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Over the past 15 years Bunnings has come to 
dominate the Australian home improvement 
retail industry. As HNN has described else-

where, this was not a process that benefitted over-
much from luck, nor was it a case of a large compa-
ny leveraging investment to control a market. 

Bunnings’ success has been built on risk-taking, 
experimentation, a lot of hard and diligent work — and, 
we have to say, mistakes made by other major retailers. 
It bears repeating that at one stage Bunnings and Mitre 
10 held equivalent market share in home improvement 
retail. Mitre 10 launched a programme to gain addition-
al share. When that fell apart, Bunnings emerged with a 
dominant market position. Mitre 10, much diminished, 
was then acquired by Metcash, and chose to specialise 
in trade rather than DIY sales.

While these are known facts, a feeling persists 
among independent retailers that something not quite 
right has gone on here. They can’t put their finger on it, 
but there is a sense that Bunnings somehow is not just 
another competitor. 

They’re right. What Bunnings did was not just to go 
out into the marketplace as a kind of “super retailer” 
and do everything retailers of the past had done, only 
better. What Bunnings really did was to restructure the 
market itself — or, to put that another way, Bunnings 
actually changed the customer. 

Having done that, while their competitors are still 
trying to sell to the “old” customer, they remain almost 
completely isolated from competition.

Getting back to DIY
Any analysis of the state of the home improvement 
market today is going to conclude that there is one 
thing that is essential and vital: home improvement 
retailers outside Bunnings need to think about ways to 
expand their sales revenue gained from consumer DIY. 
That is, without doubt, the strongest growth area, not 
just in revenue, but also margins and hence profit as 
well.

HNN is quite certain that if we all could get a look 
at the longer term plans of Bunnings and Wesfarmers, 
what we would see is an intent to build the retailer up to 
be twice its current size, through expansion first in the 
UK and later elsewhere in Europe. That kind of scale is 
going to give the company extraordinary advantages in 
the supply-chain.

It might take Bunnings a bit longer than it is pres-
ently ready to admit to get the UK business going, 
more like five or six years than three, but it is highly 
likely to succeed. That means that Australian retailers 
have something like a three or four year “grace period” 
to reclaim market share, and set themselves up for the 
future.

6 Ways to Better Compete 
with Bunnings

Does Menzies 
still influence 
retail today?
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HNN has six concrete suggestions about how 
retailers might get started with that process. Before 
we can get to that, however, we have to delve a little 
deeper into Bunnings, what it did to change the home 
improvement market, and what Bunnings really has 
come to represent to its customers.

The “Bunnings people”
When we discuss market strategies here at HNN, we 
quite commonly find ourselves mentioning the “Bun-
nings people”. While this is a little hard to define, we all 
know what is being referred to by that. Go to just about 
any Bunnings on a busy Saturday or Sunday, and you’ll 
find them there, wandering through the aisles, having a 
sausage out the front of the store, a coffee in the cafe, 
their kids trailing after them with a free balloon, or their 
faces painted to resemble a lion.

It’s an energetic scene, and customers at Bunnings 
quite often experience the store as an energising place. 
It is also unique, in Australia, in home improvement re-
tailers. Mitre 10 and Home Timber and Hardware stores 
might bustle and feel active, but there is seldom that 
kind of Bunnings energy to them. 

To understand how Bunnings has come to occupy 
this position in people’s lives, it’s necessary to look 
back a little in history, and understand some features of 
Australian society and culture as they have developed 
over the past 50 years and more.

Post-war: the distributive 
economy
When Sir Robert Menzies began his second term as 
Prime Minister of Australia in 1949, he set in place 
an economic and social system that would arguably 
dominate Australian culture for the next 30 years and 
more. It was based on Australia operating as a primary 
producer of agricultural and mining commodities for 
export, while high tariffs were introduced on imported 
goods so as to protect domestic indus-
tries. 

This was what could be described as 
a “distributive economy”. By introducing 
inefficiencies in terms of the supply of 
manufactured goods to the Australian 
populace, high employment was main-
tained, and the Federal Government 
retained a range of levers with which it 
could control business and industry. 

It is worth quoting what remains the 
signature statement of the Menzies gov-
ernment, a definition almost of a core set 
of Australian beliefs. It’s an extract from 
Sir Robert’s speech on what he called 
Australia’s “forgotten people”:

I do not believe that the real life of this nation is to 
be found either in great luxury hotels and the petty 
gossip of so-called fashionable suburbs, or in the 
officialdom of the organised masses. It is to be 
found in the homes of people who are nameless 
and unadvertised, and who, whatever their indi-
vidual religious conviction or dogma, see in their 
children their greatest contribution to the immor-
tality of their race. The home is the foundation of 
sanity and sobriety; it is the indispensable condi-
tion of continuity; its health determines the health 
of society as a whole.

The unravelling
The fatal blow to the systems set in place by the 
Menzies Government occurred when Britain joined 
the forerunner of the European Union, the European 
Economic Community (EEC) in 1973. What is not widely 
understood is that Britain was required to sever its 
economic ties with Australia (and other Commonwealth 
nations) as a condition of entry into the EEC — it had 
twice been rejected at the behest of France’s President, 
Charles de Gaulle, in 1963 and 1967. 

The German-born, Australian-based academic 
Oliver Marc Hartwich describes the effect of this move 
in an article in The Guardian newspaper:

After Britain had joined the EEC Australian but-
ter exports dropped by more than 90 per cent; 
the Australian apple trade declined from 86,000 
tonnes in 1975 to just 27,000 tonnes in 1990. The 
economic consequences of Britain’s European 
ambitions for Australia were severe.
For the next 20 years after this event, Australia’s 

economic history is dominated by efforts to somehow 
balance the expensive social programs put in place by 
the Menzies Government and enhanced by subsequent 
Governments, with the increasingly dire economic 
realities. 
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This began with broad-based cuts of 25% in most 
tariffs in 1973. These cuts were later continued through 
the 1980s.

The Australian dollar was floated in December 
1983, and in 1986 the Australia Acts were passed in 
both Australian and British Parliaments, severing the 
paternalistic legal relationship between the two nations. 
The latter year was also the occasion for then-Treasurer 
Paul Keating to make his infamous “banana republic” 
comment, pointing out that inflation and a rising trade 
deficit were destabilising the nation. The US stock 
market collapse of 1987 helped plunge Australia into 
deeper trouble.

A recession resulted from these factors. This lasted 
from September 1990 through until September 1991. 
Full recovery did not arrive until late in 1992.  Howev-
er, the changes made during this period did stabilise 
the economy, and by 1994 a period of prosperity had 
begun that lasted for 11 years.

Cultural changes
In many ways, today’s “Bunnings people” have inher-
ited many of the cultural biases of the Menzies Era’s 
“forgotten people”. They, too, are family-orientated, 
non-trendy, and regard building a good life for their chil-
dren as important. 

Where they differ is that they are also ambitious 
in ways the “forgotten people” were not. In Australia, 
however, that ambition does not show itself in the same 
manner as the ambitions of family people in, say, Los 
Angeles, London, or Paris. 

In most other nations, this kind of ambition trans-
lates fairly directly into earning more money at a better 
job, then spending that money to enhance family life. 
For these Australians, it’s not all about money. It is 
clear to them that working longer hours at a stressful 
job cannot possibly create a pleasant 
life. Instead they have followed a kind 
of “middle path”. They want a good, 
well-rewarded job, but they also want 
time at home, and leisure in which to 
enjoy life.

In the end, their ambition is all 
about gaining valuable and rewarding 
life experiences. It is in this sense 
that Bunnings has come to play an 
important role for them. When they 
buy an impact driver, a mitre saw, 
flooring, decking materials, paint or 
lighting, their goal is to use these to 
enhance their dwellings, usually for 
the purpose of garnering more of 
these experiences. 

They are less interested in the 

impact driver as a tool, and more as a helpful mechani-
cal device which means they can put together a deck in 
less time. The purpose of that deck is likely to entertain 
people, to gather friends close around on certain warm 
summer evenings, to experience that kind of life. Bun-
nings makes all of this more possible. 

In doing so, Bunnings has become their ally, their 
aid. Walking into a Bunnings they are not thinking about 
a lot of dreary chores they have to get done. They are 
thinking instead about opportunities. 

Retail culture
Many independent home improvement retailers today 
have been more heavily influenced by the way Austra-
lian retail operated in the recent past than they know. 

If we think back to the time when tariffs were still 
used to heavily distort the market economy — which is 
a scant 30 years ago — one of its characteristics was 
that retail really didn’t make much sense. Instead of 
quality, design and manufacture being the main deter-
minants of a product’s price, the most important aspect 
was whether it was made in Australia or elsewhere. 

Products also tended to have very similar prices 
across manufacturers, usually set a specified amount 
below the tariff-inflated price of superior imported prod-
ucts. There were no, or only very limited, opportunities 
to work the supply-chain more efficiently to get a prod-
uct imported at a better price.

So, given high levels of price similarity, how did 
retailers differentiate themselves? Largely they did this 
through service, and through building lasting relation-
ships with customers. A butcher became “your” butch-
er, a shoe store “your” shoe store — and a hardware 
store, “your” hardware store.

While the vestiges of that approach have all but 
died out in most of Australian retail, they still linger in 
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home improvement retail. There is a strong expecta-
tion on the part of those retailers that want customers 
“really” want is personal, informed service to help them 
make their purchases. 

Right from its inception, Bunnings had the idea that 
this was perhaps not really needed anymore. Freed 
from the influence of most tariffs, and launched into the 
aftermath of a recession in 1991, Bunnings understood 
right from the beginning that it could use price as a 
strong differentiator. It wasn’t really, though, all about 
selling “cheap stuff”. It was just as much about deliver-
ing unexpected quality at familiar price points.

That’s the deep background. Now let’s explore the 
six key points of what retailers need to do in order to 
compete more effectively with Bunnings.

1: Service
Virtually any conversation you might have with an in-
dependent hardware retailer about Bunnings will begin 
with the complaint that they provide better service, 
which customers just don’t seem to appreciate.

There are pretty much just two alternatives going on 
here. Either the retailer is simply right, and they do pro-
vide better service, and the customer doesn’t appreci-
ate it, or else Bunnings does provide decent service, it’s 
just that it is in different ways than the retailer does. 

Such as, for example, renovating an entire house, 
and making videos about every step of that process, 
which can be downloaded from their website. And, in-
deed, that is just what Bunnings has done. It also offers 
regular DIY workshops. A new feature HNN has seen 
developing is that Bunnings offers those workshops in 
a range of languages, such as Portuguese and Manda-
rin Chinese. 

We’re not saying that the service offered by Bun-
nings is equivalent to that of the 
best independent hardware retailers, 
but it is often good enough for cus-
tomers to get what they are looking 
for.

In any event, whatever is going 
on, the numbers truly indicate that 
if an independent retailer is trying to 
use service as the main differentiator 
with Bunnings, it just isn’t working 
in the majority of cases. It might be 
one, helpful ingredient, but much 
more than that is needed.

2: Community
When you speak about community 
with independent hardware retailers, 
they will mention the direct support 
they give back to the regions where 

their stores are located. They might support the local 
under-16s footy or cricket team, donate to a charity, re-
pair the equipment in a local playground free of charge, 
and so forth. All that is very worthwhile and highly 
commendable.

When you speak about community at Bunnings, 
however, while it might involve some of those aspects 
as well, it is as much about the kind of community that 
gets created in-store. Every decent sized Bunnings 
warehouse has a cafe, a playground for children, and a 
room for DIY classes, sometimes grouped together in a 
single “community pod”. 

This helps to establish the Bunnings store as not 
just a place to buy stuff from, but as a fun place to visit. 
Consequently, people will save up little purchases — 
lightbulbs and batteries — to get at Bunnings, at the 
same time they pick up a coffee and their children play 
in the slides at the play-space. And, as we all know, 
one of the cardinal rules of retail is that often small pur-
chases lead to big purchases.

Obviously, smaller retailers can’t afford to set up 
their own cafe. But one retailer we know of sets out a 
couple of picnic tables in an open space beside the 
store on sunny days. The local bakery doesn’t have a 
great place for people to sit outdoors, and it is quite 
common to see a few Mums and Dads drinking a cof-
fee at the tables on a sunny Saturday morning. This is 
also community.

3: Segmentation
The issue of segmentation in establishing a market is a 
deep and rich one. As HNN has pointed out in the past, 
the strategy that Bunnings pursues is very much an 
unsegmented one. In determining its market activities, 

Flow-on advertising effect from Bunnings videos
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Bunnings just has two questions it asks: Who is not 
coming to our stores, and how do we get them in? And, 
of those people who do come to our stores, what are 
they still buying elsewhere, and what do we need to do 
so that they buy from us instead? This is what is known 
as a segmentless approach. 

One of the retail principles that can be borrowed 
from asymmetric (guerrilla) warfare, is that when you 
are facing off against an overwhelmingly superior force 
(like Bunnings) you should never compete on the same 
terms that they do. So, if Bunnings is using a segment-
less approach, to compete effectively you may need to 
consider a segmented approach.

Segmentation often just doesn’t make sense to 
smaller retailers. Their instinct is that by specialising in 
one key area, they are turning customers away from 
other areas where they could also be earning revenue.

To understand why segmentation works for smaller 
retailers, you have to understand that it has three key 
parts to it. Firstly, it enables the retailer to establish 
a clear point of difference from other retailers. That 
means the retailer is giving potential customers a good 
reason to at least check out what is in their store if they 
are buying that particular product. 

Secondly, segmentation is all about taking a set 
of limited resources, and using them in the best way 
possible to get the maximum return. 

Thirdly, segmentation is a key element in develop-
ing a means of marketing your retail operation on an 
expertise basis, thus avoiding the issue of low prices or 
price comparison.

The lawn mower example
To see how all those advantages might play out, 

let’s take lawn mowers as an example. Developing a 
differentiated, segmented offering in 
standard lawn mowers is very hard 
to do. At the same time, if you are 
just selling ordinary lawn mowers, 
will you really ever be able to com-
pete with Bunnings on price? 

What if, however, a store chose 
to segment and specialise in cord-
less electric lawn mowers? The store 
is still competing with Bunnings in 
this area, and Bunnings does have 
some winning products there, but its 
range is quite limited as compared 
to regular lawn mowers. 

Also, this is one area where it is 
likely the staff at Bunnings are not 
going to be all that well informed. 
Do they know how long each mower 
will run for? Do they know the types of 

lawns they are most suited to? Can a prospective buyer 
turn one on to see just how quiet and vibration-free 
they are? (No, because of health and safety require-
ments.)

The display area that the store previously used for 
a range of lawn mowers that really didn’t sell all that 
well suddenly becomes a dedicated area for a very 
attractive product range — a better use of that space. 
Instead of training staff to understand the general 
characteristics of three brands and six models of petrol 
lawn mower, they are learning the basics of how the 
electric lawn mowers work. This is more limited, but it’s 
a better use of their skills as they can go deep instead 
of broad.

Consider also how this plays into marketing. Ex-
ternal banners, product leaflets, mailbox flyers, online 
websites — all these benefit from this kind of special-
isation. Segmentation gives a particular shape to the 
business, and can attract customers who are not going 
to buy an electric mower, but are sort of interested in 
the technology, and might buy something else.

4: Pricing
Once again, applying the core technique from asym-
metric warfare, don’t match the big competitor’s strat-
egy. Bunnings pursues an everyday low price (EDLP) 
strategy, so retailers need to consider the alternative, 
which is generally High-Low (HL) pricing.

Most retailers think that they know how HL pricing 
works, but often it turns out they don’t have that clear 
of an understanding. Sophisticated HL relies on es-
tablishing a set of expectations in the customer, then 
breaking through those in such a way that it triggers a 
“buy” event. 

Typically this is done by establishing pricing brack-

Bunnings cafe, playspace and workshop pod
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ets across a product range. A retailer has, let us say, 
three different impact drivers of low, intermediate and 
high quality, priced in steps at $180, $130 and $99. The 
differences between the three products are real and 
meaningful — perhaps the high end product has two-
speeds and is brushless, the intermediate is brushed 
with two speeds, and the low end is brushed and one 
speed.

If these are the regular prices of the tools, when you 
are executing a HL strategy, which tool gets the dis-
count? It’s not uncommon to find retailers discounting 
the low-end, $99 tool, on the basis that this is the tool 
that attracts the most price sensitive customer, and will 
thus produce the best sales results from  discount.

It is also not uncommon to see retailers discounting 
the top-end tool. This is often on the basis that they are 
carrying the most margin on that tool, and discounting 
will have a slightly lower effect.

In both these cases, for customers thinking about 
buying one of these tools, which markets are being at-
tracted? Discounting the high-end tool will attract those 
customers thinking about buying it, and also those who 
were considering the mid-range tool. Discounting the 
low-end tool will attract those considering the low-end 
tool anyway, and also possibly those considering the 
mid-range tool.

However, if you discount the mid-range tool, you 
attract customers interested in it, in the high-end tool, 
and also those interested in the low-end tool. 

The discount buy-trigger isn’t really a moment of 
price rebellion in the midst of a carefully bracketed 
price structure. It is a pricing technique that makes the 
most out of that bracketed price structure as possible.

5: The margin is the outcome
“The margin is the outcome” is 
something the CEO of Bunnings, 
John Gillam, finally said to invest-
ment analysts when he was being 
questioned about range and pric-
ing. What he meant by this is that 
Bunnings does not set out to get 
products on the basis of what their 
margin is going to be. The retailer 
pretty much knows from its data 
what kind of feature-set and price 
combination is going to actually sell 
in its stores. The actual margin is the 
outcome of providing an attractive 
and quick-selling product, rather 
than the reverse, where margins are 
predetermined and this limits the 
choice of products.

While smaller retailers cannot really pursue that 
particular technique, as it only works really well in con-
sistent high sales volume environments, there are some 
aspects of this approach that need to be studied and 
applied.

Most retailers know they need to solve a certain 
mathematical problem when they set about pricing a 
product. What is the optimum price/volume relationship 
that will provide the most profit for a particular product? 
It comes down to considerations such as knowing if 
you charge $20 you will sell only 40, and if you charge 
$15 you will sell 80, and the base cost to you is $10. 
Price/volume relationships like this typically are on a 
curve, which means it is likely the best price is actually 
somewhere between those two.

What is interesting is that if you have enough data 
and you graph these relationships, you frequently find 
that the price/volume curve has two optimal solutions. 
One is a lower volume/higher margin solution, and the 
other is a higher volume/lower margin solution. (This 
occurs because of cost optimisations brought on by 
volume discounts, and certain supply-chain efficien-
cies.)

Most retailers instinctively gravitate towards the 
lower volume solution, because they are aware both 
that it carries the least risk (higher volume sales in 
most categories can create additional risks relating to 
supply-chain, stocking and so forth), and because they 
know that high volume sales have certain opportunity 
costs that it is hard to capture in a pricing model. The 
staff is busy with the sale, so they might miss other 
sales, there is more space consumed in the stock 
room, more traffic congestion in the store, and so on.

Bunnings, however, if given the choice, will tend to 
choose the higher volume solution to the price/volume 

Bunnings online project hub
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problem. This holds even if that solution is not as opti-
mal in terms of profit as the low volume solution. That 
is partly because Bunnings is set up for high volume 
sales, so the additional risk factor is very small. The 
main reason, though, is that Bunnings is constructed 
to take advantage of high traffic flow through its stores. 
Creating that kind of flow by choosing the high volume 
solution is likely to create secondary benefits, that are, 
again, a little difficult to capture in the complete pricing 
model.

Smaller independent retailers can make use of the 
high volume solution as well, on selected products and 
under special circumstances. This is very different from 
HL pricing strategy, and is, in fact, actually mixing a bit 
of the EDLP strategy into HL.

6: DIY = Projects
One of the big opportunities that remains almost unex-
plored in home improvement retail in Australia is doing 
more to view customers in terms of the projects they 
are seeking to complete. 

There are really four key project areas that DIY 
consumers pursue: kitchens, bathrooms, deck/out-
door space, and storage. When you identify those four 
areas, you are probably looking at (easily) over 60% of 
DIY purchases made. One technique that HNN some-
times uses in assessing a retail space is to take each of 
those project areas and to count the number of steps 
a customer would need to take to find everything they 
need to complete such a project. 

Kitchens usually do well, and bathrooms do OK, 
but both deck/outdoor space and storage are often 
very poor. Even where there is, for example, a space 
dedicated to storage solutions, it can turn out you need 
to walk all over the store to find the things you really 
need to get the job done. Decking is by far the worst, 
however.

It would actually be possible to establish an entire 
home improvement retail operation that offered nothing 
but tailored solutions to each of these project types. 
Failing that, it is a relatively simple store optimisation to 
consider providing some kind of grouping of the com-
ponents of popular projects.

No magic bullet
It is tempting to find yourself yearning for something 
of a simpler time for retail. Having to resort to differ-
ential calculus to solve a complex dual-hump price/
volume curve was probably not so much of a priority 
in the 1950s. But the reality is that today, we really do 
need to consider this kind of complexity. Because, of 
course, Bunnings didn’t just change the customer, they 
also changed the entire business of home improvement 
retail.
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Bosch Power Tools (BPT) has recently released 
results for its FY 2015 year. At a press confer-
ence in Germany, the president of the power 

tools division, Henning von Boxberg, indicated that 
turnover for the year had been EUR4.5 billion. For 
its 2014 year, Bosch generated revenues of EUR4.2 
billion, indicating a 7% increase for the current year. 
However, the company reports that it experienced 
nominal growth of 10%, or around 5% in local cur-
rencies, as contrasted with the previous correspond-
ing period (pcp), which was FY 2014. BPT suggests 
that the background growth rate for the industry is 
4%. Using these numbers, this would indicate the 
company has gained market share.

Regionally, BPT saw its sales grow by 17% in Ger-
many, contributing to an overall European sales growth 
of 5%. North American sales grew by 12%, while 
3% was the number for Latin America, and 5% in the 
Asia-Pacific region (which includes Australia). The com-
pany regards the total market in which it operates as 
being worth EUR26.9 billion, with power tools making 
up EUR13.6 billion of this.

Mr von Boxberg stated in a press release:

We sold around 50 million power tools in 2015 – 
more than ever before. Our success is based on 
consistently focusing on the user. We know what 
their needs are – in particular, making work easier 
for do-it-yourselfers, and productivity for trades-
people – and so we can offer the users suitable 
solutions.

Changing channels of 
distribution
One of Mr Hennings more unexpected strategic de-
cisions announced with the results was that BPT is 
changing its approach to sales channels. He said:

Previously, the user’s buying behavior was heavily 
influenced by individual channels – DIY enthusi-
asts bought their tools almost exclusively from 
hardware stores while professionals bought their 
tools from specialist retail outlets. We offered our 
products accordingly, based on separate chan-
nels. This strict division no longer applies. For 
a long time now, our blue and green tools have 
been available side-by-side from online retailers. 
Furthermore: Away from the internet, both DIY 
enthusiasts and professionals are now buying their 
tools outside of their usual channels.

Speaking perhaps mainly of the European market, 
he went on to say:

This means, for example, that, as of autumn 2016, 
we will sell blue power tools not just in specialist 
retail outlets but also in hardware stores. 

He clarified this by adding:

I want to emphasise that the specialist retail 
outlets are still the most important channel for us 
when it comes to selling professional power tools. 
What is important is that the customer is offered 

CAN BOSCH KEEP UP?
After a lack of innovation, the company fast-tracks 

new products, but will it be enough?
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the right products through all of the channels – 
and, of course, that they are impressed by our 
power tools.

Given that Bosch Blue tools have been sold in 
general hardware stores for some time in Australia, it is 
difficult if this will have any impact here. It may signal 
something of a shift in the company’s approach to its 
future growth plans.

Green on Blue problems
One of the areas where Bosch faces considerable diffi-
culty is in the relationship between its Blue, profession-
al brand, and its Green, DIY brand.

In some respects, the Blue brand has done much 
better over the past five years the the Green brand. For 
example, the 10.8-volt line of tools, in particular the 
cordless drill/drivers, have been much praised in the 
press for the power and ease of use.

Meanwhile, the Green brand seemed to have 
lacked almost all innovation until 2015, when Bosch 
introduced its Syneon-based tools, such as the Bosch 
PSR 18V Brushless Cordless Drill, which offer better 
power management of their Lithium-ion batteries, and 
new ergonomic designs. 

With its latest product releases, it’s evident the 
company is aware of this shortcoming. Its new Nano-
Blade technology replaces conventional jigsaws with 
the equivalent of maintenance-free mini-chainsaw 
mechanisms, 4mm thick, in products such as the Easy-
Saw 12 cordless multi-saw.

However, the trek back to true popularity of the 
Green brand is likely to be long one, as DIY users are 
in particular sensitive to the overall range offered by a 
single tool system. It is difficult to see how the Bosch 
Green brand now stacks up against either Ryobi or 
Black & Decker.

A changing company
Most longer term observers of BPT would 
agree that the company has gone through 
something of an innovation lull in recent years. 
In particular, the years from 2011 to 2013 were 
marked by ongoing innovations, but not in 
the same areas where Bosch’s main global 
competitors, Stanley Black & Decker (SBD), 
Makita, Techtronic Industries (TTI) and Hitachi 
were innovating. 

The BPT report on its FY 2012 year illus-
trates this. A change of leadership had just 
occurred, with Mr von Boxberg appointed 
president of the division from 1 January 2013, 
replacing, Dr Stefan Hartung. 

Dr Hartung had been appointed president 

of Bosch Power Tools in 2009, after a storied career in 
the Bosch/Siemens Dishwasher division. Mr von Box-
berg had worked for some years in sales and marketing 
for Bosch Power Tools prior to his appointment.

At the FY 2012 results announcement Mr von Box-
berg chose to highlight Bosch’s considerable advances 
in its measuring tools. He also celebrated the tenth 
birthday of the Ixo cordless screwdriver, one of BPT’s 
most popular products in the DIY market. Mr von Box-
berg mentions, for example, the variants added to the 
Ixo, including a corkscrew, a spice mill, and (of course) 
a Swarovski edition.

Meanwhile, over at SBD, the company chose to 
highlight its Gyro screwdriver, named by Time magazine 
as one of the best inventions of the year, the launch of 
the Black & Decker Matrix drills, and the newest DeWalt 
(brushed)18-volt cordless drill.

At TTI, 2012 was the year the company launched 
what has proven to be one of the defining products in 
power tools, the Milwaukee FUEL range, which fea-
tured brushless motors. It also launched its Ryobi 12-
volt Li-ion products, and relaunched its Ryobi One+ line 
with newly designed and configured tools. The CEO of 
TTI, Joe Galli, used the 2012 results announcement to 
launch the next stage of FUEL, its sub-compact, 12-
volt range. 

For 2012, Makita continued to expand its range of 
brushless tools, building on the innovations it pioneered 
originally in 2009.

Reinvigorating BPT
While BPT has never characterised its activities in 

this way, the tool-maker has spent its time since early 
2013 working to catch up to a power tool market that 
was quickly speeding away from it. 

For example, surprisingly, BPT had yet to release a 
line of brushless cordless tools by the end of 2012. It 

A Bosch innovation from 2012: the swarovski IXO
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released plans to do so in November 2012, announc-
ing that the products would be launched under the 
“Core” sub-brand. It was over a year before the com-
pany did manage to launch the actual tools, including 
the DDS182 drill/driver, and a range of impact drivers. 
These did not become widely available at suppliers until 
early 2014. 

Wireless charging
The first genuine innovation that was brought to 

market under Mr von Boxberg’s leadership was Bosch’s 
wireless charging system. Released as a Bosch Blue 
tool in October 2014, this employs a special battery 
and a charging cradle. To recharge the battery, all the 
user needs to do is to set the tool down in the cradle. 
Drills can be simply rested on the charger. For tools 
such as circular saws, the battery can be attached to 
a vertical surface, and the tool is then slotted into the 
cradle.

In the current results announcement for FY 2015, 
Mr von Boxberg also released the news that wireless 
charging will be extended to BPT’s 10.8-volt range 
of power tools. This amounts to adding a wireless 
charging battery to the range, as the existing wireless 
chargers will work with the lower voltage tools as well.

While it might seem a relatively simple idea, de-
veloping wireless charging was a long and difficult 
research project. The first prototypes, made in associ-
ation with the US-based company Fulton Innovations, 
were demonstrated at the Consumer Electronics Show 
in Las Vegas in January 2009. 

The original made use of a world standard for 
wireless charging known as “Qi”. Bosch subsequently 
decided to develop its own, non-standardised system. 
One reason was that Qi was designed for charging with 
less than 5 watts, and the Bosch system needed to 
deliver over 50 watts.

Development challenges including building a 
system that would not, for example, attempt to charge 
a bolt that had been accidentally dropped onto the 
charger. BPT’s solution to that problem was patented in 
2011.

The standard use-case that BPT suggests for the 
wireless charger is the contractor who has to drive from 
job to job. Using a special charging cradle for vehicles, 
or an L-Box case configured for wireless charging 
connected to a vehicle’s power plug, all the contractor 
need do is store the tool away properly, and it will be 
charged by the time the next site is reached.

It is difficult to see this as a compelling use case 
when compared to, say, buying an extra battery and 
a dual-port charger, and remembering to take the two 
minutes to slip the batteries into the charger before 
driving off. This is especially the case as both the wire-

http://hbt.net.au/
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less charger and the special battery required are quite 
expensive.

There are two more compelling cases for using this 
kind of charging system. The first is in a light industrial/
assembly situation, where cordless has been adopted 
both as a safety measure and to help speed workflow. 
The assembler could naturally set the tool down in its 
charging cradle when it was not in use. This would 
almost eliminate the need for a spare battery at each 
workstation, as well as the need to manage complex 
cycles of battery recharging.

This seems to be hinted at in some of the promo-
tional images released by Bosch, as shown in Figure 1.

The other use case would be for the DIY/Prosum-
er user in their home workshop, or in the house while 
performing repairs. 

Bosch Pocket Assistant
Released in early 2016, the Pocket Assistant is 

something of a catch-up effort by BPT. This smart-
phone app enables a user to snap a picture of the box 
in which a tool is packed, and to then access informa-
tion for that tool. Additionally, the app can also be used 
to register tools to obtain an extended warranty.

Many power tool manufacturers have had a similar 
facility for some time. Ozito, for example, has a QR 
code on each tool box since at least early 2015. If you 
access the code with one of the free QR code readers 
available for all smartphones, it will load a web page 
with the tool details.

Which, of course, brings up the question: why 
didn’t BPT simply use QR codes? The system it does 
use is similar to that on the Australian “Viewa” app, 
which enables readers to “snap” a magazine page and 
then read additional details, something also used in the 
IKEA app for its printed catalogue. In the case of power 
tools, it would seem to add an extra layer of complexity 
and expense.

While HNN can only offer a conjecture, it seems 
likely that in considering QR codes, Mr von Boxberg 
and his team would have faced a considerable delay in 
getting these printed on the packaging. Using the exist-
ing image of the packaging likely eliminated that delay. 

If this conjecture is true, it goes some way to de-
scribing some of the difficulties faced at Bosch, as it 
attempts to bring BPT up to speed with the market. It 
also indicates some of the resourcefulness of the BPT 
team itself.

Track My Tools app
If there is one single development during 2015 that 

really outlines the struggles of BPT to catch up to the 
market, and how it has managed to both partly suc-
ceed and partly fail, it is the development of its Track 

My Tools (TMT) system.
BPT was facing a severe technology deficit when 

it comes to the developing field of connected tools. 
SBD’s premium DeWalt brand released its Blue-
tooth-enabled battery in mid-2015, followed by the re-
lease of the similar SmartBattery by its DIY brand Black 
& Decker later in the year (with the clever addition of a 
USB charging port). Milwaukee developed its One-Key 
system for Bluetooth enabled tools during 2015, and 
released it in February 2016. 

BPT really didn’t have much to offer, so it — 
very cleverly — developed its TMT system, which it 
launched in September 2015. This combines a degree 
of crudeness with some elegance — and, unfortunately, 
also illustrates the company has yet to really under-
stand how the modern market works.

The hardware part of TMT consists of small devices 
like the one pictured in Figure 2. These are priced at 

Figure 1: Bosch wireless charging in  
an assembly context

Figure 2: Boxch TrackTag
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EUR14.90 per unit, with a minimum purchase of 10.
The tool owner sticks one of these onto each of the 

cordless tools they own. When we say “sticks”, we do 
quite literally mean sticks. Each device comes with its 
own two-pack polymer glue. The user finds a suitable 
place on the tool and sticks the GCC 30 TrackTag 
Professional Bluetooth module (as it is known) to it. For 
corded tools there is a slightly more elegant solution 
which attaches the TrackTag to the cord.

The TrackTag is similar to what Apple has desig-
nated as an “iBeacon”. However, knowing how much 
Bosch likes to have proprietary devices, it seems 
unlikely it follows the iBeacon specifications. What 
these devices do (in general) is to send out a pulse of 
information at regular intervals, using the Bluetooth 
Low Energy specification. This information consists of 
a unique ID. (In the iBeacon specification, it is actually 
two IDs, a major and a minor one.) 

In Apple’s iBeacon specification, an interval of less 
than a second is recommended between pulses. The 
BPT implementation sends out a pulse only once every 
eight seconds. This contributes to the device’s ex-
tra-long battery life, which is estimated at three years. It 
might also indicate that the Bluetooth radio pulse being 
sent out is a little stronger than is usual in an iBeacon.

Once the TrackTag is attached to a tool, the tool 
owner then logs into the web interface to the TMT 
cloud-based database, and enters the details of the 
tools. The owner then uses a smartphone app to asso-
ciate that particular TrackTag with the tool entry in the 
database.

The tool owning business can then track the tool 
using a web interface. Tools are assigned to specific 
users using this interface. Whenever a TrackTag is with-
in range of a smartphone with the TMT software acti-
vated, the Bluetooth pulse with the ID is detected, and 
this information is forwarded to the BPT cloud servers. 
That information includes the ID, the time the pulse was 
received, and the location of the smart-
phone at that time. The web interface then 
shows, if not the exact location of every 
tool, at least their location when they last 
“called in”.

The actual tool user can use the TMT 
smartphone app to access information 
about the tools. The primary information 
is quite simply location. For example, if 
someone has borrowed a tool on the job-
site and taken it elsewhere, the user can 
access location information on the app 
and determine its likely location.

The app also provides a reporting 
function, which means if the tool faults, it 
can be reported immediately. 

A little more controversial is the claim that the app 
can make sure, for example, that a contractor has 
packed all the necessary tools into his vehicle. The 
problem with this is that iBeacon-type technology really 
doesn’t give any kind of reliable proximity reading. 
Smartphones do read the signal strength of the bea-
con, but this is useful for determining only four situa-
tions: the iBeacon is within 50cm of the smartphone, 
within 1.5m, over 1.5m away, and out of signal range 
(usually around 30m, with a clean line of sight). It gets 
even more complicated and less accurate if you are 
checking devices attached to large lumps of metal like 
tools, locked in storage boxes, inside a metal vehicle, 
which stores lots more metal. 

It would be very easy for the TMT app to report that 
all tools were present in a vehicle, when in fact several 
of them were still on the jobsite, within 30m. The only 
sure thing to do would be to drive 60m away, and then 
check. In fact, it seems that Bosch actually edited its 
YouTube video about TMT that showed a workman 
using the app to determine he was missing a tool. The 
missing tool scenario is still present as shown in Figure 
3. However, the video now shows him finding the tool, 
but the scene where the app informs him that all the 
tools are in his van has been edited out. 

The DeWalt Bluetooth battery system is more 
advanced, and offers a range of features not found in 
TMT, but does not provide the same kind of inventory 
approach. However, TMT does not even come close to 
what Milwaukee is offering with its One-Key system. 
That provides not only much better inventory manage-
ment, and a location-checking system that is much 
better at detecting theft, but also full integration with 
the tool system as well, so that tool usage can be de-
termined, and tool settings can be made as well.

That said, and while there are several problems with 
the functionality offered by TMT, it is quite an inventive 
approach to adding some kind of connected function-

Figure 3: Bosch TrackMyTools app could give false positive
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ality to an existing fleet of tools. As a move to start 
catching up, it makes a lot of sense.

Except that, in the end, it doesn’t. That’s because 
BPT has made the peculiar choice to actually charge 
for the online services it is providing. The smallest fee, 
for a fleet of up to 100 tools, comes to EUR300 per 
year, or a monthly rate of EUR30. 

This shows how far behind in understanding the 
evolving world of power tools Bosch really is. Milwau-
kee, as an example, does not charge for its far more 
extensive, and far more useful One-Key service. It is a 
very telling mistake, and indicates just how far Mr von 
Boxberg has to go in transforming the business culture 
of BPT.

The Future of 
Bosch Power 
Tools
In the results announce-
ment, Mr von Boxberg 
seemed to have a focus on 
the Bosch Green DIY tools. 
This included the announce-
ment of a revolutionary new 
wood cutting tools for DI-
Yers, the NanoBlade jigsaws 
and sabre saws. These work 
somewhat like miniature, 
4mm wide chainsaws, and 
make cutting wood a much 
simpler and easier task for 
DIYers.

More importantly for 
trade/professional us-
ers, BPT announced that 
it would be releasing an 
integrated, Bluetooth-based 
tool system in the northern 
autumn of 2016. Accord-
ing to the brief description 
supplied, this would be 
a module that could be 
plugged into a new line of 
Bosch cordless drill/drivers 
and combi-drills. 

The module would en-
able Bluetooth connectivity 
through the standard BPT 
smartphone apps, similar to 
the TMT modules described 
above. However, it will 
also deliver some control 
over the tool to the user, 
enabling them to change 

settings such as kickback detection, and to detect 
problems, such as overheating tools.

This is evidently an effort to better match-up to the 
Milwaukee One-Key system. Once again, this approach 
reveals some good thinking, but also the obstacles that 
the vast Bosch development infrastructure present. 
Where Milwaukee is offering a special line of tools, that 
includes four buttons to activate different pre-deter-
mined settings on demand, the BPT alterations will 
require little external redesign of the tools. Connectivity 
will thus be marketed as an option on some tool lines, 
rather than sold as an integrated part of a parallel tool 
line. 

It is an understandable set of compromises, but the 
question remains how tool buyers will respond.

Figure 4: Bosch’s NanoBlade sabre saw uses a blade like a chainsaw’s, 
but only 4mm wide, in a product for the DIY market

Figure 5: Bosch’s uConn brought together managers to discuss new 
products. View video at: https://youtu.be/zfLTS9lu4dY

https://youtu.be/zfLTS9lu4dY


hnn.bz 16

From product-centric to user-
centric
By far the most hopeful sign that BPT is committed 
to change, and taking such change seriously, can be 
found in a YouTube video the company has released of 
its User Conference (uConn) held in late February 2016. 
Creators and designers, user experience and marketing 
experts, and sales representatives of BPT participated 
in the conference, where the importance of making 
tools for users was emphasised.

Speaking at the conference, Mr von Boxberg had 
this to say:

User centricity in fact is the centre of our strategy. 
Only if we fully understand our user problems, 
requirements and needs then we can derive the 
best product innovations, which is the basis of 
profitable growth. But we have to shift, and we 
have a paradigm change from a more product-fo-
cused, to a more user-centric organisation. Surely 
we have to improve in order to make sure that we 
are deriving innovations which are meeting our 
user requirements. Zero distance to the user and 
no waste.

Marc Jost-Benz, head of user experience, backed 
up Mr von Boxberg:

The uConn is a very important platform for us to 
develop from a technology and product-driven 
company towards a truly user-centric company. 
We are very happy that this concept seems to 
work out, and we really hope that the people will 
bring home whatever they experienced here in the 
different break-out sessions to their home, and 
that they really share the spirit towards a user-cen-
tric company with zero distance to our users. 

Conclusions
It is not uncommon for very large companies to de-
velop the kind of situation that Bosch and BPT find 
themselves in for 2016. A dramatic transformation has 
occurred in their markets, their competitors and the 
potential for their products. Many companies in this 
situation react by actually promoting and appointing 
not the people capable of aiding change, but people 
who — comfortingly — represent more of a “business 
as usual” approach. 

Eventually good companies — like Bosch — “wake 
up”, and realise they really do need to change. The 
difficulty is that today the pace of change is so intense 
and so rapid that waking up doesn’t always guarantee 
success. Or, at the least, it can take a company four or 
five years to overcome a two-year period of reduced 
development.

The difficulty facing Bosch is that it has slipped 
behind by two product cycles. When it releases its 
connected tools in late 2016, the systems it offers will 
not be as good as though released by Milwaukee in 
early 2016. What is more, Milwaukee will likely launch 
an improved version of its One-Key solution in the first 
calendar quarter of 2017.

All that BPT can really do in these circumstances is 
to attempt to go from what will really be a version 0.5 
of its connected product this year, to version 3.0 by the 
first half of 2018. That means the company will take 
something of a hit during 2017. The alternative would 
be to release a version 2.0 in late 2017, only to have 
Milwaukee release its version 3.0 in early 2018. 

And this scenario is leaving out whatever SBD will 
be doing, which is likely to be effective as well.

One thing that does seem certain is that even 
though Bosch Power Tools is facing a tough period, the 
management team that has been put in place is making 
the right moves in the right direction. The question is 
how fast they can move, and whether the larger Bosch 
organisation can resist enforcing its old standards on 
a new line of business, as likely happened with the 
service fees tacked onto the TMT product.



http://hnn.bz/HNN-mediakit-autumn2-2016.pdf
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Wesfarmers announced its sales figures 
for the third quarter of its FY 2015/16 
on 21 April 2016. Bunnings returned 

good results, with sales reaching $2,594 million, 
up by 11% over the previous corresponding 
period (pcp), which was the third quarter of FY 
2014/15. Store-on-store (comp) sales also grew, 
by 8.3%. In the pcp sales had grown by 10.5% 
and store-on-store sales had grown by 7.6%.

For the financial year to date, sales are now at 
$8,100 million, an increase of 10.9% over the first 
three quarters of the previous financial year. Two 
smaller format Bunnings stores were opened during 
the quarter.

Coles recorded supermarket sales of $7,518 
million, up 5.9% over the pcp. However convenience 
store sales fell to $1448 million, a decline of 8.9% over 
the pcp. This meant the division’s overall result was an 
increase of 3.2% on the pcp.

Kmart recorded good growth of 17.9% to reach 
$1,105 million, while Target sales rose by 2.3% to reach 
$678 million. Officeworks increased sales revenue by 
7.8% over the pcp to reach $512 million. 

The Masters effect
During the presentation to investment analysts, the 
managing director of Wesfarmers, Richard Goyder, was 
asked if discounting from Woolworths’ Masters Home 
Improvement, which may be winding down, had affect-
ed the Bunnings result. He replied that it seemed not to 
have had any material effect, but repeated the warning 
from Wesfarmers’ half-year results announcement that 
discounting could affect results in future quarters.

Merrill Lynch on Homebase
According to a report in the UK-based horticulture web-
site Horticulture Week (HW), Merrill Lynch has released 
an investment report which is highly critical of the 
acquisition of UK big box home improvement retailer 
Homebase by Wesfarmers.

Authored by the redoubtable David Errington, the 
report suggests that Wesfarmers’ strategy as regards 
Homebase is deeply flawed. Mr Errington makes three 
main points. The first is that there is a high degree 
of environmental risk. Should the UK choose to exit 
from the European Union when it votes in a June 2016 
referendum, this could lead to a strong slowdown in the 
housing market, and have other negative effects.

The second point Mr Errington makes is that the 
Homebase business is so much unlike Bunnings’ core 
business in Australia, that, while Bunnings has a strong 
management team, it will struggle to make the UK 
business work. The points of difference he outlines are 
as follows:

• Homebase stores are smaller
• Sales per square metre are currently far below the 

competition
• Margins are less than competitors
• Rebranding all the stores in the network could cost 

over $1 billion
The third point he makes is that Bunnings will be 

competing with Kingfisher, which has three times the 
sales of Homebase in the UK, and a total of seven 
times its sales across all its European stores.

Analysis
While HNN would agree with Mr Errington that Bun-
nings has perhaps been overly optimistic in its pro-
jections regarding the total required expenditure and 
the amount of time it will take to bring Homebase into 
profit, we do believe he may be in error as regards the 
overall wisdom of the investment.

The real essence of the way Bunnings does busi-
ness, we believe, is not a formulaic approach based on 
store format and margin potentials. It is far more based 
on being able to rapidly and effectively respond to the 
market as it presents itself through sales in its own 
stores and those of its competitors.

While we would agree that Kingfisher is a formida-
ble (in both the French and English sense of the word) 
competitor for Bunnings to face, HNN is not convinced 
direct competition with Kingfisher will be key to Home-

Bunnings 2015/16 Q3 results
Bunnings grows revenue by 11%

2015/16 Q3 Bunnings Results
AUD millions

Category 2015/16 
Q3

2014/15 
Q3

Change

Sales revenue 2,594 2,337 11.00%
YTD sales 
revenue 8,090 7,293 10.93%

Total stores 
sales growth 11.5% 11.8% -0.30%

Store-on-
store (comp) 
sales growth

8.3% 9.4% -1.1%
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base’s success over its first two or three years. As we 
have pointed out in a past analysis, there are two other, 
smaller home improvement retailers in the UK market 
that would be easier to compete with.

http://goo.gl/YBGYjt

Finally, while Mr Errington is certainly correct to 
point out the considerable environmental risk in Euro-
pean politics, it’s unlikely that the results of a British 
exit from the European Union would be unmanageable.

Perhaps as importantly, this should be balanced 
against some of the developing risk in the Australian 
home improvement environment. Modelling by HNN 
suggests that there could be a considerable slowdown 
in the renovation market coming between 2018 and 
2022. This would be caused by the after-effects of the 
2008 Global Financial Crisis.

Building of new dwellings slowed considerably in 
some markets, in particular Sydney. This means the 
housing stock that should be feeding the renovation 
market post-2018 will not be there.

While this is unlikely to generate a crisis, it could 
knock more than a few percentage points off retail 
growth in the home improvement market. Coincidental-
ly, HNN modelling also shows that the UK market, due 
to its different renovation and building patterns, should 
be entering a good period around 2019. It is possible, 
that Homebase/Bunnings UK could end up ameliorat-
ing certain risks, rather than just being a net contributor 
to overall risk.

Click ad to visit 
hbt.net.au

http://goo.gl/YBGYjt
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HNN is taking a deep dive into some of the sta-
tistics available for building approvals, capital 
city house price indices, renovations and retail 

sales for each individual state and territory. In this 
issue we will be presenting details for New South 
Wales and Victoria. In the next issue will cover the 
remaining states. We will conclude in the subsequent 
issue with more statistics on Australia overall.

For these statistics we are relying largely on the 
Australian Bureau of Statistics and the publicly avail-
able statistics from the Housing Industry Association 
(HIA). We’ve attempted to combine and correlate these 
statistics, and to present them in such a way that it is 
easy to see their linkages, and some of their underlying 
meaning.

Australia
To begin with, however, we need to take a quick look 
at the overall conditions in Australia, which is some-
what summed up in these four graphs supplied by the 
Reserve Bank of Australia.

Unemployment
While rates for New South Wales, Victoria, Western 

Australia and Queensland have dropped towards a 
more acceptable level, South Australia and Tasmania 
continue to struggle. The more recent downward trend, 
outside South Australia, is positive, but questions re-
main if this will be sustainable.

Consumer Sentiment
While this has been safely in positive territory for 

some time, it remains subdued. It seems likely that it 
will be greatly affected by the upcoming Federal Elec-
tion.

Industry Share by Output
Of any graph available on the Australian economy, 

this one is perhaps the most revealing. Manufacturing 
is continuing its steep dive, though that has levelled 
out at a low point. Agriculture continues its struggles 
since the GFC, Mining is doing a crazy dance, and 
Retail and Wholesale Trade is drifting downwards. Only 
Other Business Services and Financial and Insurance 
Services show real signs of growth. It is very much 
a statistical portrait of a nation in transition, as pure 
service industries continue to grow, and older economy 
industries struggle.

GDP Growth
The ultimate report card shows some improvement, 

but also the cause of the general gloom in the nation. 
The shadow of the GFC continues to haunt these num-
bers.

Housing/Reno/Retail Stats
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The New South Wales (NSW) housing market, 
especially in the Sydney area, appears to run under its 
own economic rules. At the moment there are evident 
signs that the market is cooling, though most commen-
tators suggest it will be a slow slide down, rather than a 
rapid fall.

One factor supporting a gentler 
decline is that statistics from ANZ 
Bank indicated the housing shortage 
in New South Wales is set to in-
crease. ANZ estimates the shortage 
will be for 99,137 homes by the end 
of FY 2015/16. This will increase to 
106,424 next financial year and then 
grow to 114,428 in FY 2917/18.

HIA Forecast
The HIA suggests that the final 
numbers for 2015/16 will show that 
housing starts have grown by 7.5% 
over 2014/15, to reach 59,590. It 
predicts that there will be close to a 
14% decline in starts for 2016/17, 
followed by an even steeper decline 
of over 21% for 2017/18.

While the forces that would 
typically drive a strong housing 
market remain in place — popula-
tion growth, low interest rates, and 
an employment rate below 5.5% 
seasonally adjusted — demand for 
dwellings has reportedly been falling 
in Sydney since November 2015. 
This is supported by steep falls in 
both the number of building approv-
als, and the ABS house price index 
for Sydney. 

This could be because the 
Sydney market has reached a state 
of price saturation, where the value 
proposition does not appeal to the 
remaining buyers. Statistical esti-
mates indicate that less than 4% of 
listed properties are currently priced 
at under $400,000, compared to 8% 
a year ago.

The fall in housing market ac-
tivity could also be due to broader 
economic concerns. The remainder 
of 2016 will be marked by a local 

election in July, an election in the US in November, as 
well as a vote by Britain on whether it should leave the 
European Union in June — all of which could have an 
effect on NSW’s service-driven economy.

Looking at the chart of dwelling starts for detached 
houses and other dwellings in NSW, it is clear that 

New South Wales
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much of the recent growth has been 
in apartments and other forms of 
non-house dwellings. This is now the 
sector of the market that is expected 
to take the most severe hit from the 
coming downturn, with houses less 
affected. However, many predict that 
certain types of niche apartments, for 
markets such as “empty nesters”, will 
continue to perform well.

Renovations and retail 
sales
In NSW, home-owners spent $1.68 
billion on renovations, additions and 
conversions in 2015. The two leading 
suburbs for spending were Mosman 
and Double Bay, spending $91.9 mil-
lion and $44.8 million respectively.

As the graph indicates, renova-
tion activity in New South Wales has 
been relatively mild during calendar 
2015, achieving only 3.3% in growth. 
According to the HIA, in calendar 
2016 renovation will continue to 
grow, but only by 2.0%, followed by 
a slightly better 2.8% in 2017.

Unlike Victoria, which would ap-
pear to have become less seasonal 
in its renovation activity through the 
most recent cycle, NSW has re-
tained the pattern of a sharp peak in 
spending for the December quarter, 
followed by a steep decline in the 
March quarter.

Part of what is contributing 
to this situation can be seen in 
the graph for NSW Kitchen Ren-
ovation Catchment. Using figures 
from the HIA, that 40% of kitchen 
renovations occur when houses 
are 11 to 15 years old, and 34% 
when they are 16 to 20 years old, 
and applying this to the ABS sta-
tistics for value of work done to 
all private dwelling construction 
(ABS 8755.0:A83770771A), we get 
a graph that peaks at around the 
September quarter of 2016, flattens 
and then enters a decline after the 
September quarter of 2018. This 
makes it likely that the trend line for 
the trend statistics, which indicates 
a future fall, will be proved accurate.
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Of course, this is only a general indication, using 
one form of renovation as a proxy, and house value 
as a proxy for the approximate value of future renova-
tions. However, it does point to a looming problem for 
the renovation market post 2018, as the steep decline 
in building that occurred directly after 2008’s Global 
Financial Crisis begins to reduce the housing stock 
available for renovation. 

After sharply negative growth during 2013, hard-
ware retail sales in NSW have recovered to strong 
growth in 2014, then moderated in 2015. It seems likely 
that as the market moves on past 2018, growth from 
renovation activities may moderate, and be replaced 
by an emphasis on both specialty renovation (ageing in 
place, home automation, solar power, battery electrical 
storage), as well as repair and maintenance work.

http://goo.gl/xv3Hbi

http://goo.gl/xv3Hbi
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Just glancing at the graphs for building approv-
als in Victoria and dwelling prices in Melbourne, it is 
pretty evident what is going on. There is a strong trend 
upwards in the ratio of multi-unit dwellings to detached 
houses, which began in earnest around 2012. At that 
time, growth in house prices had entered negative ter-
ritory, while attached dwellings were 
mildly positive. 

Since then, as dwelling ap-
provals for attached dwellings 
have grown faster than those for 
detached dwellings, the ABS price 
index for houses has climbed con-
siderably, while that for attached 
dwellings has continued to be only 
mildly positive.

Some commentators treat this 
as though it is a harbinger of doom 
for investors in apartments. They’ve 
forgotten that this is actually how 
the property/building market is 
supposed to function. Demand is 
created, and builders respond with 
supply, and prices stabilise. In other 
words, the role of housing is actually 
to provide people, especially young 
families, with a roof over their head, 
a degree of security, and the possi-
bility of long-term investment gains. 
Its not about restricting supply to 
the extent that the market becomes 
a form of short-term investment 
gambling.

There is a degree of politics in all 
of this, too. If the state government 
did release sufficient land so that 
house prices did ease substantially, 
there would be a hue and cry from 
the large proportion of the electorate 
for whom their house is the prime 
investment. On the other hand, 
if they do nothing, then they will 
permanently disaffect many voters, 
particularly younger people seeking 
to buy a first home.

The compromise the government 
has reached is to continue with land 
release policies that lag demand 
by about a decade, but to free up 
development planning to allow more 

and bigger high-rise apartment buildings. 
As compromises go, it’s not all that bad. What 

is bad is that, having created these conditions, the 
builders and buyers who are building and buying a 
lot of small apartments, are now being castigated for 
following the imperatives these policies produce. There 

Victoria
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are scare headlines about “slum apartments” and new 
proposals to increase the restrictions on just how small 
they can be.

It is interesting to note that none of these fears 
about creating low-grade housing surfaced prior to 
the relaxation on building restrictions, when the only 
alternative many home buyers had was to build and 
purchase in ex-urban areas. Whittlesea, a once-rural 
community about 60km to Melbourne’s north-east, has 
vast tracts of land devoted to poorly designed, poorly 
built houses on very small blocks of 
land. It is easy to understand that a 
potential home-owner would choose 
to purchase a smaller apartment 
10 minutes by tram from the CBD, 
rather than buy a shoddy house with 
a 90-minute daily commute in the 
distant outskirts of the city.

It is certainly true that an increase 
in apartments, especially in urban 
and inner suburban areas, is going 
to change the culture of Melbourne. 
However, it’s equally true that many 
cities with a predominance of apart-
ments are lively, vibrant places. San 
Francisco and Seattle in the US, 
Hong Kong and Tokyo all come to 
mind.

HIA forecast
HIA has forecast something of a 
slowdown in new housing devel-
opment for Victoria. In particular, 
where in 2014/15 multi-unit housing 
was slightly higher than detached 
housing, the HIA is forecasting that 
multi-unit builds will drop off steeply, 
particularly in 2016/17, and continue 
low through 2017/18.

HNN does not agree with quite 
so pessimistic a forecast. Due to 
ongoing house price increases, 
and continued downward pressure 
on earnings as growth in the jobs 
market is increasingly in the form 
of part-time work, we believe the 
market dynamics will prove differ-
ent. People purchasing apartments 
to live in are not choosing between 
houses and apartments, but rather 
between renting and apartments. 

Similarly, people seeking a real 
estate investment are comparing 
the returns on an apartment not to 

houses, but to bank interest, or the uncertain fortunes 
of the current stock market. It is our belief that there will 
be a decline in multi-unit construction, but only about 
half of that forecast by the HIA. That would mean an 
additional 4000 to 5000 multi-unit dwellings would be 
built in 2016/17 and 2017/18.

Renovations and retail sales
Domain Group chief economist Andrew Wilson has 
estimated that spending on renovations in Melbourne 
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alone reached $1,882 million during calendar 2015. The 
top suburbs for expenditure were Albert Park ($47.6 
million), Malvern-Glen Iris ($42.6 million) and Brighton 
($42.5 million).

In light of this, it is a little surprising that while hard-
ware retail sales continued to increase for Victoria, the 
year-on-year hardware retail sales were flat to slightly 
negative, once you factor in an inflation rate of around 
2%. The effect of Masters Home Improvement exiting 
and thus discounting did not have any effect until the 
first quarter of calendar 2016, so this was not a factor.
One factor is that renovation activity declined by over 
0.5% for 2015, according to the HIA.

Overall, it is fairly evident from the graph of year-on-
year percentage changes that there is something of a 
regular waveform developing when it comes to growth 
in retail sales. The statistical trend is that down periods 
last for around 18 months. As the current down period 
began  in January 2015, that could mean that hardware 
retail sales will pick up in the third quarter of 2016. 

The renovations statistics have been seasonal, with 
a pre-Christmas peak in the December quarter usu-
ally followed by a steep plunge in the March quarter, 
followed by a slow climb back up. However, in the most 
recent sequence, from December 2013 onwards, there 
seems to be a break in this pattern, as the statistics 
show a reduced seasonality. The lows are not as low, 
and the peaks are not as high.

One potential cause behind this could be that, as 
the HIA has suggested, more housing stock is moving 
into the 10 year to 20 year old portion of the market, 
where more serious renovations are common. This 
statistical change could be good both for the renova-
tion trades and retailers, as constant, steady demand is 
usually more profitable than peak and trough demand.

For Victoria, the HIA is predicting renovation expen-
diture will decrease by 2.6% during 2016, then move to 
being slightly positive in 2017 at 1.3%.

http://goo.gl/48YSS1

http://goo.gl/48YSS1
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The $44 million Bunnings Bundamba store in 
Queensland held a sneak peak for tradies be-
fore it officially opened; Sources have told The 

Australian that Bunnings is working with Charter Hall 
to secure Masters’ property assets; Bunnings’ move 
into the British market has triggered a response 
from some of Britain’s established players including 
DIY chain Wickes; a UK-based DIY retail consultant 
speculates whether the price war has already begun; 
Homebase staff “streamlined” again; Wesfarmers 
boss backs Bunnings’ move to lift the wages bar in 
Britain; and the Square Reader is being sold through 
Bunnings.

New Bundamba store set to 
open
Staff from Bunnings Booval have moved to their new 
13,800sqm base at Bundamba ahead of its official 
opening. Bunnings has already made its presence 
felt in the local area by undertaking three community 
projects.

Complex manager Nathan Robley told the 
Queensland Times that in recent months the team had 
donated “buddy benches” to Bundamba State School, 
painted the locker rooms at West End Bulldogs at Basin 
Pocket and painted the rooms of the Ipswich Redbank 
Goodna Lions Club.

Robley said the warehouse’s design is innovative in 
the installation of energy-efficient LED lighting, rainwa-
ter harvesting tanks and particularly with the works to 
reduce the impact of a flood.

An under-croft carpark for more than 380 cars has 
been built underneath the store, allowing the main store 
to be raised above the designated flood level. Robley 
said in a future flood event, the design allowed flood-
waters to run through the carpark without compromis-
ing the building and with minimal impact on the store.

The large doors at the main entrances are designed 
the seal the lower level entrance foyer, protecting the 
lifts and escalators leading from the carpark. All electri-
cal services have also been installed above the upper 
level.

The project involved major works in realigning Bun-
damba Creek at the site which the company said would 
improve flows and enhance the local ecosystem. Major 
revegetation works on the creek banks have been car-
ried out after several gum trees were removed from the 
creek banks before construction.

http://goo.gl/wJK36p

Bunnings’ accord with Charter 
Hall
Bunnings is believed to have struck an alliance with the 
listed property fund manager and developer Charter 
Hall to jointly bid for parts of the Masters home im-
provement chain.

It is understood Charter Hall is bidding for all of the 
43 properties in the Masters portfolio that are owned 
by Woolworths. However, the widely held view is that 
Woolworths has plans to divest the operating Masters 
business in conjunction with the sites.

Along with Bunnings, Charter Hall is known to be 
close to Harvey Norman and Automated Holdings, Aus-
tralasia’s largest car dealer group, both of which could 
be interested in occupying some of the less successful 
Masters sites. A source also told CNBC that US retail 
giant Costco was also part of the bid group.

Charter Hall, along with Blackstone and Abacus 
Property Group, were revealed by the DataRoom 
column in The Australian as interested buyers of 
the portfolio. Other interested buyers including Mel-
bourne-based Spotlight. Some believe a deal for the 
property portfolio could attract bids up to $1 billion, 
although others say half that sum is more realistic.

There are also reports circulating in the market that 
the performance of the Masters business has improved 
in recent weeks. Shoppers have been descending on 
the stores in the hope of securing merchandise at fire 
sale prices.

http://goo.gl/F4D1Ee

UK DIY retailers prepare for 
Bunnings
The biggest players in Britain’s hardware retail industry 
— which has been valued at GBP38 billion (AUD71 bil-
lion) — have promised to slash prices upon Bunnings’ 
arrival in the market.

DIY chain Wickes, which is the third-biggest player 
in the home improvement space with more than 200 
stores across Britain, recently told its investors it is 

Big Box Update

Bunnings Bundamba

http://goo.gl/wJK36p
http://goo.gl/F4D1Ee
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ready to reduce shelf prices as it braces for Bunnings’ 
arrival and the transformation of the newly acquired 
Homebase stores. John Carter, chief executive of Wick-
es owner, Travis Perkins said:

I’m not against good competition as it helps drive 
the market forward. Competition is going to heat 
up but we think we have a good plan. If we have 
to adjust and invest a little bit in price, we are 
willing to do that.

Wickes, which sells hardware, garden and outdoor 
products, is estimated to have a 9% share of Britain’s 
GBP13bn DIY market, slightly behind Homebase, which 
has 265 stores in Britain and Ireland.

Clive Black, head of research for the London-based 
Shore Capital, told The Australian that Homebase had 
traditionally been a smaller player in the British DIY 
hardware and home improvement market. He said:

The British DIY market has really been dominated 
by Kingfisher’s B&Q and builders’ merchants for 
some time. Homebase was a much softer propo-
sition, really competing more with leading home-
ware players such as John Lewis and Habitat of 
old.

We will watch with considerable interest to see 
Bunning’s arrival, where it pitches between the 
highly consolidated and masculine ‘hard’ end of 
the market versus the more feminine and softer 
homewares market that is still highly fragmented.

The financial wisdom of its (Wesfarmers) decision 
will be judged over a longer period; the consumer 
economy may have peaked in its present cycle 
whilst the UK faces the debacle at the moment of 
the EU referendum.

Wickes, which traces its origins back to 1854 when 
two brothers opened a timber business in Michigan, 
US, first came to Britain in 1972. The Wickes British 
chain, which employs about 7000 staff, has built its 
reputation on low prices and stocking almost exclusive-
ly home brand tools and products. This is very different 
to the Bunnings model which has a strong showing of 
well-known brands throughout its stores.

Related: 
http://goo.gl/R27QGM, 

http://goo.gl/M7Rew0

*DIY price war in the UK?
Earlier this year, Steve Collinge, managing director of 
the UK-based Insight Retail Group and Insight DIY 

e-newsletter presented at a BHETA (British Home 
Enhancement Trade Association) forum on the subject, 
“Avoiding the race to the bottom”. He discussed the 
risks to both retailers and suppliers in chasing down 
prices in an effort to boost perception to home im-
provement consumers.

The presentation can be accessed here:
http://goo.gl/1SA29Y

Collinge and his team recently pointed to the 
widespread price reductions (up to 5,000 products) that 
Homebase was beginning to make across key catego-
ries. They saw the first evidence of Bunnings taking on 
B&Q and Wickes head to head and coming out on top, 
with Dulux. 

Read for more details here: http://goo.gl/VY4Aj6
Collinge believes situation has since escalated, with 

the benchmark being dropped to new levels. Both B&Q 
and Homebase recently reduced the price of a single 
can of Dulux 2.5L coloured emulsion to just GBP8.47, a 
price not seen in the market for many years.

To put this price into context, the B&Q own brand 
2.5L coloured emulsion is GBP13.94, with a buy 2 for 
GBP18 promotion, the Homebase own brand equiva-
lent is GBP11.97 per can and the Wickes own brand is 
GBP15.99 per can, on a Buy 2 for GBP22.

http://goo.gl/kPNG2R

More staff cuts at Homebase
Wesfarmers will axe a number of head office functions 
at Homebase. This follows the “clean out” of the exec-
utive ranks at the home improvement retailer. The loss 
of nearly 20% of the workforce (around 149 roles) will 
affect a range of roles across the back office, buyers, 
marketing and other support staff.

UK industry publication Horticulture Week has re-
ported that Homebase’s new owner believes a different 
support structure is needed to help better serve the 265 
stores within the group’s retail network. Homebase told 
Horticulture Week:

Earlier this month we updated our team about a 
proposed restructure of all store support func-
tions. Obviously we will need to speak to the 
people whose jobs will be affected first and it 
would not be appropriate to give details while we 
are involved in a consultation process.

What we can say is that we are not simply making 
across-the-board changes. Rather, we are reshap-
ing the support resource to allow us to help the 
stores in the best manner possible.

We have committed to our team that we will move 
forward as quickly as we can and that we will treat 
every team member affected generously and with 

http://goo.gl/R27QGM
http://goo.gl/M7Rew0
http://goo.gl/1SA29Y
 http://goo.gl/VY4Aj6
http://goo.gl/kPNG2R
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respect.

Homebase also said there were no current plans to 
end its Garden Academy where 30 students joined in 
April 2016 and 40 in November 2015.

http://goo.gl/GMY6jS

Support for Bunnings’ wage 
increase in Britain
Wesfarmers chief executive Richard Goyder has 
backed a decision by Bunnings to extend the national 
living wage to workers aged under-25 at Homebase. 

Speaking to The Australian, Mr Goyder said the 
higher wages bill, triggered by giving the youngest 
Homebase staff access to the living wage, had been 
factored into Wesfarmers’ $704 million purchase of 
Homebase earlier this year.

He argued it would send a strong message to Wes-
farmers’ newest business about its commitment and 
foster the Bunnings culture — which has been marked 
by some of the lowest staff turnover rates in the Austra-
lia — in Britain. He said:

I think it was a strong signal to the Homebase 
team about our strong commitment to them, and 
you know Bunnings has a terrific employment 
brand in Australia, which we certainly hope over 
time will make it a strong employment brand in the 
UK as well.

One thing I have said all along is that we are taking 
arguably our best business overseas and there is 
a reason for that. [Bunnings] staff look and sound 
like they just love working for the business, and 
what a difference that makes to the customer.

It’s still very early days [in Britain] but, I think there 
has been a very positive response.

Britain’s national living wage that came into force 
on April 1 sets a floor of GBP7.20 (AUD13.24) an hour 
for workers aged 25 and over. However, for workers 
under 25 the national minimum wage still applies. This 
ranges from GBP5.30 an hour for those aged 18 to 20 
and as low as GBP3.87 an hour for under 18s.

One of Bunnings’ first decisions when it took con-
trol in March, under the leadership of Bunnings man-
aging director in Britain, Peter Davis, was to offer the 
national living wage to under 25s as well, setting itself 
apart from the pack in the British retail hardware sector.

The move comes as Bunnings’ biggest British 
competitor, Kingfisher has been fighting a battle with its 
own staff over a decision to reduce overtime pay and 
benefits to offset the cost of the national living wage.

Mr Davis was reported in the British press as 
promoting Homebase’s more generous wages offer to 

under 25s to “provide a better overall income’’ for em-
ployees, increased contracted hours and “create more 
permanency’’. He said:

This is a strong investment creating the culture we 
want for our teams and a business we can all be 
proud of. Retention and development is key to our 
long-term success.

Mr Goyder said he was constantly hearing praise 
for Bunnings staff from executives. He said:

I think it’s one of the great things about Bunnings. 
I was at a function…and someone talked about 
going to a Bunnings store. The person said they 
were happy employees.

And this is from a person who is a senior execu-
tive at a well-known Australian company. That’s 
my experience whenever I run into someone at 
Bunnings.

http://goo.gl/5OB4k4

Bunnings selling Square Reader
Since launching in Australia in March, Square has an-
nounced that the Square Reader device is now avail-
able in-store and online through more than 490 retail 
stores across Australia including Bunnings, Officeworks 
and Apple.

The device allows retailers to process credit and 
debit card payments via smartphone or tablet. Ben 
Pfisterer, Australian country manager for Square told 
Power Retail:

Businesses shouldn’t have to wait weeks to be 
sent a card payment terminal, or spend valuable 
time on the phone registering for an account and 
completing long, arduous application forms.

They shouldn’t have to be worried about their 
terminal going down and having to wait days for 
a replacement. With availability in 490 retail stores 
across Australia, Square is making it simpler for 
business owners to accept card payments, and 
significantly reducing the time that is traditionally 
taken to start accepting card payments.

Jack Dorsey, founder and CEO of Square and 
co-founder and CEO of Twitter, was in Australia sprui-
king the Square Reader launch.

http://goo.gl/ErDLeQ

http://goo.gl/GMY6jS
http://goo.gl/5OB4k4
http://goo.gl/ErDLeQ
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Queensland-based TradeTools’ success has come 
about without the help of banks or lawyers; the land 
where the Banner Mitre 10 store sits in Norwood (SA) is 
up for sale; and a regional town in Victoria is losing its 
Mitre 10 store.

An individual approach
Greg Ford has built his $100 million tool business with-
out ever going to a bank. TradeTools has grown from 
one store in 1987 to the 
current network of 14.

With turnover ap-
proaching $100 million, 
Ford’s unconventional, 
plain-speaking approach 
has seen him succeed in 
a sector dominated by big 
box chains. He told the 
Courier Mail:

The company has never 
been in debt and owns 
all its own stores. I sup-
pose we are more of a 
property company now.

Ford said TradeTools 
thrived by avoiding finan-
ciers and debt. He ex-
plains:

I don’t trust banks and 
I don’t trust lawyers. 
When we started in the 
late 1980s, the economy 
was quite strong and that 
helped. Our competitors had dropped the ball 
and we took advantage of that. Instead of dealing 
with wholesalers we went straight to the factories 
overseas in Japan and Taiwan.

After coming to Australia from Britain as a fresh-
faced 21-year-old, Ford worked on building sites and 
had only planned to stay for about a year.

But after his parents joined him from England, he 
and his father opened a tool shop, Glenfords, at Slacks 
Creek (QLD). Ford said: “My dad had been in the tool 
business in the UK.” He has a collection of old tools 
sold by his father on display at TradeTools’ head office.

When Glenfords was sold, TradeTools was born in 
1987, and the company has seen the ups and downs of 
the often volatile building sector. Ford said:

We are a litmus test for the economy as a whole, 
and at the moment we are enjoying a prosperous 
time because the construction industry is quite 
strong.

He said the expansion of hardware chains such as 
Bunnings had created pressures on the company and 
wiped out most of its competitors.

It forced us to become more specialised…Sev-
enty-five per cent of 
what we stock they 
don’t stock. It would be 
very hard to start this 
business today because 
of the buying volumes 
required. We have to 
buy millions of dollars of 
stock just to be com-
petitive with the likes of 
Bunnings.

TradeTools is also a 
manufacturer, with a fac-
tory near the company’s 
Ormeau (QLD) headquarters 
producing its own brand of 
air compressors. He said: 
“We are probably more 
famous for our air compres-
sors than anything else…
We sell 200 a month.”

Ford said customers 
would buy Australian-made 
goods if they were of good 

quality and represented 
value.

What we have to do in this country is make things 
like we used to…Without making things, no econ-
omy can survive.

Ford said when he eventually stepped back from 
the business, he would have a large group of potential 
successors.

We have 36 shareholders, most of them sales 
staff. If you’ve been here for 10 years, you get 
shares in the business.

He aims to double TradeTools’ turnover to $200 
million over the next decade.

http://goo.gl/6BbRWP

Indie Store Update

Mooroopna Mitre 10 

http://goo.gl/6BbRWP
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Mitre 10 site on the market
The land where the Banner Mitre 10 store is located in 
Norwood (SA) is up for sale. The hardware store could 
potentially make way for a 10-storey retail and apart-
ment block, after the site was placed on the market 
recently.

JLL South Australia managing director Jamie Guer-
ra, who is heading the sale, said Mitre 10 had a lease 
and it was only the site — not the business — that is on 
the market. He told Adelaide Now: “We are just selling 
the property, the businesses there currently are protect-
ed by their lease.”

He would not reveal the length of the lease. But he 
conceded there was “room for development in the next 
couple of years”.

http://goo.gl/gt4haC

Mooroopna Mitre 10 shuts down
Sources have revealed to the McPherson Media Group 
that the Mitre 10 store in Mooroopna (VIC) will soon 
close its doors.

Greater Shepparton City Councillor and regular 
customer, Dennis Patterson described the news as 
‘‘devastating for the town,’’ and said the store was a 
‘‘Mooroopna institution’’.

He said the store had always seemed to be busy, 
that customers would now need to travel an extra 20 
minutes for specialty hardware and that the store would 
be sorely missed.

Cr Kevin Ryan said he was ‘‘flabbergasted’’ to hear 
the news and that it highlighted the need for people to 
shop local and support local jobs.

About 10 full-time jobs could be lost as a result, 
while the store is expected to close by the end of June, 
according to sources. Ryan said: “Smaller shops in 
towns can’t afford to carry the wide range of products. 
This is a fact of life...It’s going to continue to impact on 
smaller towns.”

http://goo.gl/cU2WMN HI
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French online DIY, gardening and renovation 
retailer ManoMano has set its sights on the UK 
market with a GBP10 million fundraising.

The company, which was founded in 2013 by ven-
ture capital investors and DIY enthusiasts Philippe de 
Chanville and Christian Raisson, allows customers to 
buy DIY products online from its network of merchants. 
It has built a community where DIY fans can get advice 
and support for their projects. de Chanville said:

Unlike domestic players in the UK, we don’t have 
shops or hold stock. We have nothing to slow us 
down.

ManoMano has raised EUR13 million (GBP10.4 
million) in a round led by Partech Ventures, the French 
venture capital fund behind upmarket furniture retailer 
Made.com.

Philippe Collombel, managing partner of the fund, 
claimed that the start-up’s launch in the UK could be 
“bad news” for Kingfisher-owned B&Q in the UK. He 
said:

The execution has been perfect, the team is fan-
tastic. The company made EUR1 million [revenue] 
in its first year, EUR15 million in the second and 
EUR32 million in the third. It will more than double 
that this year.

It’s an execution by the book without many cash 
injections. This could be bad news for B&Q. This 
is a really interesting company.

According to de Chanville, the UK is the compa-
ny’s fastest-growing market to date, beating its home 
territory.

Some estimates value the DIY industry as being 
worth EUR40 billion in the UK, compared to EUR60 
billion in Germany and EUR30 
billion in France.

ManoMano lists products 
such as screws and drills from 
thousands of merchants, in-
cluding small specialist retailers 
and subsidiaries of multination-
al corporations. The website 
shows all the items currently in 
stock.

The company gathers hun-
dreds of data points about its 

customers to make sophisticated recommendations. de 
Chanville explained:

If you don’t do DIY, a big, expensive drill may not 
be the right item for you, even though it’s the best 
on the market. You may need something light and 
cheap and easy to use.

The marketplace is run in tandem with the commu-
nity network. de Chanville said:

We don’t pay them, these are DIY enthusiasts 
who want to help people out. People who need 
help with a project can get up to 10 answers in 
real time. That’s better than asking one person in 
a shop, who may just be trying to sell you some-
thing.

ManoMano is poised to launch a new service on 
the back of this community called SuperMano. It is 
where users can post small DIY jobs such as fixing a 
leaky tap or putting up a shelf and experts can pitch for 
the work. de Chanville explained:

It’s a bit like TaskRabbit in the US. We’ll launch 
it later this year. People set their own prices and 
customers can rate them.

Alongside Partech, other investors in ManoMano 
include Bpifrance and CM-CIC Capital Prive as well as 
a British VC Piton Capital. de Chanville said:

We wanted to have British VC because we have 
high hopes for the UK.

He and Raisson have both spent a decade living in 
London. de Chanville added:

We understand the market and have a huge at-
tachment to this country.

ManoMano Takes on B&Q
It connects DIY devotees with products
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Although the most recent AI Group-HIA perfor-
mance of construction index (PCI) suggested 
Australia’s construction industry is in decline, 

there are still signs of strength based on the latest 
release of the Rider Levett Bucknall (RLB) Crane 
Index.

The index shows the number of cranes in Australian 
cities jumped around 20% at the end of March 2016. 
This translates to 647 cranes, an increase of 113 cranes 
since the last index was calculated six months ago.

The national total of 647 cranes shows the con-
struction industry’s strong appetite for residential hous-
ing, which increased as high-rising housing projects 
grew to 81% of the total from 79% at time of the last 
count, at the end of September 2015. Commercial con-
struction accounted for just 45 cranes, three fewer than 
six months earlier.

The increase in the number of cranes on residential 
projects rose by 104 to 525 in March from September. 
Not only did the total grow, but the “churn” factor also 
revealed a frantic pace of activity, with 264 cranes 
being removed from residential projects around the 
country, and 368 erected.

The rise in cranes in March paints a picture of 
strength in the sector belied by official figures showing 
that approvals of new apartments have peaked and 
slowing. RLB director of research & development Ste-
phen Ballesty told Fairfax Media:

It’s not showing the slowdown that we’re expect-
ing. Not only is the number of cranes increased, 
but the cranes are active. I take heart from 
the churn rate that the cranes are not only 
out there, but they’re required to move 
from site to site within a six-month cycle.

But the figures reveal the lag that exists 
between approvals and current activity. The 
current number of cranes is the result of 
approvals passed up to three years ago, in-
dicating that large numbers of housing-dedi-
cated cranes will stay on the horizon well into 
next year.

The latest crane index also reinforces the 
variations between regions in the strength 
of activity. Cranes erected on the east coast 
amount to nearly 84% of all cranes sight-
ed in Australia and more than two-thirds of 

residential crane activity was located in Sydney and 
Melbourne.

The number of cranes rose or was unchanged in 
every city with the exception of Perth, where the total 
fell by two to 45. Brisbane was unchanged at 104, 
although the market was active, with 83 cranes being 
taken down and the same number erected over the six 
months to March.

Gold Coast recorded a boost, nearly doubling to 30 
cranes from 16 at the end of September. Newcastle on 
the NSW central coast has previously been included 
as part of the Sydney total, but was broken out sep-
arately for the first time, reflecting a city that now has 
nine cranes — equal to Adelaide and more than Darwin 
which has three.

As the economy evolves and high-rise residential 
construction comes off the boil, the number of cranes 
is likely to fall even as other areas of construction [such 
as infrastructure] provide the impetus for continued 
growth. They won’t use as many cranes, Ballesty said. 

The latest official figures show the value of resi-
dential construction work jumped almost 13% in the 
September quarter from a year earlier to $13.55 billion. 
He said:

The underlying value of work in the market should 
continue beyond 2017 through infrastructure. In-
frastructure will underpin workloads that probably 
won’t be reflected in the crane index to the same 
extent, relative to its value.

Construction stats conflict
HIA-AI Group stats differ from Crane Index
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AI Group-HIA index
The AI Group-HIA performance of 
construction index fell 0.9 points to 
45.2 in March, making it the fastest 
decline seen in 13 months.

The PCI measures changes in 
activity levels from one month to 
the next. Anything above 50 signals 
growth, while anything below that 
level means contraction.

Activity levels in housing and en-
gineering construction contracted at a 
faster pace while growth in apartment 
and commercial construction slowed 
sharply compared to one month 
earlier.

According to Business Insider, the 
contraction in the sector would be significantly steep-
er without growth in apartment construction, an area 
that has caused some angst recently given warnings 
over potential oversupply in some major urban centres 
leading to price declines. Tighter restrictions on inves-
tor lending and higher interest rates are also being felt, 
further clouding the outlook for apartment construction 
moving forward.

In terms of the activity subindices, new orders con-
tinued to decline, albeit at a slower pace, while firms 
shed workers at the fastest pace seen in 15 months. 
Peter Burn, Ai group head of policy said:

With new orders across the sector also falling, the 
immediate outlook for construction is for further 
contraction.

Geordan Murray, an economist at the HIA, concurs 
with this assessment. He said:

While there is a good pipeline of work that should 
sustain an elevated level of residential activity 
throughout the first half of 2016, the falls in the 
PCI indexes for houses and apartments imply 
residential activity may ease in the latter part of the 
year.

This is a concern because the ongoing contraction 
in mining-related work still has a way to go yet. 
It is unlikely that a pick-up in conditions in other 
sectors will fully offset the contraction in mining 
investment over the next few years, but we need 
to give non-resource businesses the best possible 
chance. Bolstering business confidence is the key.

Click ad to visit hbt.net.au

http://hbt.net.au/
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KASITA is designing and fabricating housing 
that is more affordable, adaptable and effi-
cient. It makes portable, prefabricated, pint-

sized homes that are stackable.
After three years of R&D, the Texas-based housing 

startup revealed its prototype at South by Southwest 
(SXSW) Interactive, where it was awarded the 2016 
SXSW Innovation Award in the Smart Cities category.

KASITA’s futuristic metal and glass housing units 
measure approximately 300 square feet, catering to the 
increasing numbers of one and two person households 
in today’s cities. Because they are mass-produced, 
construction costs are kept low and quality high.

Each will unit come connected with smart devices 
including a Nest thermostat, Amazon Echo, Casper 
queen-sized mattress, View Dynamic Glass, and Hue 
lighting in addition to standard amenities like a dish-
washer, induction cooktop, and convection oven. The 
company is also working to develop interchangeable 
wall tiles so people can slot in tiles with shelving, bike 
racks, or storage instead of hammering into walls.

The units are quickly attached to a patent pending 
plug-and-play rack, which can be set up in days and 
quickly hooked up to utility lines. The racks slide into 
underutilised or unused urban lots that are too small for 
a conventional housing development.

The homes are mobile, with a unique docking 
system that will let you take them wherever you want 
to move as long as the city you are relocating to has 
KASITA docks. You can slot in your house and stack 
them up to 10 stories high. KASITA founder and CEO 
Jeff Wilson said:

Urban housing is perhaps the single most import-
ant factor in facing the economic, environmental 
and social challenges that face humanity today.

Wilson is better known as “Professor Dumpster” 
because he lived in a 33 square foot dumpster for a 
year to determine how little space and stuff a person 
needs to live a happy life.

He believes the status quo is failing, and failing 
badly. As the world’s populations urbanise, urban areas 
are facing extreme housing shortages, driving up hous-
ing costs and driving out the middle class as well as 
artists, creatives, immigrants and young professionals; 
ie. people who can make cities great.

So Wilson started working with an industrial design-
er from the firm Frog to come up with a different type of 

plan. They envisioned a form of housing that would be 
low-rent even in the middle of the city, mobile, allow for 
short-term leases, and let people avoid the annoyance 
of having roommates. He chose an industrial designer, 
rather than an architect, because he wanted to avoid 
expected solutions. Wilson said:

Every aspect of KASITA — from its high tech 
prefabricated construction to its ability to set up 
quickly on discounted land — was designed to 
create both an amazing living experience and 
produce development and living costs that crush 
traditional site building in terms of affordability.

He believes KASITA is a complete break from the 
current way housing is made and developed, bringing 
to bear the innovative spirit commonplace in tech to 
the housing market. “This is like the iPhone of smart 
homes,” he said.

Named one of 2016’s Most Innovative Companies 
by Fast Company magazine, a KASITA development is 
being built in Austin, Texas later this year.

Micro modular apartments
Startup KASITA is revolutionising urban living
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Lowe’s brings unicorns, 
flamingos to life
Lowe’s is injecting some humour into its brand with its 
latest campaign called “Make Your Home Happy.” The 
first spots bring inanimate objects like lawn ornaments 
or magnets to life.

One commercial features a unicorn lamenting that 
his “tiny unicorn legs” don’t afford him a better view of 
the lush green lawn. Another features a preening lawn 
flamingo. The home improvement retailer is planning a 
total of six spots in 15-and 30-second variations with 
more commercials to continue throughout the year.

Marci Grebstein joined Lowe’s as chief marketing 
officer last year after stints at Food Lion and Staples. 
She told Ad Age:

[The campaign] provides reasons to believe, proof 
points, about how Lowe’s demonstrates its pas-
sion around helping consumers bring their visions 
to life.

She noted that the humour in the ads would appeal 
to both Lowe’s core customer who is a little bit older, 
and the emerging millennial consumer who may be a 
first-time home buyer. She said: “The humour has a 
different slant than we’ve had in the past.”

To further engage customers and keep its con-
tent fresh, Lowe’s has created alternate endings for 
the spots that will run online. The retailer worked with 
BBDO, its lead creative agency, on the campaign. Tim 
Bayne, executive creative director at BBDO New York, 
explained via email:

The ‘Make Your Home Happy’ campaign is a way 
for Lowe’s to communicate the different ways they 
go above and beyond to help people bring their 
home improvement visions or projects to life.

He added that the marketing “allows us to inject 
some humor and personality that resonates with our 
emerging customers, without alienating our current 
customers.”

The new branding replaces Lowe’s “How to” series. 
The retailer also uses the tagline “Never Stop Improv-
ing,” introduced in 2011. Grebstein declined to say how 
much Lowe’s is spending on the push. The company 
spent USD315.4 million on measured media in the US 
last year, an 8% decline from 2014.

Sales for home improvement products in the US 
are expected to rise 4.4% in 2016 over 2015, according 
to research from trade group the Home Improvement 
Research Institute and information company IHS, which 
estimates 2015 sales to be around USD318 billion.

In the fourth quarter of last year, Lowe’s report-
ed net sales of USD13.2 billion, a 5.6% rise over the 
same period, a year earlier. The company is forecasting 
growth of 6% this year.

Medium density housing gains 
traction
Approvals for medium density housing, including units, 
townhouses and semi-detached houses have over-
taken those for free standing houses for the first time, 
according to the Bankwest Housing Density Report.

It reveals that in the year to October 2015, there 
were 117,552 building approvals for medium densi-
ty housing compared with 115,634 for freestanding 
homes.

The report — which each year mostly focuses on 
the 12 months to November — found the scales then 
tipped back slightly in favour of stand-alone homes, 
but the trend towards medium density is clearly gaining 
momentum.

In the 12 months to November 2015, there were 
231,489 building approvals across Australia. Medium 
density housing approvals jumped 33.9% to 115,731 
(from 86,430) sitting close to the 115,758 approvals 
for stand-alone homes. Growth in stand alone home 
approvals, for the same period, increased by a sluggish 
1.5%.

Bankwest private banking general manager Greg 
Caust said the results reflect a long-term shift towards 
medium density, which show no signs of abating. He 
said:

That 12 month period to October was a record 
breaker. I have no doubt medium density approv-
als will shortly exceed approvals for stand-alone 
homes — not just occasionally, but on an on-go-
ing basis.
The increase in medium density housing approvals 

is centred on the capital cities, with rising prices driving 
buyers toward more affordable options. Canberra had 
the highest proportion of medium-density housing at 
74.2%, followed by Sydney on 69.4%. In Brisbane the 
proportion was 64.5% and in Melbourne it was 57.9%. 
Caust said:

Higher density housing trends may be develop-
ing due to affordability issues, however they also 
mean society is moving toward more sustainable 
living. If urban sprawl is contained, populations will 
be closer to infrastructure, including health and 
education services and public transport networks. 
These services then can be better patronised and 
more efficient.

NEWS
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B&Q campaign stars zebras
B&Q is putting creativity at the centre of its latest 
campaign with a strapline that encourages DIY fans to 
move beyond thinking in “black and white”.

The campaign stars a zebra family and introduces 
the “Let’s Create” strapline, which aims to convey the 
message B&Q is not just a warehouse stacked with DIY 
products but a “treasure trove” full of materials that can 
transform a home.

It is shot in the style of a mockumentary to show-
case how the retailer has 
helped unlock creativity in 
its customers, who in this 
case happen to be zebras. 
The son Fred creates a 
colourful first home after 
growing up in his parent’s 
black and white world.

B&Q’s change in 
strapline follows on from 
the departure of customer 
and marketing director 
Chris Moss in October 
2015. Under Moss, the 
company launched an 
“Unleash the B&Q in you” 
strapline. 

The latest campaign has been created by WCRS. 
Customer and marketing director at WCRS, Natasha 
Gladman has filled Moss’ shoes at B&Q. She said:

Building on customer insights, B&Q’s new ‘Let’s 
Create’ campaign will engage with customers in 
a different way – it’s all about projects and the 
way we can help and inspire customers to create 
homes to feel good about. With a more down to 
earth tone, the campaign creates more optimism, 
energy and encouragement.

It was launched through Facebook and TV commer-
cials. The campaign spanned press, radio, catalogues 
and banners in store to support the TV push. Activity 
will also include an increased use of digital and social 
channels.

Creative director at WCRS, Steve Hawthorne, add-
ed it had been “great fun” to work with B&Q, taking the 
brand in a “new, exciting direction”. He said:

DIY is evolving and B&Q are leading the way by 
encouraging people to create homes that are 
unique to them. The campaign continues B&Q’s 
fun, accessible approach to home improvement 

by showing people what’s possible with a bit of 
ambition and a little help from B&Q.Ace Hardware 
develops fulfillment capacity.

ACE omnichannel
Independently-owned retail cooperative, Ace Hardware 
is known as the “helpful” hardware store. The company 
has been leveraging its physical footprint to help meet 
the needs of online shoppers. Mark Lowe, e-com-
merce marketing and digital department manager at 
Ace Hardware, explained in an exclusive interview with 

Chain Store Age:

We will ship to the 
consumer’s home for 
online orders, and also 
offer two flavours of buy 
online pickup in store. 
We have been shipping 
online orders from the 
retail support centres to 
local stores for custom-
er pickup since 2003.

Since March 2015, 
the retailer has also been 
offering same-day in-store 

pickup of online orders using store stock. He said:

We are using the inventory at our stores as an 
e-commerce fulfillment channel. We give consum-
ers the ability to pick up online orders from their 
local store that day, and so far it’s working really 
well. It reduces the amount of time it takes to get 
products to the consumer. We’re close to the 
customer – with 4,400 stores we can get items out 
relatively quickly.

On the back end, Ace supports e-commerce trans-
actions with an eBay Enterprise platform. To offer om-
nichannel pickup options, the retailer ties that platform 
to an internal warehouse management system and SAP 
fulfillment software. Lowe said:

Part of our brand promise is to be helpful and con-
nect to the customer. We do that well for in-store 
purchases, so how do we grow it in the omnichan-
nel space?

Lowe said so far Ace has gotten a positive re-
sponse to its omnichannel fulfillment offerings, with 
most customers preferring to pick up online orders in 
store. The retailer’s inventory of hardware and home 
goods often lends itself to customer pickup.

NEWS
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We sell a lot of big, bulky items like patio furniture. 
It’s difficult to ship to the customer’s home but 
much easier for them to come pick up at a store.

Looking ahead, Ace is currently running a small test 
of delivering online orders to customer homes using 
local stores as fulfillment centres. Lowe said:

We want to understand what it means operation-
ally and how much consumer demand there is. 
We’re always evaluating how to leverage our fulfill-
ment network to expedite online orders.

Related:
http://goo.gl/NgzRV5
http://goo.gl/NgyKNa

Growth in online home services
Amazon said customer orders for home services such 
as plumbing and mounting TVs had increased 20% per 
month, on average, since the online retailer launched 
the platform in the US last year.

Adding local services to its offering makes sense 
for Amazon, which has said that over 85 million US 
customers shop for products that require additional 
services like installation.

Erika Takeuchi, a spokeswoman for Amazon Home 
Services, declined to disclose the number of contrac-
tors that have so far signed up for the service but said 
it now offers 36 million pre-packaged services on the 
site, up from two million when it first began offering 
local services in 2015.

Customers buying appliances like washing ma-
chines or TVs can choose to include professional 
installation services at checkout, making it attractive to 
buyers who might ordinarily make similar purchases at 
home improvement stores.

Amazon’s local services are a direct threat to the 
likes of Home Depot and Lowe’s that also offer similar 
installation and repair services. It’s a prime example 
of Amazon’s attempt to encroach further onto territory 
traditionally belonging to such brick-and-mortar stores, 
which still account for more than 90% of retail sales.

Amazon said home services are now available 
across the USA in 30 metropolitan areas and customer 
orders have been particularly brisk in New York, Los 
Angeles and Washington, DC.
Related:
http://goo.gl/W7kiL3
http://goo.gl/pS1DSI
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ECHO Chainsaw
ECHO’s CS 2510TES 12” Top Handle Chainsaw has a 
25cc engine that offers plenty of grunt. Weighing in at 
just 2.3kg, the 2510 model reduces fatigue so users 
can get the job done in one fell swoop.

The G-Force Engine Air Pre-Cleaner system is a 
sophisticated mechanism, designed to significantly 
increase the lifespan of the engine. The 2510 chainsaw 
has an impressive power to weight ratio, offering more 
from a lighter unit.

Despite operating at a lower weight than its com-
petitors, the 2510 does not cut corners when it comes 
to function. The compact machine is easily manoeu-
vrable in tight spaces, comes equipped with a swing 
out lanyard ring that makes for better balance and 
climbing easier. A top mounted 
chain oil adjustment allows the 
operator to control oil flow, opti-
mising operation.

UK-based ECHO has man-
ufactured outdoor power equip-
ment for over 60 years, and its 
CS2510 should prove to be an 
instant classic.

Quick specs
• Engine Displacement: 25cc
• Output: 1.11kW
• Bar length: 25cm
• Saw chain pitch: Carving – 1/4 

Sprocket – 3/8
• Guide gar Gauge: 0.050”
• Dry weight: 2.3kg

Hilti expands 
customer base
Hilti has developed its smallest and lightest range of 
cordless tools to date to help customers reach higher 
levels of productivity, control and accessibility in every-
day light-duty drilling and screw driving work. Although 
these tools seem to have been available for some time, 
Hilti is marketing them as a brand new range.

Operating on a 12V battery platform and only 
weighing around 2.5lbs. (approximately 1.13kgs) each, 
the cordless hammer drill/driver SF 2H-A, cordless 
screwdriver SFD 2-A and cordless impact SID 2-A 
have been designed for working in tight spaces, dark 
corners, and occupied spaces where noise level is a 
concern.

These tools are ergonomically designed for simple 
handling and working comfort including a slide style 

connection battery that makes it easier to handle. They 
also feature dual, built-in LED lights at the base of the 
tool to illuminate the task at hand.

The 2.6 Ah Li-ion batteries come complete with 
State-of-Charge indicators so users will always know 
how much charge is left to complete their work.

The 12V range is fitted with Hilti’s lithium Cordless 
Power Care (CPC) system that features electronic bat-
tery management for extra-long lifetime and a rubber-
ised, impact-resistant battery casing for durability.

The 12V kits are offered with either a single 12V 
battery charger or a 12V battery adapter that will allow 
customers to use their existing Hilti 18V and 36V Li-ion 
chargers to recharge the 12V batteries. 

This 12V line is built to provide long-term service 
under the most rugged conditions.

SF 2H-A cordless 12V 
hammer drill/driver

This Hilti SF 2H-A combination 
hammer drill/driver should give users 
the versatility to handle various 
drilling applications. It offers a preci-
sion clutch that provides control for 
intricate screw driving such as drilling 

small diameter anchor holes in hollow 
concrete block or brick, installing 
masonry screw anchors and drilling or 
fastening into wood based materials.

 SFD 2-A cordless 
screwdriver

The cordless screwdriver is de-
signed to reduce noise while provid-

ing reliable fastening performance 
with its 15-position torque clutch 
and rapid switch reaction features. 

The Hilti SFD 2-A is equipped with a voltage, current 
and temperature sensors to protect it during stressful 
tasks.

SID 2-A cordless impact driver
The Hilti 12V cordless impact driver can drive 

self-tapping screws up to 3/16” diameter in metal. 
Wood screws and lag bolts up to 1/4” are also on the 
menu. The SID 2-A shares similar features with the SF 
2H-A and SFD 2-A. It has a compact design with two 
LEDs located at the foot of the tool, ergonomic grip, 
and rapid switch reaction along with voltage, current, 
and temperature sensors.

NEW PRODUCTS

ECHO 12” chainsaw

New Hilti 12-volt line
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Husqvarna unveils power tools
Outdoor power tool maker Husqvarna has introduced 
a raft of new and updated products including a power 
cutter, power pack, floor grinder, diamond tools for 
surface preparation and more.

They were revealed at Bauma Munich, a major 
trade fair for construction, building materials, mining 
machines, vehicles and equipment. It is held every 
three years in Munich, Germany.

The K 6500 power cutter has a 
magnesium blade guard, improved 
water system and a new blade 
bolt concept. The latest model is 
equipped with Husqvarna’s high fre-
quency PRIME™ technology, mak-
ing it the company’s most powerful 
electric cutter ever. It can be used 
with Husqvarna’s PP 65, PP 220 or 
PP 490 power packs.

The PP 490 power pack has 
been designed to be used 
with the Husqvarna WS 482 
HF wall saw, the CS 10 wire 
saw, prime power cutters 
and drill motor.

The PG 680 RC floor 
grinder saw made its debut 
too. This product has 
unique oscillation function 
for greater productivity. In 
addition, two carts for pow-
er cutters were at Bauma 
Munich in the form of the 
Husqvarna KV 760 and 
KV 970/1260. They both come with pressurised water 
tanks and a guard retainer.

The company also showcased its Redi Lock G 
1400 range of metal-bond diamond tools for the Redi 
Lock system, used for surface preparation. The G 1400 
model is specially developed for very hard concrete 
surfaces.

At the trade show, Husqvarna gave a sneak peek at 
two prototype products not yet available on the market. 
They included the diamond micro trencher DMT700 for 
fibre installation jobs and the WSC40 wall saw chain 
attachment.

DeWalt upgrades 20V MAX XR 
lineup
DeWalt has expanded and enhanced its 20V MAX XR 
Brushless line as part of the company’s Made in the 

USA with Global Materials initiative. The new additions 
include a Premium 3-Speed Drill/Driver (DCD991) and 
Premium 3-Speed Hammer Drill (DCD996). As nearly 
identical models, the DCD991 and DCD996 differ only 
in that the latter adds the hammering mechanism.

The 3-speed transmissions offer greater control for 
specific applications. This can help prevent overdriving 
a screw or give users more speed when needed.

The hammer drill features 0-38,250 BPM (blows 
per minute) and 2,250 RPM. It is 
up to 82% more powerful than the 
previous version and offers up to 
2.8 times more runtime.

A 60-Lumen LED light is stan-
dard on both units. It features three 
settings, which includes a spotlight 
mode with 20-minute delay option.

DeWalt is also kitting the 20V 
Max XR Brushless Drills with 5.0 
amp hour battery packs. The new 

drills deliver 820 unit watts out of 
power, which is about a 25% 
increase over the current 
model. That ends up being in 
the 885-inch pound (99.99157 
N*m) range for maximum 
torque.

Both models have a 
nitro-carburized metal ratchet-
ing chuck that is easy to grip, 
and a comfortable handle that 
fits hands of all sizes. The 
coated and sealed switches 
are moisture and dust resis-
tant.

Lawn tractors boast power and 
precision
Cub Cadet’s XT2 Enduro Series of lawn tractors (mod-
els LX46 and LX54) is visually bold, and its Signature 
Cut™ offers the user guaranteed mechanical longevity 
and a crisp lawn, every time. It is durable in build and 
ergonomic in design. And the new Cub Comfort™ slide 
capable high back seat with arm rests has a ten-degree 
chair incline. This means the operator can complete 
long mowing jobs in comfort.

The XT2 Enduro Series has a refined and strength-
ened cutting deck with the latest extra-tough fabri-
cation and an optimal catcher. Its hardy E-coating 
defence build is designed to withstand corrosion and 
weathering.

NEW PRODUCTS

Husqvarna K 6500

Cub Cadet’s XT2 Enduro Series 
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The power and strength of these lawn tractors 
have been streamlined with an Auto Locking Differen-
tial system — if one tyre starts to slip, the rear two will 
automatically lock into place keeping the user safe and 
stable at all times.

Fitted with premium tread Multi-Trac tyres that 
distribute power straight into the ground for greater 
precision, less turfing and minimal slippage, even on 
wet grass. This is ideal for stabilising attachments like 
trailers and for towing.

The Cub Cadet XT2 Enduro Series is expertly 
designed for ease of use. Operators just push down on 
the pedal and the Hydrostatic Transmission System will 
do the rest. Coupled with responsive handling technol-
ogy, the user should have a smooth and commanding 
mowing experience.

The XT2 Enduro Series Lawn Tractor is a versatile 
machine for challenging terrains, hauling or general 
yard maintenance.

HKP Compact Bolt Cutter
HKP has designed a brand new Compact Bolt Cutter 
(CBC) that combats user fatigue by reducing force 
requirements. The CBC requires 50% less cutting effort 
compared to a pair of standard lineman’s pliers.

For greater efficiency and less strain, the recessed 
throat-notch clasps materials closer to the joint. And 
the heavy-duty spring return facilitates a measured cut-
ting experience for high production applications.

The extra wide, dual-material co-moulded grip can 
further enhance the user’s comfort and experience. The 
HKP Compact Bolt Cutter is easy to use and is built to 
last, with induction hardened cutting edges for robust 
performance and extended working life.

The CBC can cut through materials such as copper, 
vinyl, steel and aluminium (up to 6mm). So be it fenc-
ing (4mm), wire (6mm) or chain (4mm), the CBC will be 
suitable for most workloads.
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The Husqvarna Group has an opportunity for a field 
sales manager to join its Gardena and Neta sales team; 
A Ballarat-based national operations manager is re-
quired at Haymes Paint; and Super Retail Group needs 
a senior buyer for its BCF stores.

Selling Gardena and Neta brands
The field sales manager at the Husqvarna Group is a 
dual leadership and key account management role. It 
involves the “profitable achievement of sales objectives 
for key account customers” and “effective management 
of their respective third party vendor merchandising 
team”. The ideal candidate will have a minimum five 
years of business development experience in retail 
hardware.

http://goo.gl/y3qfNj

Haymes seEks operations 
manager
The national operations manager at Haymes Paint is a 
senior executive role. The main purpose of the position 
is to manage and oversee the manufacturing, supply 
chain planning, procurement and national distribution 
functions. The successful candidate will contribute 
towards the development and execution of the compa-
ny’s corporate business strategy. 

http://goo.gl/zczhBZ

Senior buyer for BCF
Super Retail Group is searching for an experienced 
category manager/senior buyer for its BCF team based 
in North Brisbane (QLD). The successful candidate will 
“live and breathe the outdoors which encompasses 
boating, camping and fishing”. The individual will have 
demonstrated experience in leading and executing 
promotional planning, range planning and negotiating 
trade partner agreements.

http://goo.gl/WN7OSW
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