercoat, 

 
DeMar is located in the suburb of Clifton Hill, which is steadily increasing in  
building density
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without any colour mixing, because there are two major 
all-paint stores in close proximity to the store. On the other 
hand, it continues to do a good business in the direct timber 
treatment products.

Another area where they have stuck with just the basics is 
power tools. The store floor does show a few basic lines from 
Makita, and DeMar intends to stock just a core range, in case 
a customer needs some of those.

DeMar also made the decision some time ago to stop 
opening on Sundays, though it is open all day on Saturdays. 
Myriam Webster believes that many customers now will 
make sure they get to the store on Saturdays if they need 
something, and they likely haven’t really lost much business.

All this sound and cautious planning hasn’t inhibited the 
company from trying out new, innovative products. Amid 
much laughter, Myriam Webster described one of their most 
recent ventures -- men’s underwear.

We do try a lot of new products. Like with HBT, I think it was 
Gavin [Keane] who wanted us to stock underwear, for example. 
It hasn’t done that well, to be honest.
As Mr Jepson points out, the “Tradies” underwear would 

probably do much better in the country or even outer subur-
ban stores, while in their inner-urban store it seems more like 
a novelty item.

However, waste not, want not, DeMar even found a use for 
the slow selling undergarments, as Myriam Webster tells it:

We put them in our Christmas hampers. We had to do some-
thing with them. And we do big hampers, really big hampers 
for our customers. They love it, because it is all personal, 
includes things for their wives as well. Nuts, and a bottle of 
champagne, or something like that. Elizabeth [Webster] does 
a really good job.

HBT
Outside of suggestions for stocking underwear, it is imme-

diately evident that DeMar has had a very good and ongoing 
relationship with HBT. In many ways it’s evident that HBT 
has really helped to boost the business. Myriam Webster says 
that she could see the potential immediately:

We’ve been with HBT ever since it was introduced in Victoria. 
That would have been in 2000. There were about half a dozen 
of us that went to the meeting, and we saw the potential 
straight away. It’s not that we were struggling with hardware, 
but we felt we weren’t getting the best prices in hardware. Our 
core product which was timber and building supplies was do-
ing OK, but the hardware side -- we really needed a push. This 
was the perfect opportunity.
Plus the fact is that we could run our business how we wanted 
to run it with their help. We are independent, and we wanted 
to remain independent.
Most of our products came through the Home warehousing, 

No wearing these on the outside of your 
Agmer pants, please.
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which was John Danks at the time. That was mainly our sup-
plier. Some of the companies would come in, cold-calling, 
and we would go through them, and as soon as we joined 
HBT, we encouraged anyone that we were not buying through 
John Danks to join HBT. A lot did, because they could see the 
potential, too.
Even knowing the group as well as they do, they’ve been 

“blown away” by its rapid growth over the past five years in 
particular. With over 600 members, it’s moved from being an 
“alternative” retail group, to the mainstream.

H hardware
When HBT launched its “H” brand for hardware stores, De-

Mar was equally quick at spotting the potential and getting 
onboard. What appealed was both the complete corporate 
“look” and the reasonable price for the package, according to 
Myriam Webster:

When the H product came on, and it was really a whole con-
cept in a box, and it was reasonably cheap, compared to what 
we paid in the past, to get that cor-
porate look. Chris saw the potential 
straight away. We were due to do 
an update on our building, which 
we do every 10 or 12 years. So I 
think anyone who is thinking about 
doing anything like that, it has 
made an impact.
DeMar made the move to H in 

early 2014. One factor that made 
it a good move for their store is 
that it is located just off one of the 
busiest streets in all of Melbourne, 
Hoddle Street, which is a main 
conduit for traffic travelling north 
and south on the eastern side of 
the CBD. As Myriam Webster puts 
it:

A lot of people sort of still think, 
“We know you are there...”, but 
would have trouble finding us. 
Because we are in this location, 
and we have 100,000 cars come 
past every day, going both ways. 
So it has really impacted on getting 
attention, for passers-by to see we 
really are here.
The work of converting the 

store went very smoothly as 
well. The package offered by HBT 
includes complete branding, from 
building exterior signage, to inte-
rior category signage, letterhead, 

HBT’s H Hardware signage helps to give the store a clean, well-organised look
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business cards and so forth. As Mr Jepson describes it:
HBT supply all that, all your paperwork, all your business cards, 
all your specs, they did all the rendering for the outside of the 
building, came up with what it was going to look like, and the 
plans, did all that for us. We went through a few iterations of 
that, until we came up with one everyone was happy with.
For DeMar the actual cost of rebranding the store was min-

imal, as they were due for a complete repaint of the facility in 
any case. Myriam Webster sums up the advantages of getting 
a strongly branded presence, while still retaining everything 
about being an independent that is an advantage:

Well, I think that anyone who is considering rebranding -- still 
have their own name, like we have, we still have DeMar -- and 
still be independent, but still having that brand, I think if there 
are more of us around it will make and even bigger impact, for 
a real win-win situation.

Technology
With Chris Jepson’s background in technology, you would 

expect DeMar to be up with the latest trends. It’s just 
launched a new website, which is simple but very effec-
tive. At the moment Mr Jepson says he doesn’t think 
it is worth it to expand into full ecommerce. For one 
thing, the company has so many lines that it sells, that 
representing that effectively on a website would not be 
a cost-effective sales solution.

The company does do a little bit of ecommerce 
through House & Home, but Mr Jepson says that has 
been dropping off a little since that business changed 
its focus. It was more oriented around building when 
it was named “Reno Exchange”, but with the name 
change has shifted more towards homewares, accord-
ing to Mr Jepson.

DeMar does use the point of sale software from RBI 
(Retail Business Integrators), which is where Mr Jep-
son previously worked. He says it is a great match for 
the business, as it makes it easier to manage the six 
thousand or so lines of products a timber business like 
theirs has.

Customers
If there is one thing that emerges clearly from 

talking to the managers at DeMar, it is that the com-
pany has a very clear focus on its customers, and on 
delivering exceptional, tailored service to them. Whether it 
is thoughtful touches such as preparing and giving away gift 
baskets over Christmas, or really making sure that important 
deliveries make it to building sites as soon as possible, it’s 
evident theirs is a strong thought process around meeting 
customer needs.

RBI offers POS software with some unique features: 
rbionline.com

http://rbionline.com


56

hnn.bz

That’s also what is behind the company’s specialist staff in 
timber and elsewhere. The truth in the hardware industry is 
that there are “experts” and real experts, who not only know 
the standard answers to client needs, but can delve deeper 
into a problem, and come up with real solutions.

To give a good example of that, DeMar has a range of deliv-
ery vehicles it keeps on hand. That means that if there is a bit 
of tricky situation getting supplies into a building site, they 
will likely have a vehicle that can get the job done.

To put it simply, DeMar doesn’t believe its responsibility 
ends when the cash changes hands. It ends when the cus-
tomer gets what he or she needs, and comes away satisfied. 
It’s that attitude which is the true differentiator for indepen-
dents like DeMar, and something that will likely never be 
quite equalled by larger chain store operations.
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Growth in backyard housing
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Growth in 
backyard 
housing

A new study indi-
cates that parents are 
moving into back-
yard bungalows and 
allowing their married 
children and grand-
children to live in the 
larger, main house.

Increasingly ex-
pensive housing and 
parents wanting their 
children to be nearby 
rather than living far 
away in estates on the 
suburban outskirts 
are some of the factors 
contributing to the 
growing trend in back-
yard flats.

Nearly four in 10 
property owners are 
thinking about build-
ing a backyard flat 
(also known as man 
caves, she-sheds, teen 
retreats and granny 
flats), based on a sur-
vey by Gateway Credit 
Union, which offers 
loans to build them.

Sonia Woolley is 
a director of Vision 
Property Group that 

builds the flats. She 
told Fairfax Media: “It 
is booming.”

Parents and chil-
dren switching from 
the main house to a 
flat is also becoming 
increasingly popular, 
adds Woolley, even as a 
short-term solution to 
the problem of saving 
a bigger deposit.

Woolley says about 
25% of her clients are 
families planning for 
the parents to move 
into the backyard 
flat and letting their 
children and grand-
children move into the 
family home.

Three in 10 families 
build a flat for addi-
tional recreational 
space, a home office or 
as accommodation for 
other family members, 
according to the Gate-
way survey.

An analysis of recent 
government policy 
statements shows that 
state governments and 

councils are relaxing 
regulations about 
building backyard 
apartments in a bid to 
boost housing supply, 
lower costs and slow 
urban sprawl.

But the nation’s laws 
are a confusing mix 
of overlapping state 
and council regula-
tions, bylaws, permits, 
restricted usage con-
trols, size, height and 
noise restrictions.

For example, the reg-
ulations are controlled 
by state authorities in 
Western Australia and 
NSW. This compares to 
Queensland and Vic-
toria where the rules 
vary between councils.

Daren McDonald, a 
director of ShineW-
ing Australia, which 
advises on property 
development, said:

Some planning 
schemes prescribe one 
dwelling per lot and 
designate a specific 
purpose, such as a 

granny flat.
That means the flats 

cannot be rented and 
have to be demolished 
when the property is 
sold.

Builders are also 
encouraging home-
owners to rent out 
the flats, providing an 
alternative source of 
income, negative gear-
ing benefits and the 
possibility of capital 
growth.

However the in-
creased supply of 
apartments, particu-
larly in east coast cen-
tral business districts, 
will increase com-
petition for tenants 
and could drive down 
rents.

Backyard apart-
ments cannot be put 
on a separate title, 
which means the cost 
is added to the price 
of the property and 
they cannot be sold 
separately, according 
to building specialists.

In postcodes where 
property prices are 
falling there is a 
danger that the cost of 
adding an apartment 
may not be reflected 
in higher overall value 
for the property.

There is also the loss 
of amenity, such as pri-
vacy, when renting out 
a backyard, particu-
larly for children who 
might otherwise use 
the space for playing.

http://goo.gl/U1pcGg
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A new $20 million home improvement voucher 
program for tradesmen and small businesses 
in the Northern Territory will give people up 
to $2000 for home repairs carried out by local 
firms.

Announced in the Territory Budget, the 
scheme is expected to keep tradies in work for 
the next 12 to 18 months while the economy 
awaits the next wave of major projects to kick 
off. It will also support the sector as NT eco-
nomic growth drops from 10.5% in 2014/15 to 
1.5% in the new financial year.

Chief Minister Adam Giles said the initiative 
was designed to stimulate the home mainte-
nance and improvement industries and keep 
tradies trading in a slower time for some parts 
of the sector. He told the Northern Territory 
News:

The initiative will see home owner-occupiers 
receive vouchers of up to $2000 to go towards 
home improvements undertaken using Terri-
tory-local small businesses. The vouchers are 
deliberately small in value because this is about 
the bigger picture.

It will be a catalyst for increasing small-scale 
renovation and maintenance activity, keeping 
the work flowing and keeping Territorians in 
jobs. It’s a win-win for Territorians because it 
will also enable Territory homeowners to get 
cracking on those improvements they’ve been 
meaning to do.

The budget shows a previous projected return 
to surplus for 2017/18 has now been pushed out 
by two years to 2019/20.

Over the forward estimates, the NT is slated 
to lose $750 million in GST revenues and about 
$250 million from reduced mining royalties 
and stamp duties. As a result, 71% of the 2016/17 
budget is funded by the commonwealth, albeit 
down from about 80% last year.

http://goo.gl/dBnhcX

$20 million scheme for 
NT tradies PPG’s colour for 2017

PPG Paints has 
revealed its 2017 Colour 
of the Year: Violet 
Verbena (PPG1169-5), 
a moody purple with 
a chameleon-like 
presence. Senior colour 
marketing manager, 
Dee Schlotter said:

Purple was unani-
mously selected as the 
2017 Colour of the Year 
by PPG’s global colour 
experts for its distinc-
tive qualities. We are 
seeing this shade of 
violet on the runway in 
fashion, and in textiles 
for the commercial and 
residential segments.

Ms Schlotter cited a 
new era of consumer 
mindsets as part of the 
reason that the PPG 
Paints brand selected 
Violet Verbena as the 
hottest colour for 2017. 
She said:

Consumers now 
embrace the middle 

ground between mas-
culine and feminine, 
young and old, and 
work and leisure. Violet 
Verbena’s blending of 
grey and violet reflects 
that middle ground.

The PPG Paints 
brand’s 2017 Colour of 
the Year is a unique 
violet hue with a 
quality that allows it 
to adapt to surround-
ing environments and 
complement a variety 
of design aesthetics. 
Its design appeal is 
similarly nuanced. Ms 
Schlotter said:

Violet Verbena blends 
perfectly with many 
different surround-
ings, like a chameleon. 
It looks polished yet 
playful in a child’s 
room, and it is calm-
ing enough to be used 
in hospitals or other 
spaces that require 
tranquillity.

The colour is a mod-
ern choice for interiors 
and furnishings, yet it 
is elegant enough to 
be incorporated into 
traditional designs. 
Violet Verbena is co-
lourful enough to make 
a statement, but it 
can also be considered 
neutral with its grey 
undertones.

Violet Verbena is the 
focal point of PPG’s 
four global colour 
trend stories for 2017, 
which centre on the 
theme of Pendulum: 
earth, water, fire and 
air. For the first time, 
the PPG Paints brand 
is including its Colour 
of the Year in all of its 
trend themes. The four 
themes are Hourglass, 
Es/sence, Impower and 
Biocentric.

http://hnn.bz/
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Millennials love DIY shows

Despite the delay in 
millennial homeown-
ership, HGTV, home to 
renovation fans and 
savvy house flippers, 
is increasingly the 
destination of young 
audiences. The US-
based cable channel 
reports that it drew 
more than 4.5 million 
weekly viewers age 
21-34 in the last quarter 
— 16% more than last 
year. Many of its TV 
shown are shown on 
Channel Nine’s digital 
channel, Life.

Two of the most 
popular HGTV series 
among millennials are 
“Fixer Upper,” star-
ring Chip and Joanna 
Gaines, and “Flip or 
Flop,” starring Tarek 
and Christina El Mous-
sa. While homeown-
ership plays a role in 
both series, the Gaine-
ses and the El Moussas 
— two cheery couples 
— consistently take 
on low-cost projects, 
such as installing a 
backsplash or building 
furniture, which could 
be useful to renters as 
well.

According to HGTV 

general manager Alli-
son Page, home make-
over series appeal to 
both genders, whereas 
the design-based series 
more prominent in the 
past had relatively low 
levels of male viewer-
ship. Coupled with the 
DIY element, this wider 
appeal could contrib-
ute to the increase in 
younger fans. Ms Page 
said:

With shows like ‘Fixer 
Upper,’ ‘Flip or Flop,’ 
or ‘Property Brothers,’ 
there is design all over 
it and all through it, 
but there is more at 
stake because it’s a full-
house renovation. That 
level of drama and 
high stakes paired with 
design is what brings 
in the biggest audience, 
including millennials.

If drama bolsters the 
channel’s success with 
younger audiences, it is 
no new phenomenon. 
Competition series 
have long thrived, from 
“The Voice” to Food 
Network’s “Chopped.”

Just as millennials 
love to put themselves 
into the shoes of 
the homeowners on 

screen, watching com-
petition shows allows 
viewers to pick up on 
tips — and root for 
certain competitors. 
Miranda Banks, an 
associate professor of 
visual and media arts 
at Emerson College (in 
Boston, USA) said:

Everyone likes things 
done quickly, and then 
they think it might be 
possible for them to do 
it too. Having people 
play with speed and 
something cheap plays 
into an activity that 
could be done by a 
millennial if they have 
a weekend and only 
so much money. Can 
you build your dream 
home?

Ms Page also cred-
its much of HGTV’s 
millennial viewership 
to the evergreen 
quality of the channel’s 
content. Many viewers 
lead busy lives, and 
being able to turn on 
the television without 
needing to have seen 
the previous episode is 
appealing.

https://goo.gl/
cZkAmu

Tarek and Christina El Moussa from “Flip or Flop”

Funding for pre-fab
The University of 

Melbourne and Speed-
panel Australia have 
been awarded with a 
$3 million grant over 
the next three years 
from the Australian 
Government Cooper-
ative Research Centre 
– Projects (CRC-P) to 
research and develop 
innovative pre-fabri-
cated building systems.

Lead researcher, 
associate professor 
Tuan Ngo from the 
Department of Infra-
structure Engineering, 
believes this project 
will unlock the poten-
tial growth of Aus-
tralia’s pre-fabricated 
building industry by 
creating a co-operative 
knowledge exchange 
between Speedpanel 
and the university.

The iBuildCRC 
project aims to develop 
a new generation of 
pre-fabricated panel 
systems for a number 
of applications like 
facades, floor panels 
and roof panels. The 
new building system 
will be using advanced 
manufacturing tech-
niques for faster and 
cheaper construction. 
Associate professor 
Ngo said:

This new panelised 
system will be a signif-
icant advancement on 
traditional building 
products. It will be 
lightweight, easy to 
construct, reusable, 
recyclable and have 
better load resistance. 
It also promises a 
much lower carbon 
footprint.

According to Speed-
panel Australia, the 
panels will be easily 
customised and their 
multi-functionality 
will widen their appli-
cation to the building 
industry. Automated 
production, modelling 
and easy on-site instal-
lation will also ensure 
reduced building costs 
and shorter comple-
tion times.

Funding from the 
CRC program will 
enable the establish-
ment of a collaborative 
research platform 
with the University of 
Melbourne. Associate 
professor Ngo said:

This will lead to more 
efficient, sustainable 
construction in Austra-
lia and greater export 
opportunities. Pre-fab-
ricated construction 
is ideal for affordable 
inner city develop-
ments and this tech-
nology will help close 
the gap with reduced 
construction costs and 
increased fire protec-
tion qualities which 
are pressing issues for 
the government.

CRC-P’s aim is to 
improve the competi-
tiveness, productivity 
and sustainability of 
Australian industries 
by fostering high quali-
ty research to solve 
industry-identified 
problems.

http://goo.gl/abL2QA

http://hnn.bz/
http://goo.gl/abL2QA
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The Structural 
Insulated Panel (SIP) 
is a high performance 
composite material de-
fined by the US-based 
Structural Insulated 
Panel Association 
(SIPA) as consisting 
of “an insulating foam 
core sandwiched 
between two struc-
tural facings, typically 
oriented strand board 
(OSB)”. 

Unsurprisingly, the 
popularity of SIPs is a 
relatively new phe-
nomenon in Australia 
because the AEC (ar-
chitecture, engineer-
ing and construction) 
industry has so far 

been fixated on more 
traditional construc-
tion methodologies. 
However, Bondor 
Australia  believes the 
shift in the market is 
becoming more obvi-
ous. Bondor’s national 
product manager for 
Insulliving and So-
larspan, Paul Adams, 
recently told Architec-
ture and Design:

Our local rising ener-
gy costs, trade shortag-
es and labour costs are 
now driving demand 
from the general pub-
lic. [People are] seeking 
these alternative build 
methods to achieve for 
themselves a superior 

building environment 
that is more econom-
ical to construct and 
run, sustainable and 
comfortable to occupy.

Central Queensland’s 
first Eco Cool Home 
is made from Bondor 
Insulliving wall panels 
and a Solar Span roof. 
The display home has 
already achieved a 
9.1 star rating, with 
a constant tempera-
ture expected to be 
maintained within the 
home once completed. 
Lock-up times are ex-
pected to be between 
two to three weeks, 
according to Troy 
and Greta Tenhegge-
ler from Tenheggeler 
Homes who are build-
ing the Eco Cool Home. 
It should be completed 
in August 2016.

At the heart of 
SIPs’ main benefits 
is a simplification of 
construction and. 
As Mr Adams points 
out, SIP construction 
effectively removes 
the “numerous layers 
of building materi-

als that have been 
introduced over the 
years in an attempt 
to satisfy necessary 
building compliance, 
such as thermal or fire 
performance”.

In the real world, 
this translates to 
an ability to more 
easily resolve design 
issues despite being 
subjected to tight 
budget constraints.
Contributing to this 
green badge is the use 
of fewer joints in SIPs, 
which means a tighter 
building assembly. A 
study by the largest 
US Department of 
Energy, Science and 

Energy laboratory, 
Oak Ridge National 
Laboratories, found 
that a SIP-constructed 
home was consider-
ably more airtight 
than a wood-framed 
and fiberglass-in-
sulated room when 
subjected to identical 
climate conditions and 
a blower door test. Mr 
Adams adds:

Composite insulated 
steel products address 
deficiencies in energy 
efficiency by creating 
a continuous thermal 
barrier around the 
home. 

http://goo.gl/jXu5od

Insulated 
Structural 
Panels

Lufkin said its 
new Legacy Series™ 
tapes have a vintage 
square-label, mir-
ror-chrome casing that 
is a throwback to what 
might have hung on 
tool belts in the 1960s. 
Its build, however, is 

contemporary, with 
the latest in endur-
ance, performance 
and control technolo-
gies. Brendan Walsh, 
product manager for 
Lufkin said:

A timeless and 
proven look shouldn’t 
require the sacrifice 
of performance. 
With excellent blade 
durability and stand-
out, the Legacy Series 
infuses the lessons of 
more than 125 years of 

Lufkin experience with 
time-honoured appeal.

The tapes feature 
Hi-Viz orange ribbed 
accent stripes that 
improve grip while 
providing a striking 
design signature. An 
extra wide sliding lock 
button adds comfort 
and control, easing 
the release and return 
of the blades, which 
are nylon-coated. The 
blades are also matte 
finished, reducing 

glare and improv-
ing contrast to aid 
precision under any 
lighting condition.

Legacy Series tapes 
are available in 
five different 
lengths. The 12-
inch tape has a 
3/4-inch blade, 
while the 16-
inch, 25-inch, 
30-inch and 
35-inch tapes 
each feature a 
quad-riveted 

life-extending end 
hook and one-inch 
wide blades that 
deliver eight feet of 
standout.

Retro  
measuring 
tapes

products
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The makers of 
Brightswitch say they 
hope the product will 
join the ranks of Nest 
and other Wi-Fi-en-
abled home products.

Brightswitch is the 
first product that re-
places a standard light 
switch with a touch 
screen. It has multiple 
functions, including 
intercom and home 
security. It can tie into 
a complete home-au-
tomation hub –  but it 
doesn’t have to.

At its most basic lev-
el, one Brightswitch, 
which costs USD149, 
can control five 

lights. To install 
Brightswitch, the user 
replaces the standard 
electrical box with 
Brightswitch’s propri-
etary box that in-
cludes a data connec-
tor, which looks like 
a slim USB port. The 
touchscreen unit plugs 
into the data port. 
Then the user con-
nects it to the home 
Wi-Fi system and tells 
the computer whether 
the light switch is a 
dimmer or three-way.

Brightswitch has a 
people sensor and a 
learning mode, so it 
can learn the house-

hold’s habits, and it 
can stream music via 
Pandora and run other 
Android applications. 
It’s compatible with 
the home-automation 
hub SmartThings.

It is majority-owned 
by US-based Bella-
trix Systems, which 
began in the 1980s by 
making electronic coin 
readers for single-copy 
newspaper boxes. Now 
the company produces 
pick-up indicators for 
FedEx drop boxes and 
dispensers for phero-
mones, which are used 
by farms and orchards 
as an alternative to 
pesticides.

Brightswitch is the 
company’s first foray 
into smart devices. 
CEO and co-inventor 
Ray Lundy said that to 
develop Brightswitch, 
the company turned to 
new investors via the 
crowd-sourcing site 
Indiegogo.com, raising 
USD135000 over two 
months, plus others 
who lent expertise to 

the project.
Mr Lundy thinks the 

way to draw more of 
the home-products 
market into smart 
devices is to keep them 
simple. He said:

You take one prod-
uct in the home that 
people are used to, 
and you make it 
really neat, and really 
powerful, and really 
good-looking.

The biggest dif-
ference between 
Brightswitch and a 
near-competitor like 
Philips Hue might 
be its looks. Most 

smart-home devices 
are designed to blend 
into the home’s design. 
Brightswitch is about 
the size of an iPhone 
Plus.

After two years 
of development, 
Brightswitch is close 
to shipping its first 
units. Mr Lundy hopes 
to ship more than 
1,000 units by Octo-
ber. Once pre-orders 
are shipped, he said 
Brightswitch will be 
available through on-
line retailers, including 
Amazon.com.

http://goo.gl/BrshCx
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Brightswitch 
is tech for 
walls

Smart lighting mak-
er, Ilumi has created 
lighting strips where 
the strips let users ma-
nipulate their patterns 
with a smartphone. 
The company is look-
ing to muscle its way 
into this burgeoning 
market with its Smart-
strip product.

Ilumi is perhaps best 
known for its line 
of colour-changing 

smart bulbs that, in 
contrast to products 
like Philips’ Hue range, 
rely on Bluetooth to 
send and receive com-
mands. After several 
successful crowdfund-
ing campaigns, it has 
applied the same tech-
nology to the lighting 
strip.

Ilumi’s Bluetooth-en-
abled Smartstrip 
packs multicolour RG-
B+W LEDs that emit 
1500 lumens. Thanks 
to a “novel and patent 
pending” design that 
“overcomes brightness 
limitations of white 

light” experienced by 
competing LEDs, it can 
produce hues ranging 
from “warm white” to 
“cool white”.

The colour of each 
diode can be indi-
vidually tuned via a 
companion app for 
Android and iOS (the 
same used to control 
Ilumi’s smart bulbs), 
and change in tandem 
with LEDs in up to 49 
additional Ilumi strips 
by leveraging Blue-
tooth mesh network-
ing. Users can also opt 
to program a single 
Smartstrip’s array 

using the companion 
app’s pre-programmed 
“dynamic effects” and 
“patterns”.

Its protective exteri-
or is weather resistant 
(with an IP-65 rating), 
and it has adhesive 
backing for easy 
mounting to walls, 
windows, and many 
other surfaces. The 
Smart-
strip also 
has an 
internal 
clock and 
memory.

Ilumi’s 
Smart-

strip is making its 
debut on Kickstarter 
for USD60 (and retail 
for USD90 later this 
year). It is available in 
lengths of three feet 
(0.9 metres), six feet 
(1.82 metres), and a 
“Kickstarter exclusive” 
of 13 feet (3.9 metres), 

http://goo.gl/rIlWrT

LEDs light 
up the night
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The Australian porta-
ble and prefabricated 
building industry re-
lies on several factors 
including fast build 
times, lower costs and 
flexible styling to drive 
their business.

Many key builders 
are starting to depend 
on Studco products for 
steel wall framing, roof 
structures, external 
facades, door jambs 
and window reveals, 

to name a few. Studco’s 
building systems have 
been adopted widely 
in various property 
developments from in-
digenous settlements 
in far north WA to the 
resorts of southern 
Tasmania. The prod-
ucts can make con-
struction easier, faster 
and less costly.

Studco’s range of 
building products 
have also found use in 

a broad range of proj-
ects including portable 
and prefab homes; 
mining communities; 
container dwellings; 
energy-efficient work-
spaces; pop-up, high-
rise buildings; remote 
location construction; 
tourist accommoda-
tion; bathroom pods 
and modules; low-cost 
export housing; school 
buildings; as well as 
mobile offices and site 
facilities.

In one particular 
project, a portable 
building manufacturer 
was facing problems 
with heavy structural 
steel sections due to 
the cumbersome han-
dling and transport. 
Studco’s engineers 
were able to replace 
all the structural steel 
lintels and jambs with 
its lightweight HEDA 

system, which doesn’t 
require welding. This 
eliminated the OHS 
issues associated with 
excessive welding 
fumes.

http://goo.gl/IlvXur
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The average wrench 
features a squared 
middle and this can 
cause discomfort 
when working for 
extended periods of 
time. However the 
GearWrench 12-piece 
Extra Large X-Beam™ 
Combination Ratch-
eting Wrench Set has 
been developed to be a 

useful tool for fittings 
and fastenings, thanks 
to a 500% increase 
to surface area and 
90-degree rotated 
wrench shaft.

During use, these 
wrenches will rest 
flat on the palm of a 
user’s hand while they 
rotate. This increases 
comfort and produc-

tive distribution of 
force. When coupled 
with an increased area 
size, they are left with 
a wrench that can 
do the job faster and 
more efficiently.

In addition, the Gear-
Wrench XL X-Beam 
Combination Ratch-
eting Wrench Set has 
wrenches from 8mm 
to 19mm in length, 
with an overall reach 
that is up to 25% lon-
ger than average.

Each ratcheting 
wrench is of a one-
piece forged beam de-
sign with no twisting 
metal or weak spots. 
This ensures height-
ened levels of dura-
bility and strength 
for a longer product 

lifespan, as well as 
simplicity of use.

In terms of function-
ality, each ratchet has 
the added benefit of 
a Surface Drive® on 
the box end, providing 
off-corner loading 
for better grip and re-
duced fastener round-
ing no matter the job. 

It can make slippage a 
thing of the past.

This wrench set 
metric is designed to 
cover each and every 
base whilst working, 
with more user grip 
and less fatigue.

X-Beam 
combination 
wrenches

Flexible 
building 
systems
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Agmer has been proud-
ly Australian owned and 
operated since the early 
1940s.

We have been keeping 
Australians safe and dry 
for over 70 years and have 
built our reputation in the 
industry on the backs of 
the Australian worker.

As a trusted supplier of 
the iconic bluey jacket, we 
continue to expand our 
range from quality hi vis 
garments to specialised 
fire retardant clothing.

Incorporating the latest 
advances in fabric technol-
ogy and modern designs, 
our range of workwear 
continues to appeal to a  
spectrum of tradies and 
corporations looking for 
that edge over their com-
petition.

This can be found with 
our industry leading ultra 
hi vis polos, vests, and 
large range of jackets and 
pants.

We are also leading the 
pack with our Hardline 
workwear range , built and 
designed for the modern 
craftsman. Nothing has 
been spared to bring 
about the hardest wearing 
and street inspired  de-
signed pants and jackets 
to Australia’s tradies. 

In addition to our ever 
growing product range, 
we also offer an in house 
embroidery service, en-
suring you an easy road 
from order to completed 
product.

We look forward to con-
tinuing to ensure the safety 
and protection of the  
“Aussie battler” from the 
dangers of the workplace 
and the elements of  
nature.

Agmer Workwear
From the 1940s to today, an Australian company 

offering style, comfort, durability and safety.

Agmer makes the iconic “Bluey” jacket at its factory 
in Thornburym, Victoria, drawing on over 60 years 
experience at this craft.

Contact Agmer:
03 94806255

sales@agmer.com.au
agmer.com.au

hardlineworkwear.com
19 Anderson Rd, Thornbury, Victoria 3071

Bluey Flying Jacket
Australian iconic 

jacket that has served 
to protect the Austra-
lian worker year after 
year. The Agmer Bluey 
Jacket is made from 
21 oz wool fabric with 
cotton flannel lining. 
Heavy duty zip ensures 
quality and continued 
durability of jacket on 
the work site.  Deep 
side pockets for all 
your bits and pieces, 
with quality waist and 
wrist band. Colours - 
Black, Navy, Charoal. 
Sizes Sm to 6xl. Also 
available in Hi Vis Style.

HDP - 301 Craftman Pants
The HDP 301 is the next 

level in the craftman’s 
gear on the work site. 
Built from our harden 
poly-cotton 310 oz 
fabric, double stitch-
ing along the seams 
and reinforced with 
cordura, you got one 
helluva of pant. Add 
the Hardline styling 
with our black contrast 
trade mark, and your 
assets will be demand. 
Black trimming at the 
botton of the leg keeps 
the dirt where needed. 
Deep side pockets 
for all your nuts and 
bolts. No bulls$^%@ 
3D designs here. Black, 
Navy and Khaki. Sizes 77R 

to 107R

mailto:sales@agmer.com.au
http://agmer.com.au/
http://www.hardlineworkwear.com
https://www.google.com.au/maps/place/19+Anderson+Rd,+Thornbury+VIC+3071/@-37.7541515,144.9791091,16.96z/data=!4m5!3m4!1s0x6ad644a2df185593:0xbb1fadb241556ed!8m2!3d-37.754112!4d144.981161
http://www.hardlineworkwear.com
http://agmer.com.au/
http://agmer.com.au
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Gorilla Adjustable Platform Ladder
New innovation in the ladder market brings 

platform safety & convenience to portable ladders.
Gorilla has recently 

launched its Adjustable 
Platform Ladder – a new 
innovation in the ladder 
market. 

What makes these lad-
ders so unique? They offer 
a combination of features 
that checks just about 
every box on the tradie 
wishlist for better ladder 
performance. It’s also an 
extremely safe ladder, with 
the kind of features you 
expect from a ladder in the 
modern workplace.

Features
It starts out by getting the 

basics right. The non-slip 
treads are 140mm wide, 
giving a stable surface for 
climbing and descending. 
They are placed 300mm 
apart vertically, which 
means the ladders can be 
used by people in a broad 
range of heights. 

The ladder has an indus-
trial load rating of 150kg, 
while it weighs less than 
19kg, making it easy to 
load on and off vehicles, 
carry to the worksite, and 
move from one position to 
the next. The Gorilla Ad-
justable Platform Ladder  
is made to meet Australian 
Standard AS/NZS 1892.1 
Portable Ladders, which 
means it is compliant with 
the majority of workplace 
requirements.

One of the ladder’s best 
features is that it can be 
easily and simply adjusted 
to three different heights 
— 1.2m, 1.5m and 1.8m. 
Being at the correct height 
for a job reduces problems 
such as back and neck 
fatigue. It also means the 
ladder user will be able to 
do the job at hand fast and 
effectively. Perhaps even 
more importantly, the cor-

rect height means the lad-
der user radically reduces 
risk, as they will be less 
tempted to over-reach, 
and possibly over-balance 
the ladder.

Secure work  
platform

Just as importantly, the 
ladder offers a secure, 
wide work-surface to stand 
on. The yellow check-
er plate resin platform 
enables the ladder user to 
stand firmly on both feet, 
creating a secure and safe 
position, while also reduc-
ing fatigue for use over 
long periods.

This safety and security 
is further enhanced by a 
strong safety rail, that rises 
and wraps around 900mm 
in front of the work plat-
form. For an even more se-
cure perch, the ladder can 
be equipped with an op-
tional safety boom, which 
latches behind the ladder 
user, helping to prevent 
backwards over-balancing.

Custom options
The ladder has a number 

of other customisation 
options available as well. 
There is a hand rail work 
tray, which can keep tools 
handy and available, and a 
ladder leveller, which can 
add height to one leg of 
the ladder for uneven work 
surfaces.

Trust Gorilla
Best of all, the Gorilla 

Adjustable Platform Lad-
der is made right. Gorilla 
has been selling a wide 
range of ladders through 
hardware and specialist 
retailers in the Australian 
market for over 10 years.

Contact

Email
sales@gorillaladders.com.au

Phone
03 9265-7500

Website
gorillaladders.com.au

View the Gorilla Ladders video

mailto:sales@gorillaladders.com.au
http://www2.gorillaladders.com.au
https://www.youtube.com/watch?v=yQ9JBiAjcGE
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One of the most com-
mon causes of damage 
and durability problems 
to concrete and masonry 
surfaces is water. Damage 
caused by moisture, is rap-
idly becoming the major 
cause of structural destruc-
tion to masonry structures.

The range of Drizoro 
Construction Products 
available from Scientific 
Waterproofing Products 
(SWP) makes water-
proofing of concrete and 
masonry surfaces a sim-
ple undertaking. Specific 
brands include Maxseal 
Foundation, Maxseal Flex, 
Maxplug and Maxjoint 
Elastic. They have been 
widely used in Australia 
since 1992, and manufac-
tured in Spain since 1977.

Each of these products 
from Drizoro is cement 

based so they penetrate 
the pores and actually be-
come part of the surface. 
This provides a totally dry 
interface against either 
positive or negative flow.

Once cured, Drizoro 
products can be rendered, 
tiled or painted over. 
Furthermore, they can be 
tinted to achieve deco-
rative colours, textured 
and troweled to achieve a 

decorative finish.
The Drizoro range is 

user-friendly, suitable 
with potable water and 
non-toxic. This makes 
suitable for extremely 
confined places, and clean 
up is achieved with water, 
eliminating the use of toxic 
chemicals and solvents.

Surfaces requiring resis-
tance to hydrostatic or stat-
ic pressure such retaining 

walls (including DINCEL) in 
car parks and basements 
pose no problems for 
Drizoro materials. They 
must be applied to a wet 
surface, making it ideal for 
this type of work.

Drizoro Construction 
Products are available from 
Scientific Waterproofing 
Products. 

Contact details
Unit 4/92 Bryant Street 

Padstow NSW 2211
Phone: (02) 9771 0011 

Fax:(02) 9771 0077

Website:
 http://www.scientificwa-

terproofingproducts.com.
au/

Email: 
info@scientificwater-

proofingproducts.com.au

Drizoro Construction Products 
The most comprehensive range of cement based 

waterproofing and concrete repair products.

Maxseal Founda-
tion

Maxseal Foundation is 
a cement-based product 
that, with special additives 
and selected aggregates, 
can provide total water-
proofing protection to 
concrete, bricks and blocks 
due to its high resistance 
to aggressive waters. It will 
seal against positive and 
negative water pressure.

Maxseal Flex

Maxseal Flex is a coating 
with flexible and water-
proofing properties that 
adheres to practically 
every surface including 
concrete, natural and artifi-
cial stone, mortar plasters, 
bricks, concrete blocks – 
when they are subjected 
to both positive or nega-
tive high water pressure. 
Once applied and cured, 
Maxseal Flex provides 
a non-toxic, flexible and 
waterproof coating.

Maxplug

Maxplug is a quick-set-
ting cement-based mortar 
that instantly stops running 
water from cracks, fissures, 
holes or other openings in 
concrete and masonry. It is 
non-shrink and sets within 
three to five minutes de-
pending on the tempera-
ture. Once Maxplug sets, 
it adheres perfectly to the 
substrate. It only requires 
water for mixing.

Maxjoint Elastic

Maxjolnt Elastlc is a 
two-component product. 
Component A is a liquid 
based on special synthetic 
resins. Component B is 
supplied in powder form, 
as a mortar based mix-
ture of cements, additives 
and special aggregates. 
When both components 
are mixed, an elastomeric 
product with high bond 
strength is achieved. 
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Malco shear attachments 
are labour saving and cost 
effective.

A metal-cutting pow-
er shear is now a more 
accessible and practical 
job-site addition than ever 
before. Cost-effective Tur-
boShear attachments from 
Malco Products quickly 
insert into the chuck of a 
corded or cordless drill, 
or impact driver, to make 
fast straight, curved or 
square cuts in sheet metal, 
metal roofing and building 
panels.

A sleek, lightweight 
aluminium cast shear head 
and a compact, moulded 
polymer drill clamp allow 
maximum portability and 
ease to go wherever the 
work is. The telescoping 
clamp adjusts to fit both 
length and width of a drill 
motor housing as well as 
smaller bodied impact 
drivers. The clamp collar 
allows the shear head to 
be rotated 360-degrees 
and set in any position to 
optimise tool clearance 
and facilitate easy material 
flow.

Malco TurboShears can 
be operated at high or 
low speeds for the control 
users need to make pre-
cise trim cuts, follow tight 
patterns or navigate cuts 
over profiles.

A Malco model TSCM 
TurboShear attachment 
provides enormous value 
for both the time savings it 
offers and the low invest-
ment required to achieve 
clean precise cuts in corru-
gated metal roofing panels 
every time.

Specialised, elongated 
blades with compact jaws 
create a steep 75-degree 
offset so that the drill is 
held at a more vertical 

approach when starting a 
cut. As the offset blades 
follow the rising angle of a 
corrugated profile, the drill 
handle or battery pack has 
clearance to naturally tip 
downward and still clear 
the roofing panel surface.  
These hardened carbon 
steel blades offer long ser-
vice life in 0.31 to 0.61 mm 
steel roofing material.

A versatile model TSHD 
TurboShear attachment 
features heavy-duty 
gearing and larger, wid-
er-opening blades for 
cutting up to 1.22mm cold 
rolled steel, including lay-
ered metal and seams. The 
model TSHD is easily ma-
noeuvrable and capable of 
making precise trim cuts, 
following tight patterns. 
With the head rotated for 
adequate clearance, it can 
also navigate mild corru-
gated profiles.

Both of the TurboShear 
models have a lateral 
blade adjustment capabil-
ity to ensure that cutting 
performance and manoeu-
vrability can be maintained 
for the life of the blades. 
Replacement blades are 
available and can be easily 
installed on the job.

Contact  
BND Australia on 

1300 883 520  
for your nearest retailer. 

More information on the 
Malco range in Australia 
can be found at 

http://bndaustralia.com.au/
   

Malco Shear Attachments 
Labour-saving, cost-effective, Malco makes power 

tools even more capable


