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Townsville, Queensland comes out of the gloom 
of a late Wednesday evening like an unexpect-
ed constellation of stars spread across a flat 

plain. There’s a crosswind, so the jet corrects sharply 
at the last moment of landing, the tyres bite once, we 
bounce, land again, the engines reverse, die down, 
then reverse briefly once more because we’ve come 
in a little hot against the wind.

Walking between the disembarkation staircase and 
the terminal, the May heat is not what would have been 
the tropical sideswipe of two months previous, but it’s 
enough to jolt after the cool (but late) arrival of Mel-
bourne’s autumn.

From the hotel balcony, the city reveals its “late 
Queensland” profile: high rises poking up from an un-
tended urban landscape. On the way in the taxi driver 
had spoken of an economy collapsing through the past 
year, kept barely afloat by two nearby military bases. 
The “for lease” signs that appear on every city street — 
some on heritage buildings — bear his warnings out. 

It will survive, of course, Townsville, muddle through 
until it gets something in its economy better sorted. But 
this should never have happened. It is a testament not 
so much to blind folly, but rather to a sharp pattern fa-
miliar to just about every human being: when the good 
times roll, it’s hard to believe they will ever end. 

That’s the mistake Townsville has made. It’s one 
that the Hardware & Building Traders (HBT) and its 

associated group, the Industrial Tool Traders (ITT), is 
making sure it clearly avoids. HBT’s 2016 National 
Conference, which the buying group generously chose 
to hold in Townsville on May 12 and May 13, was in a 
sense about precisely that — though, true to the (nat-
urally unstated) HBT mantra of “don’t say, do”, no one 
came out and actually said it.

The hardware history of  
“too late”
A quick glance at Australia’s hardware history shows 
many times when companies have behaved very much 
like Queensland and Townsville. Mitre 10, for example, 
was happy to continue with “business as usual”, until 
Bunnings acquired BBC Hardware in 2001 — and by 
that time it was too late to really react. 

One way of reading Woolworths’ difficult develop-
ment of Masters Home Improvement was that it moved 
about three years late, then tried to rush the process of 
getting into hardware, with unfortunate consequences.

After nearly two decades of a hard-fought struggle 
to gain market share and establish a working supplier 
base, HBT might be expected to cruise through the 
next three or four years, taking advantage of the current 
mild turmoil in the industry to continue its growth.

But HBT really isn’t like that. In fact, if HNN were 
asked to characterise the organisation in a short, pithy 
phrase, we would say it is a place of constant, creative 
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discontent. The people there are always busy either 
finding ways to do things better, or planning the next 
thing that needs to happen.

It is, in the end, one of only two hardware oper-
ations in Australia that HNN is confident can pursue 
change at the time when it is actually easiest to achieve 
and will deliver the most benefits: when the previous 
system is delivering its peak value. 

A quiet community revolution
To understand what happened in Townsville over the 
two days of the conference, it is necessary to drop 
back in history nearly two decades to 1998. Bunnings 
was certainly a presence then, but it controlled less 
than 6% of the market. Mitre 10 was the dominant 
player at the time with over 11%, with both Danks and 
Howard Smith’s BBC Hardware carrying large shares as 
well. 

While many hardware retailers were quite happy 
with their arrangements with the pre-Metcash Mitre 
10 and other buying groups of that time, others found 
them to be somewhat restrictive. Many individual stores 
believed that some of the requirements placed on them 
by their franchise arrangements just didn’t really deliver 
what they wanted.

What HBT did when it launched in the marketplace 
of 1997 could be described as a classic move from the 
playbook of disruptive innovation. While the word “dis-
ruption” as a strategic description gets thrown around a 

lot these days, in its true, pure sense, it actually de-
scribes a very specific, narrow situation. Made famous 
in Harvard Professor Clayton Christensen’s book The 
Innovator’s Dilemma, published (coincidentally) in 
1997, this is how Dr Christensen describes it succinctly 
today:

Disruptive innovation describes a process by 
which a product or service takes root initially in 
simple applications at the bottom of a market 
and then relentlessly moves up market, eventually 
displacing established competitors.

http://goo.gl/C2GCzU

That seems a little obscure, but it is really some-
thing with which we are all familiar. In cars, for exam-
ple, Honda has gone steadily upmarket, while Korean 
manufacturers have built cheaper cars that delivered 
the essentials. Now that the latter have established a 
market, they are expanding into Honda’s luxury and 
reliability territory.

HBT has been following a similar pattern. Long 
before concepts like “transparency”, “management 
democracy” and “engagement” became common 
corporate buzzwords, HBT had, in its dogged, day-by-
day fashion, adopted those concepts. What it offered to 
trade-based hardware retailers by 2000 was a simple, 
high-value buying group, which sought to be respon-
sive to members’ needs, delivering the exact minimum 
of services needed to help them to succeed. 

http://goo.gl/C2GCzU 
http://www.klingspor.com.au/


hnn.bz 5

Subsequent events helped to boost and support 
HBT. As Mitre 10 launched its effort to take on Bun-
nings in DIY after the latter acquired BBC Hardware 
in 2001, some franchisees chose to take a different 
direction. As Mitre 10 failed spectacularly in 2009, and 
had to accept being acquired by Metcash, HBT offered 
a safe haven to some former franchisees as well. 

More recently, as HBT’s group manager, Tim Star-
key, pointed out at in his keynote address, the uncer-
tainty around the Woolworths-owned Home Timber and 
Hardware (HTH) as Woolworths seeks to exit its joint 
hardware venture with US-based bigbox Lowe’s Home 
Improvement, along with speculation about a potential 
divestment of Mitre 10, have made HBT once again 
attractive as a safe haven. 

Mitre 10 has mounted a very able campaign to 
retain its members, and to gain new members, with 
some success. HTH suffered a real sense of conflict as 
Woolworths’ push with its Masters Home Improvement 
big-box chain meant the hardware division often found 
itself competing with itself. In recent months it has had 
to offer a significant wholesale discount to make sure 
its members stay around until the sale of HTH and the 
Masters’ assets gets sorted out.

Alongside this has been the very strong growth of 
HBT’s ITT segment over the past two years. There is 

much that could be written about exactly why this area 
has been so successful in helping HBT grow overall. 

In part it is due to the changing dynamics of the 
tool and industrial supply market. The relationship HBT 
seeks with its suppliers is better suited to the emerging 
modern market for power tools (for example) than those 
of other buying groups and wholesale suppliers. 

As power tools commodified, and cheaper, direct 
tool sources from China’s Pearl River Delta region 
became available, retailers and wholesalers gained the 
upper hand in many areas over tool companies. Since 
2010, major tool companies have been fighting back 
by innovating their cordless power tool lines, and thus 
decommodifying them. 

While this trend is currently taking place at an 
accelerating pace in cordless power tools, it is likely to 
generalise in the near future. This is, in part, the the-
sis a recent book on global economics, The Smartest 
Places on Earth, by the Dutch economist Antoine Van 
Agtmael. Dr Van Agtmael originally coined the term 
“emerging markets” while working at the International 
Finance Corporation, an affiliate of the World Bank. He 
has found that executives at Asian companies have 
become worried by the increasing competitiveness of 
Western countries as they shift their attention from low-
cost production to making “smarter” things.

Tim Starkey (l) and Gavin Keane (r) have been instrumental to HBT’s success

http://www.klingspor.com.au/
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(For further details of this, the BBC’s Inside Busi-
ness programme recently interviewed Dr Van Agtmael. 
The podcast can be accessed at: http://www.bbc.
co.uk/programmes/p03qkq4d.)

Other buying groups have failed a little to under-
stand the consequences of this shift, while HBT’s 
consistent approach — driven by one of the hardware 
industry’s most astute negotiators, Gavin Keane — has 
always been one of “considered business”. Instead of 
seeking to maximise profit for one participant in the 
market, the goal has been to find ways of achieving 
maximum value for everyone. This has enabled HBT to 
better adapt to a less commodified power tool market. 
Instead of leveraging volume to establish low prices, 
HBT looks for the best fit between suppliers, retailers 
and the market demand — value over price.

The next stage
What was signalled at this year’s conference is that 
HBT is now ready — in a sense actually pushed by its 
success — to enter the next stage of its development, 
the one described by Dr Christensen as “then relent-
lessly [moving] up market, eventually displacing estab-
lished competitors”.

As HNN must state again, this was not announced 
as a policy by HBT itself, but it seems to us that when 
HBT’s actions are analysed, this is a likely conclusion. 

There are four basic components to this change, as 
announced by HBT at the conference. Some of these 
details were released by Mr Starkey himself, while 
others were described by HBT’s manager of member 
services, Aimee Blake. 

1. Increased profile for “H” Hardware
HBT is keen for more members to move to the “H” 

Hardware branding, where this suits their operations. 
Ms Blake made it very clear in her introduction of 

this topic that, while HBT would be identifying mem-
bers that might benefit from “H” Hardware branding 
and informing them of this, the move is very optional. 

Ms Blake did point out that the main cost was 
repainting existing stores to match the H colours, and 
that while this could seem something of a disincentive, 
repainting was really part of normal operating costs. As 
she said, it’s basically a matter of timing.

2. “H” home brand products
Mr Starkey introduced this move, saying that in the 

past a number of suppliers had contacted HBT with re-
quests to brand products. He said he believed the time 
was right to move in this direction.

HBT seemed to have a display of a possible sample 
home brand product at its information desk, “H” brand-
ed paint tins.

“H” brand paint tins on display

http://www.bbc.co.uk/programmes/p03qkq4d
http://www.bbc.co.uk/programmes/p03qkq4d
http://www.klingspor.com.au/
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3. Glenn McGrath Foundation
HBT is becoming involved with the Glenn McGrath 

Foundation, which helps to sponsor breast care nurses 
in regional Australia. These nurses help to look after 
women who are undergoing treatment for breast can-
cer, as well as their partners, providing a free service.

In announcing the link with the foundation, Mr Star-
key highlighted opportunities such as suppliers making 
“pink” products with the McGrath Foundation branding, 
a percentage of the sale of which would be returned to 
the foundation. It is likely a range of other sponsorship 
events will take place as well.

4. Expanded competition offering
Following on from the success of HBT’s trailer com-

petition, Ms Blake announced a considerable expan-
sion of this marketing opportunity. The next competition 
will feature a range of recreational vehicles, including a 
jetski, to a total value of close to $70,000. 

Mr Starkey also provided some hints that it is likely 
the competition following this one will feature a “hot” 
sports car, most likely from Ford.

Pushing ahead
HNN believes that three of these four changes are not 
so much expansions or changes of directions as “feel-
ers”, to see both how HBT members and the market-

place react. The one exception is the competition, as 
this has already gone through a successful test, with 
good results, and is now set for expansion.

Of the three “feelers”, the one that HNN sees as 
having the most disruptive possibilities for the future is 
the home-brand products. One possibility two or three 
years away would be for HBT and its retail members to 
become involved in product development. It is possible 
that HBT could differentiate itself from competition in 
the future by using customer feedback to help design 
products that fill gaps in the market, and which could 
then be sold under the “H” trademark.

The fifth change
The fifth change was not really announced, but it was 
strongly implied. HBT is becoming more interested in 
expanding into the field of digital services for its mem-
bers. It will itself be launching a new, high-capability 
website before the end of June 2016. 

HBT also gave a considerable boost to Vesta Cen-
tral, allowing it to address the members. This company 
collates product description assets, and makes this 
available to retailers, so that they can sell products 
backed by comprehensive descriptions.

Digital commerce presents particular challenges 
for most independent hardware retailers. Aside from 
designing, building and maintaining digital apps, there 

The tradeshow floor was a very busy place for most of 13 May

http://www.klingspor.com.au/
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is also the matter of building the necessary in-store 
systems to service the stream of digital business.

Ecommerce is beginning to undergo a change, and 
these new developments could help make the addition 
of ecommerce both easier and more beneficial over the 
next two years.

Analysis
As some of the HBT staff mentioned at the event, the 
Townsville show will likely be the last National Confer-
ence to be held in a smaller regional location, simply 
due to the number of suppliers and members attend-
ing, and the space they will need. The next conference 
is rumoured to be held somewhere in the Sydney CBD, 
and there is a possibility the one after that will be held 
in Adelaide.

While there are a lot of positives for HBT in its 
growth story, it is also true that it will be operating 
through the next two years in an increasingly tough 
environment. Where even quite trade-focused groups 
like Mitre 10 do have some backup in the DIY hardware 
market, HBT members are almost all hard-core sup-
pliers to builders and industry. With both construction 
and renovation expenditure set to fall slightly over the 
next two years, there is likely to be a measure of price 
deflation and increased competition.

Leaving aside the market environment, what will 

likely make HBT do well over the coming two years 
is the core nature of its business. What separates it 
clearly from Mitre 10 and HTH is that HBT does not act 
as a wholesaler in the market. Its role — its service, if 
you will — consists of helping the existing market to 
operate more efficiently. 

For its members, it helps then to realise the benefits 
of consolidated buying power, negotiating price on the 
basis of a group of retailers, rather than as individual re-
tail operations. For suppliers, it helps reduce the costs 
of marketing, and provides a more certain reading of 
future demand. 

The key to HBT’s success in this role has been its 
understanding that it must maintain a framework that 
is as lightweight as possible. Hence its caution as it 
branches out into additional areas. However, even in 
taking these cautious steps, HBT would not be moving 
in this direction unless it had clear evidence that this 
will be of benefit to its members, in a highly cost-effec-
tive manner.

Digital
HBT’s growing attention to digital is a very welcome 

development. It is likely, however, that the best uses 
to which HBT can put technology will be unique, and 
make use of HBT strengths, such as its status with 
members and their customers as a trusted brand.

The major show sponsors had their own special exhibition space

http://www.klingspor.com.au/
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A different approach — that might become com-
mon in some retail markets — is to think in terms of 
what digital services could offer to directly enhance 
the businesses of the end customers. Having custom-
ers succeed has evident consequences for sales, and 
helping customers do better is one of the best way to 
secure loyalty. 

For example, we know that in the building/trades/
small industrial sector, one of more pressing problems 
is developing winning business strategies. A major 
reason these businesses do get into trouble, and 
sometimes even fail, is not due to poor or substandard 
performance. It is more commonly due to making poor 
management, financial, and strategic decisions. 

For many small construction business with fewer 
than 20 employees, their overall strategy comes down 
to repeating the things they did the year before that 
worked out OK. This means that when the market un-
dergoes a fundamental shift, they miss out on opportu-
nities, and can even get into some trouble.

Using digital resources, HBT could seek to pro-
vide business planning and accounting services to 
the customers of its member retailers. For example, it 
could hook into the rich set of services offered by the 
cloud-based accounting company Xero to provide an 
accounting system. HBT could add to that a project 
management system, a customer relationship man-

agement (CRM) system, and an enterprise resource 
management (ERM) system. 

The provision of a custom industry solution would 
not only help many businesses lift their game and 
avoid some serious problems, it would also capture 
much of the incidental information used to manage the 
business. HBT might be able to facilitate some form of 
bi-annual advice and consultancy based on this infor-
mation flow, helping smaller businesses adapt to the 
changes in their region and industry sector.

Conclusion
HBT has many unique advantages in the market, as 

well as some deep vulnerabilities. The possible chang-
es that are being explored by its current direction seem 
designed to better engage with those advantages.

Scale, strict conformity and deep discounting 
based on high volume purchases will always be able 
to win some of the time. But one of the lessons of HBT 
seems to be that these forces don’t need to be over-
come, but simply resisted, with advantages gained 
elsewhere. 

In the end, every time an independent HBT member 
opens his or her hardware store, dusts down the count-
er, and welcomes the first customer of the day, some-
thing good is happening in Australian hardware retail. 
That is something perhaps worth keeping in mind.

Registration and morning tea were held on the lawns of the Ville Hotel

http://www.klingspor.com.au/
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Let’s start with Hydrox Holdings, which is obviously where all the 
action is. Woolies and Lowe’s are still trying to sort out who is 
going to be the final valuer there, to value their respective inter-

ests in the joint venture so that one can buy the other out. 
It is expected at the moment that Woolies will take Lowe’s out and 

then deal with selling or disposing each of Masters and HTH. There are a 
number of people, quite a number of people looking at HTH and Masters 
or different components of the same. Anchorage Capital Partners, who 
are the people who bought Dick Smith out and then flogged it off to the 
public and cost all the poor investors a fortune, but they did nicely thank 
you very much — they are having a look at it, and I think they are being 
advised by Geoff Dart, who a lot of you will know, an industry advisor who 
has spoken at these venues before for us. 

M10, it is not clear whether they are looking at all or only part of 
HTH. In the last few days the ACCC has written to industry participants, 
particularly suppliers, seeking their views on the effects of a merger, and 
the interesting relevant part of the way that approach and the focus of 
the ACCC, is that they appear to be focused on the market for whole-
sale distribution. Which is what I would have thought was the logical one 
to look at. Because, obviously, were these businesses to merge, then 
independent suppliers and independent hardware stores go from having 
two large independent wholesalers down to having one large independent 
wholesaler. That appears to be the issue the ACCC is focusing on.

There are also various parties suggesting that M10 don’t want all of 
the HTH business, but I can’t shed any light on that. As you probably all 
know, earlier in the year, Hydrox Holdings — or should I say the old HTH, 
the Danks management, announced they were ceasing to market the 
Plants Plus brand, though they were leaving that brand in the marketplace 
for an unknown period of time, but they were not undertaking any market-
ing activity.

So just musing about it all, all the different combinational possibili-
ties, none of which we know will happen, or which may happen, is there 

HBT 2016  
Key Note Address

Address by Tim 
Starkey, group manager 
of HBT, on 12 May 2016
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a possibility that Lowe’s might take Masters out of the joint venture. You 
know, they have an international business. They just recently bought a 
reasonable-sized business in Canada. Interestingly, in Canada they have 
acquired a bit of a relationship with Ace Hardware, because the business 
they have bought in Canada has the marketing rights to use the “Ace 
Canada” name in Canada. 

Could Ace Hardware be interested in the HTH business, or the Mitre 
10 business, or both? You know, Ace Hardware now operates in some-
thing like a dozen countries. They have a significant purchasing network 
out of China to feed their very successful network of stores, and their 
international operations, so are they in the mix? It is interesting to note 
that Ace Hardware ran the ruler over Mitre 10 when it was having all those 
difficulties, and Metcash ended up acquiring them all those years ago. 
It is interesting to note that the CEO of Ace Hardware was the keynote 
speaker at the recent Mitre 10 conference. 

I read somewhere the other day that when Woolworths ends its deal 
with Hydrox holdings, it should add about 5% to their bottom line in 
terms of overall profit of the group. So, interesting times, who knows what 
will happen. 

Metcash/Mitre 10 — can’t get any numbers because they don’t 
segment below putting hardware and automotive together. So you can’t 
get the separate hardware numbers very easily. You can see a little bit 
of growth there between 2014 and 2015 in the combined hardware and 
automotive business. You know the questions to think about, if they do 
acquire all or part of HTH, might they then sell that combined hardware 
division once they rationalise it and improve it, and presumably cut some 
costs out it particularly on the distribution side. Might they then sell it 
all? After all, they did sell one of their most profitable businesses recent-
ly, which is the automotive division, in order to help fix up their balance 
sheet, so that they can concentrate on their IGA business, which as we 
all know as been under very significant pressure from Woolies and Coles, 
and Aldi.

As I said, the ACCC is making those industry enquiries. I also under-
stand from the Danks/HTH stores that HTH has also sense some form of 
communication out seeking their stores or inviting their stores to express 
an opinion about the whole thing. I can only imagine that this is some-
thing that has been left by the ACCC, without understanding it all. I think 
what is clear is that the possible re-rationalisation of the wholesaling in-
dustry down to only one major independent wholesaler, and lots of small 
ones, but in terms of one major national with significant product line, is 
going to have some real implications for the independent retailers of Aus-
tralia that need a warehouse to support them. But also I would think there 
would be a lot of suppliers who are wondering what that means for their 
future as well. So, as the Chinese curse goes: “May you live in interesting 
times”.

Over at Bunnings, the great machine just keeps going. So this is Q3 
2016 versus Q3 2015. All the numbers just keep going up. And the like-
for-like sale growth is still there at 8.3%. It is an amazingly good business. 

No question in my mind that in some categories particularly — I 
know Matt Haymes is here today, if you talk to him about paint shares, 

“The concern is reduc-
ing the number of wholesale 
suppliers from two to one 
will cause further pain for the 
independent stores, which 
is part of the reason why 
the Australian Competition 
and Consumer Commission 
(ACCC) is seeking feedback 
on the merger in the first 
place.

“While some accuse him 
of making a mountain out of 
a molehill, [ACCC chief Rod] 
Sims is unapologetic for the 
decision to seek feedback 
from the industry about a 
merger.”

AFR, 18 May 2016
http://goo.gl/1VQxSk

Continues on page 14

http://www.aircofasteners.com.au/
http://goo.gl/1VQxSk
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HBT Member Statistics
Note: data not supplied by HBT, but derived from publicly available sources. It is 

accurate within a 0.5% to 1.0% variance.

http://www.aircofasteners.com.au/
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HBT Member Statistics

http://www.aircofasteners.com.au/
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all the independents have seen their paint share drop, and the big green 
box’s share of the paint market steadily increase. In my view there are 
some other categories, particularly independent DIY as opposed to trade 
stores, continue to lose some business to Bunnings. 

Betty Tanddo is here. If you don’t get her HNN weekly newsletter, get 
it. And she has recently written two very long, and in my view excellent 
articles about Bunnings, backgrounding them. I can only commend them 
to you as an excellent source of timely information, to add to the other 
industry participants.

From our perspective, the way we see it and talking to stores, Mitre 
10’s increasing approach to their franchisees, that is on an ongoing and 
continuing basis to demand greater compliance with the buying they 
want to see happen, has been causing some unrest. At their recent trade 
conference, they made an announcement regarding fastener supplies, 
and who they saw as their preferred fastener suppliers. I know there 
were a lot of Mitre 10 stores not necessarily happy with the decision that 
had been made. That doesn’t reflect on any of the suppliers involved. It 
reflects more on the way in which Mitre 10 went about it, and what they 
are demanding from the franchisees. We think that level of unrest we 
hear from Mitre 10 stores, that is an opportunity for us. HTH’s uncertain 
future, anything that is uncertain we think creates an opportunity for us. 
A possible merger of HTH and Mitre 10 will make some people unhappy, 
because some people are always unhappy when you change things. We 
think that creates opportunity for us. 

So, we are pretty happy at the moment.
Now, our Industrial Tool Division, which has grown very, very strongly 

over the past two to three years, in that marketplace we see Total Tools 
is becoming increasingly aggressive, and for the guys in that specialist 
space, they probably focus on Total Tools in the way traditional hardware 
stores might be concerned about Bunnings. Total Tools have been very 
aggressive in the marketplace. 

There are way too many buying groups in this industrial and tools 
space, and you can only think that over time that number of groups will 
rationalise. That equals an opportunity for us. Our group, ITT, is now un-
equivocally the largest of the independent groups by numbers by a long 
shot, having come from nowhere in a bit over two years. The acquisition 
of TradeSmart by Central Purchasing Services, which is the old CPS in 
Perth, gives that group a footprint outside of Western Australia. I don’t 
know what that means, but it is another change in that marketplace.

That is really all I have to say about the industry in this year. The other 
players, I didn’t do a slide on NatBuild, who have undergone a man-
agement change during the last year, they’ve reacquired a couple of old 
members, they’ve acquired a major new member in the very large Home 
franchisee Hume and Iser.

http://www.aircofasteners.com.au/
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HBT Award Winners
HBT Store of the Year

Grand Champion
Timber

Grand Champion
Hardware & Building

Growth Champion
Timber

Growth Champion
Hardware & Building

Herbert Hall Hardware from  
Charters Towers (QLD)

Hume Doors & Timber

Macsim Fastenings

 Cost Less Bolts & Industrial Supplies 
(VIC)

ITI Australia

Riversands

ITT Store of the Year
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HBT Video Clips

Supplier of the Year
Awards

People of HBT
How to build a conference

Store of the Year
Awards

People of HBT
Aimee Blake, member services

https://youtu.be/J4OylH4lxJg

https://youtu.be/VNmFuVbK35U

https://youtu.be/j2t8-3ycNuE

https://youtu.be/bgO59yPiwD8

https://youtu.be/5XFVlgyLOL8

Tim Starkey’s Keynote
For video coverage of the 
the awards, HBT People 
and Tim Starkey’s keynote, 
click/tap on the images 
or links, or enter the url 
directly into your web 
browser.

https://youtu.be/j2t8-3ycNuE
https://youtu.be/bgO59yPiwD8
https://youtu.be/J4OylH4lxJg
https://youtu.be/VNmFuVbK35U
https://youtu.be/VNmFuVbK35U
https://youtu.be/J4OylH4lxJg
https://youtu.be/VNmFuVbK35U
https://youtu.be/5XFVlgyLOL8
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We were standing at the en-
trance to the vast hall that 
housed the almost legendary 

US computers and electronics trade-
show of the 1980s, COMDEX. Dressed 
in ten-gallon hats, boots and spurs, we 
faced the prospect of saying “howdy” 
(literally) some three hundred times 
that day to perfect strangers while we 
manned the booth for a software compa-
ny from Texas. My six-foot seven com-
panion — a true Texan — turned to me 
and drawled slowly, “Well, if thisa here 
is some kinda solution, I sure would like 
to get me a look at whatever the original 
problem was.”

Fortunately, the tradeshow at the HBT 
2016 National Conference in Townsville 
was nothing like that. Forced by the cir-
cumstance of limited exhibition space to 
limit both the number of booths and their 
individual size, HBT turned out a trade-
show that was about as close to some-
thing “intimate” as you will find in this kind 
of an event. It might partially have been the 
balmy 30 degree Celsius weather, or the 
relaxed atmosphere that pervades north-
ern Queensland, but the tradeshow floor 
ended up being a space that was as much 
about bumping into familiar faces as it was 
selling and buying things.

All that was really helped along by a 
brilliant idea HBT had launched the day 
before. Instead of handing out polo shirts 
emblazoned with the HBT logo, they 
supplied a large number of bandanas with 
the HBT logo, and launched a competition 
with a prize for whoever came up with the 
most original way of wearing the garment. 
It is a testament both to his long-standing 
wisdom, and a keen sense of what what 
this band of feisty hardware retailers might 
get up to, that HBT’s group manager, Tim 
Starkey, was quick to qualify the compe-
tition’s terms and conditions. In addition 
to ingenuity and creativity, the winning 
method of wearing a bandana also needed 
to pass the test of acceptable community 
standards.

Despite this somewhat deflating and 
dire condition, there was a good deal of 
creativity on display. This ranged from a 
guy who had managed to tie several ban-
danas together to form a ball-and-chain, to 
a number of creatively fashioned bow-ties, 
and one gal who had managed to fashion 
an entire shirt out of bandanas. 

Most, however, opted for your typical 
pirate-style head-scarf bandana look, so 
that you would find yourself discussing the 
finer points of Stanley Black & Decker’s 
FatMax range of power tools with some-
one who looked like a failed extra from a 
Johnny Depp movie. Which was fun!

I have to say that, given the generally 
small booths, most exhibitors did quite 
well, but there were not any really great 
leaps of creativity this year. In terms of 
pure functionality, I thought the Sika booth 
was quite good, as it illustrated clearly how 
the company’s products were supposed to 
be used.

ITI Australia (a supplier award winner) 
was one of the few stands to make good 
use of audio-visual equipment. Bahco has 
evidently hired the services of a very good 
graphic design firm, as it has produced a 
set of posters that really show off its prod-
ucts in a very effective manner.

I also liked the Porta booth, which 
had a wide range of its wood products on 
display. The Sheffield Group had a very 
popular display that seemed to be buzz-
ing with interested retailers much of the 
time. The overall graphic design of the Trio 
Group’s display was also good. By using 
darker colours they managed to really 
“bring together” the look of their stand.

On the pages that follow, we’ve 
profiled quite a few of the stands. It’s a 
testament to just how well the tradeshow 
did work that many of these pictures don’t 
represent the stands all that well — there 
are too many people crowding into them! 
That the kind of “fail” you don’t really mind 
having at a tradeshow.

The Trading Floor

Cement Australia 
staff worked hard to 
overcome their nat-
ural shyness, and let 
their bandana spirit 
shine through.

Good Porta 
stand, helpful staff, 
but didn’t really 
know the best sort 
of wood to build a 
Spanish Pirate Gal-
leon with

SIka stand took 
a very welcome 
hands-on approach.

Great graphics 
from Bahco
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KLINGSPOR AUSTRALIA

Paul Hoye
Managing Director 
“We are premium suppliers 
to HBT, so we believe that 
there are more Klingspor 
products sold than any 
other brand in our range. 
We like to support HBT, 
and they support us as 

well. So we are here showcasing some new 
products. 

“We’ve got the diamond range, which is very 
new, and it seems to be received very well. 
Very high quality, very well made. There is 
a lot of product around, but this seems to 
compete well on price, but is also very high 
on quality, and we are making some very 
good inroads with that. The quality is our 
point of difference.

“We have retail packs of the disks, which is 
relatively new. This was actually developed 
for HBT, as they are trying to push us 
towards more of a retail product, Most 
manufacturers either go for cheap retail stuff, 
for the DIY market and so on, or expensive 
bulk-packed products for the professional 
market. This is professional product in retail 
packs.

“So what we are selling is professional 
quality products in a retail pack.”

New Product
The Diamond Range
In 2015, Klingspor invested in a new, state of 
the art diamond wheel manufacturing plant 
in Europe.

The range and quality Klingspor can now 
offer is unrivalled in Australia. The range 
includes;

• Segmented diamond wheels from 100mm to 
500mm in diameter

• Turbo rim diamond wheels for general 
applications

• Continuous rim wheels for tile cutting

• Cup grinding wheels for surface grinding

• Core drills in a variety of diameters

• The diamond range Klingspor is offering is 
made from the highest quality raw materials 
with the finest manufacturing processes

“We are 
selling a 
professional 
quality 
product in a 
retail pack”
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AIRCO FASTENERS

Lee 
Heslehurst
National Account 
Manager
“I just want to 
introduce you to the 
new and improved 
version of our Senco 

Fusion Tool. Generation II has a new battery, 
and a range of other improved features. 

“With the patented technology limited 
to Senco only this is your fitout solution. 
The intense power delivered from the 
compressed air cylinder you will get 250,000 
shots at full power and even after that many 
shots you’ll only lose 5% of your power with 
1000’s more to remain, then it’s as easy 
as just replacing the canister. The fusion 
technology comes with a 2 year limited 
warranty.

 “A big advantage of this tool is the savings 
you will experience over its lifetime. It 
is gasless, it’s easy to look after with no 
servicing required. Compared to tools that 
do require you to replace gas canisters, the 
tool offers big cost savings. With a standard 
box of gas cartridges costing around $45, 
and an average builder going through nine 
or ten of those a year, the Fusion technology 
will save you several thousand dollars of 
dollars over the life of the cylinder.”

New Product
Senco Fusion Generation II
Senco’s Fusion range of nailguns combine 
the advantages of cordless and compressed 
air powered nail guns.

Utilising a unique compressed air cylinder, 
and a cordless actuating mechanism, tradies 
get instant response, low maintenance, and 
considerable cost savings.

“The Fusion 
nailguns can 
save builders 
thousands 
of dollars 
over their 
lifetime”



21

MAKITA

Paul Hood
National Key Accounts Manager
“Makita has been a supplier for HBT for more 
than 12 years now, and a major supplier at 
that. 

“A lot of HBT members stock our MakTek 
range. Now we have a new series that is 

going to replace that. It is called the Makita MT Series. 

“The first thing you will notice is that the Makita name is actually 
prominent on the tool. If you look at any of the tools, rather than 
MakTek we’ve actually branded it as Makita MT. The reason for this is 
that everybody knows the Makita name, so why try to sell a different 
brand?

“As most of the dealers know, the tools are trade quality, but they are 
actually several generations old. So we now have new technology 
that we put in our latest Makita products, but these are good solid 
workhorses for people at home, or people just getting into trade, or 
perhaps not doing as much work, so they are only using it every so 
often.

“The one difference between this and MakTek is the range. We have 
a much bigger range now, so all product ranges are covered, and 
we’ve actually gotten into the lithium tools as well, so we do have 
battery tools available, whereas previously they were only electrical. 

“So that is going to fit most of the HBT members a lot better. They 
will have a much bigger range, and they’ve got some of that battery 
range to get the customers into it.”

“We’ve 
replaced 
MakTek with 
the Makita 
MT Series 
because 
everyone 
knows the 
Makita 
name”
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ABSCO INDUSTRIES

Alex Webb
Sales and Marketing Coordinator
“Basically we sell the easiest to put-together 
sheds on the market. It is a DIY product that 
come flat-packed. Normally a panel might 
need 20 to 30 screws to assemble, but the 
ABSCO product has SnapTite where you 
simply slip channels over the panel, and they 

snap into place. This makes the whole process a lot easier and faster 
for the average person, and even easier, of course, if you are already 
handy. 

“This is across all of our products, including our sheds and our 
garden beds. We’ve recently expanded our garden bed range, the 
Hexies. We used to have just a standard size, a standard rectangular 
one. We found that people wanted more flexibility, as people have 
different yards and different needs, so we expanded our range into 
different shapes and sizes, such as hexagonals. We also have two-
tiered garden beds with one low and one high sections. So we are 
constantly expanding our range, to provide the end customer with as 
many options as possible. 

“Previously a lot of our sheds have come with a channel set that can 
be over two metres, and so needs to be shipped in a separate box to 
the rest of the shed. We are now moving to a splice in the channel, 
so that everything can be shipped in just the one box. We’ll be rolling 
that out by the end of July 2016.”

“ABSCO sells 
the easiest to 
put-together 
sheds on the 
market”
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BREMICK FASTENERS

Bremick supports 
independents
Bremick was founded by Michael Hawksford 
in 1965 in a small warehouse in Alexandria, 
Sydney. It now has 14 distribution centres 
including four manufacturing locations in 
Australia, New Zealand and Asia.

It’s products have been used in major 
construction projects throughout Australia.

The company has built much of its success 
on innovation. Recently, Bremick launched a 
new compressed sheet screw. This is based 
on a refinement of the popular Vortex design 
to make it more suitable for use with all 
types of compressed sheeting. 

Bremick is also something of a pioneer in 
providing solutions for the display of its 
products. After its investigations with focus 
groups revealed that retailers were seeking 
a better solution for display, with a better, 
more readily understood layout, Bremick 
responded by launching its lateral point of 
sale solution.

“Bremick 
is proud to 
continue its 
support of 
independent 
retailers”

At far right, Mike Sayers, divisional manager — retail for Bremick joins  
HBT’s Steve Fatileh (centre) and HNN’s Betty Tanddo (left)

Bremick’s nail category solution

Bremick’s 250g and 1kg range
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STANLEY BLACK & DECKER

Chris O’Neill
Channel Sales Director
“One of the major things we have at the 
conference is that we are launching Stanley 
FatMax powertools to the HBT group. It is 
primarily cordless, but with some fantastic 
corded products. Three-year trade warranty, 
key selling feature for a mid-price point brand, 

so it really suits the HBT group. Perfect for hardware stores, but also 
fits quite well into the industrial space. 

“Within the range we have some fantastic products. There are 
standard drills and impact drivers. One of our new products is a 
bradder finishing gun for skirting boards and finishing timber work. 
This comes in at a very, very attractive price point. Appeals to guys 
who need to do the odd bit of finishing work on-site, but may not 
be working with timber all day, everyday. Perfect type of tool in that 
space. Everything links with a standard two-amp or four-amp battery.

“When a store puts a range in they will get an in-store unit, this comes 
with a proper header, and holds the whole range. We also have some 
stationary tools that goes with the unit, including a mitre saw and a 
saw stand.

“The range is growing, probably by 20% to 30% this year, with some 
great innovations, including some brushless technology. “

“Stanley 
FatMax has 
a three-
year trade 
warranty, a 
key selling 
feature for 
a mid-price 
point brand”

http://abscosheds.com.au/
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ROMAK

Laurie Peck
National Sales Manager
“We supply the HBT with a range of hardware 
products. We’ve been supplying HBT since its 
inception, and it has been an incredible journey 
to see this group grow as much as it has.

“We have a remarkable new product that we 
are selling. It is a template for a door. It is designed for 35mm and 
40mm doors. It takes the difficulty of installing door furniture on a 
door away. So it is designed to provide 60mm to 70mm backset, 
and then a template that is cut out for a latch. Made in Australia. Guy 
in WA designed it, and has given us the sole rights to it. It is selling 
exceptionally well right now. It is brand new, without any competitors 
in the market.

“Its main benefit is just how easy it is to setup, it is lightweight, takes 
up little room, so tradies can take it with them easily. It is constructed 
to be durable, and, as I say, made in Australia.

“Another product we are featuring is the WindBag. It is designed 
for levelling purposes. Tradies can use it for leveling up cabinetry, 
doorframes, windowframes and so forth. It has a weight carrying 
capacity of 200kg. It is very thin when deflated. You simply slide it 
under whatever you want to level, then pump it up. A button releases 
the air when you are through.”

“We’ve been 
supplying 
HBT since its 
inception, 
and it has 
been an 
incredible 
journey”

http://abscosheds.com.au/
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PORTA

Lyle Maybury
Commercial Sales Manager
“Porta has a whole new range of timbers. 
Everyone knows us for our normal moulding. 
We are now introducing a whole new range 
of hardwood, which is designed specifically 
for the trade store, and particularly the smaller 
trade store. One of the new timbers is a class 

one durable timber. What makes it different from what we provide and 
what big timber yards provide, is that we offer a piece-rate, so you 
can order one piece, or you can order a job-lot, selecting different 
timbers. We will pack up that order and send it out to the store. This 
means that stores don’t have to hold the timber in stock. This is a big 
plus, especially for the smaller stores.

“What we are looking at is providing timbers that allow the builder 
to say, OK, I want the flooring, I want the stairs, I want the decking, 
that is all off-the-shelf stuff, in the same timber. But if I want a special 
custom moulding for a handrail or a trim, we can mould that in the 
same timber, so the builder gets the complete package, perfectly 
matching, from one source. 

“This is a totally new approach. Some people do bits and pieces of 
a range in this way, but Porta is offering this across the whole range. 
We can do that in just about any species — Spotted Gum, or Black 
Butt, for example.”

“Retailers 
can order 
one piece, 
or a job lot. 
That means 
they don’t 
have to keep 
the timber in 
stock”

http://abscosheds.com.au/
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WHITE INTERNATIONAL

Stuart Reynolds
General Manager Sales
“We are a company of global brands, and 
taking brands from Italy, from the UK, from the 
USA, and some of our own brands out of China, 
where we control the quality assurance. So 
we are working on giving an offer to the HBT 
group, for example, that gives brand credibility 

across the market and gives them a range selection that allows 
them to be definitive in their own area of the market, whether it be 
carpentry, or pumps or measuring/marking orientation.

“One of the critical brands we can talk about is our own brand, Abbott 
& Ashby, which is currently being revamped. The packaging is a bit 
of old world type and needs a bit of up-spec. We are going to bring 
some colour sense into this to give it a bit more influence in today’s 
market. It is a crossover for us, in the industrial/trade market, so it is a 
good opportunity for us to help push our own brands.”

“We are 
working  on 
giving an 
offer to the 
HBT group 
that gives 
them brand 
credibility 
across the 
market”

http://abscosheds.com.au/
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WHITES GROUP

Colin Churton
National Account Manager
“We have rebranded to Whites Group from 
Whites Wires. That is because we are no 
longer just about wire products we are more 
into things like finished goods, so things like 
Garden-Up. So we are not only about wires 
anymore. 

“Everyone knows Whites Wires as it has been around Australia for 30 
to 40 years. It is a matter of just getting people used to the new logos 
and new brands.

“Garden-Up, which enables you to add colour to the home with 
elevated plantings, is proving popular, as it is part of an ongoing 
trend. 

“We have different merchandising options. These range from outside 
in the yard, with racks to put your mesh in, to inside where we have 
solutions for how to put retaining screen up, different vertical garden 
options. We can build and tailor packages to suit what the retailer 
needs, and the space they have available. 

“I guess over the next 12-months we will be going further into the 
solution products, looking at better ways to retain water in the vertical 
gardens, which will mean getting into some new areas.”

“We have 
rebranded 
to Whites 
Group from 
Whites Wires 
because 
we are 
doing more 
finished 
goods”

http://www.makita.com.au/
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NEWELL RUBBERMAID

Kevin Marshall
National Account Manager
“One of our great new products is our bolt grip 
extractor. It has reverse spirals in the actual 
bolt there. What this does is to reverse back, 
and remove rusted bolts, nails, anything that is 
causing a problem. It ranges in size from 5mm 
right up to 32mm. It is a fantastic time-saving 

device for tradies, for handymen, for fencers, for farmers.

“We have things like impact driver accessories. The tips of our drivers 
are not magnetised, so what we have is a device that slips over the 
top of the driver. It is magnetised, and provides a good place to hold 
the screw securely before it is driven into the surface. 

“We also have a range of extensions. These are fantastic for tradies 
as well, if they are doing flooring or roofing, so rather than having 
to climb up a ladder, drill, get down, move the ladder, drill again, 
they can just extend the drill there, and move smoothly and quickly 
through their work. The extensions come in various shapes and sizes 
to suit different tasks. And we even have extensions for the impact 
drivers as well, which is great, as the tradies can choose whatever 
tool they want to use. 

“Over the next twelve months we have new range of circular saw 
blades coming along in August. We have some diamond abrasive, 
that is brand new, and we also expect that in October. For 2017 we 
have one-handed bar clamps, a relaunch of our products in that area, 
as well as some new, innovative screwdriver sets as well.”

“We have 
extensions 
for impact 
drivers as 
well, which 
is great, as 
the tradies 
can choose 
whatever 
tool they 
want to use”

http://www.makita.com.au/
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RECOCHEM

Michelle Pearse
National Account Manager
“We have a couple of new products that have come out this year. 
One of these products is our Wheelie Bin Cleanser. It has been 
reformulated. 

“This is biodegradable. It comes as a concentrate, so this one-litre 
bottle makes up a total of 50 litres. Simply pop it in your bin, give it a 
swish with a broom, then you can pour it out down the drain or over 
the lawn, as it is biodegradable and will not harm anything. That gives 
you a nice, fresh wheelie bin, that is not only clean, but bacteria free.

“It can also be used for cleaning drains, kennels, poultry sheds and 
stables.

“Our products range from all kinds of solvents, thinners, timber-care 
products, and some non-chemical products as well as the chemicals. 
For example, there is a multi-surface cleaner that is based on 
methylated spirits, that kills most bacteria. It has fragrance in it, so you 
can get it in lemon, lavender, or vanilla. It is the best surface cleaner 
you can find for glass, stainless steel — it has a wide range of uses.”

“Our 
products 
range from 
all kinds of 
solvents, 
thinners, 
timber-care 
products, 
and some 
non-chemical 
products as 
well as the 
chemicals”

At far right, Michelle Pearse of Recochem, HBT’s own Gavin Keane (centre), and  
Betty Tanddo of HNN (left)

http://www.makita.com.au/


31

SIKA

The Sika stand offered one of the more 
innovative stands at the tradeshow, 
with a series of in-use vignettes that 
illustrated how various products would 
be put to use.

http://www.makita.com.au/
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 BAHCO

The Bahco stand offered some of the 
better static displays at the tradeshow. 
The large poster graphics clearly 
illustrated the features of the tools it has 
for sale, and this was backed by good 
displays of the actual tools themselves.

http://hnn.bz/HNN-mediakit-autumn2-2016.pdf
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SNAPSHOTS

http://hnn.bz/HNN-mediakit-autumn2-2016.pdf
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SNAPSHOTS

http://hnn.bz/HNN-mediakit-autumn2-2016.pdf
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HBT 2016  

Gala Dinner
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PRIZES

The Crane 
Family 
from Beau-
View Trade 
Supplies 
won 3rd 
prize 

Brian and Margaret Goding 
from Moorooduc Timber & 
Hardware won 2nd prize

(l to r) Patrick O’Connell, Scott 
Leckenby, Betty Tanddo, Lee 
Heslehurst

(l to r) Mike Sayers, 
Mike Loricco

(l to r) Michael Blyth, Leon 
Quinn, Debbie Payne, Justin 
Skehan

 Brenden and Jennifer McKay 
from Harden Bearings & 
Hardware
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(l to r) Steve Sanders, Gavin 

Keane, Betty Tanddo (l to r) Betty Tanddo, Lawrie 
Peck, Richard Chamberlain, 
Ken Dunlop

Yes Tim, we’re just 
being annoying

(l to r) Mike Rohde, Mitch 

Cameron
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Chris and Anthea Moorfoot from Yarra Junction Timber & Harware won 4th prize

(l to r) Cerise and Michael 
Davis, Anthony Mirabile, 
Charles Mirabile

The Henderson Family 

from Hendo’s Power 

Tools won 8th prize

 (l to r) Scot Gorton, Andrew 

Coffey, Betty Tanddo, Darren 

Voigt

Ron and Gayle Stoyle from Coastal Fasteners

Cheryl Newing and Sue 
Marsh from Virginia 
Building Supplies won 
7th prize

(l to r) Joanne Dewar, 

Paul Hoye, Betty Tanddo
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 (l) Haymes Paint  
Getaway Prize winner  
Joan Kent of Kent Hardware 
(r) Matt Haymes of  Haymes 
Paint
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Japanese-based power tool company Makita 
has launched a replacement for its off-brand 
Maktec range of power tools. The new diffu-

sion brand, named “the Makita MT Series”, signals 
a change of market strategy at what has been one 
of the world’s best tool design/manufacturing com-
panies. It is also inline with what seems to be a 
more general shift in the overall cordless power tool 
market.

“Cordless” is a key term, as one of the major dif-
ferences between Maktec and the MT series is that the 
latter (unlike the former) will include a range of Lithi-
um-ion (Li-ion) battery-powered tools. (Maktec did have 
one cordless tool, the Nickel-Cadmium battery-pow-
ered MT065SK2 drill.) Not only are they Li-ion cordless, 
but they also make use of standard Makita 18-volt 1.3 
amp-hour batteries and chargers, showing integration 
into the main Makita line of tools.

Why Maktec and MT Series 
makes sense
The core idea behind Maktec — and behind the new 
MT Series — is a sound one. It relates both to market 
needs and the costs associated with the design and 
manufacturing of tools. 

At the end of any durable product’s manufacturing 
run, the manufacturing company finds itself left with a 
number of valuable assets. There is the design itself, of 
course, but also the hard manufacturing assets used 
in production which, with the change of product, no 
longer have much residual worth. Added to that are the 
“soft” manufacturing assets. Typically, during manufac-
turing a number of lessons are learned, both in how to 
make a product a little better, and how to cut costs in 
numerous small ways, which can add up to consider-
able efficiencies.

Maktec was likely initially conceived as a means of 
giving those assets a “second life”. Power tools which 
had been superseded by newer and better designs, but 
which were still competitive against the average tools 
in the market, could be produced using some of the 
existing assets.

Costs were cut by the reduced asset expense 
required, and also by shifting production from Makita’s 
higher operating cost  factories in Japan to its less 
expensive resources in mainland China. That worked 
out well, because the Japanese factories excel at the 
Japanese manufacturing art of continuous improve-

ment. By the time manufacturing shifted to the purely 
cost-focused factories in China, the processes were 
highly refined. This resulted in an ideal blending of a 
higher-cost, high-development environment, and low-
er-cost, low-development manufacture.

There is something in this of the Japanese concept 
of “shibui”. On the surface is what seems a quite usual 
re-use of older assets. Underlying it, however, is a bal-
ancing of the strengths and weaknesses of the different 
resources in the company. 

The Maktec problems
The problem Makita faced was that even when they 
were a couple of generations old, Makita tools were still 
so good that they could take market share away from 
Makita’s newer tools — what is sometimes referred to 
as “cannibalisation”. To help overcome this problem, 
Makita came up with the “Maktec” brand, which includ-
ed different tool casing designs, in particular the orange 
colour that sharply sets these tools apart from Makita’s 
teal tools.

(There is also a degree of “colour play” in this 
choice of colours. The official Makita colour is defined 
under the Pantone Matching System as number 321. 
Reproducing that colour in red, blue, green (RGB) 
settings, it comes out as 0, 140, 149. So it is a close 

Makita Launches MT Series
Replacement for Maktec more integrated

Box branding for Makita MT series



hnn.bz 41

matching of green and blue, but slightly more towards 
blue. In the Japanese culture/language, this blue-green 
colour (which in English we call 
“teal” when it is more blue, and 
“aquamarine” when it is more 
green), is actually regarded as a 
primary colour, known in transliter-
ation as “ao”. So, in the Japanese 
language of colours, Makita has 
used a primary colour for its main 
Makita range, and a secondary, 
derived colour, orange, for its off-
brand Maktec tools.)

The Maktec tools, which were 
marketed in particular through 
Mitre 10, tended to confuse the 
market, as Makita was not always 
that clear about what these tools 
were, or how they expected them 
to be used. In promotional materi-
als, Makita usually categorised the 
tools as being ideal for DIY and 
“semi-pro” uses. 

In the Australian context, the 
take-up of these tools for DIY use 
would seem to have been very 
low. The same would really hold 
true for both interpretations of 
“semi-pro”: they weren’t the tool 
of choice for odd-job handymen, 
and certainly not for the prosumer, 
either.

They did have an appeal, 
however, for tradie/profession-
al users who made occasional 
use of a certain type of tool, but 
not enough to justify buying the 
topline, most expensive mod-
el. Examples of that kind of use 
would include mixers, routers, and 
heavy-duty corded drills. Tradies 
liked the Maktec tools for these 
uses because the tools would be 
retained for long past their war-
ranty, and used for the equivalent 
of two or three weeks a year. 
What they were purchasing was, 
in effect, long-term reliability. 

It’s not surprising that one of 
the more popular Maktec tools 
was its line of corded routers. 
This is the kind of mechanical-
ly complex tool that Makita knows how to build as a 
hard-wearing, reliable unit, something that could not be 

said for most of the routers cost-competitive with the 
Maktec range.

Makita resolves 
conflict
As far as HNN has been able to 
determine, there seems to have 
remained something of a slight 
conflict within Makita management 
over what should be done with 
the Maktec tools. In the end the 
company chose to go ahead with 
the project, but the tools received 
quite limited distribution and pro-
motion.

These conflicts have been 
clearly resolved with the replace-
ment of the Maktec brand by the 
Makita MT Series brand. Makita 
is now aligning these less-ex-
pensive tools with its main brand. 
The change in the name — now 
incorporating “Makita” — and the 
use of the primary Makita colour 
both reinforce this very different 
approach.

Early indications are also that 
the company will be seeking wider 
distribution of the brand. For ex-
ample, it is now available through 
the Hardware & Building Traders 
(HBT) group. The marketing ap-
proach has yet to be released, but 
the Makita stand at the HBT 2016 
National Conference in Towns-
ville, Queensland was strongly 
promoting the MT Series, and it 
seems likely this will be a general 
approach.

What might have helped 
resolve the previous conflict over 
the Maktec brand is simply the 
accelerated pace of development 
in the power tool market. We are 
effectively entering, in 2016, the 
third stage of cordless Li-ion tool 
development, after the technology 
has been on the market for just 
11 years. This contrasts with the 
relative stability of the previous 
Nickel-Cadmium (and its derivative 
Nickel-metal hydride) battery tech-

nologies, which evolved very slowly from their introduc-
tion in the late-1970s by Makita.

MT Series 18V Mobile Driver Drill

MT Series 18V Mobile Impact Driver

MT Series 18V Mobile  
Hammer Driver Drill
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For example, there is now a very clear differentia-
tion between brushed and brushless power tools, with 
most professionals today unlikely to consider brushed 
motors for their daily use tools, as the advantages of 
brushless tools are considerable. 

One very important fact is that the MT Series 
cordless tools are being sold with the Makita BL1813G 
1.3 amp-hour battery as standard. As long-time Makita 
users know, “high-drain” Makita tools are made so that 
they cannot use the 1.3 amp-hour batteries, requiring 
the 3.0 amp-hour and up batteries instead. 

What we could see happening over the next three 
years would be for Makita to move most if not all of its 
brushed tools into the Makita MT Series. This would 
offer a dual benefit. Not only would it establish a clear, 
individual brand identity for tools that were built to 
the same high standards as all Makita tools, but with 
lower-cost technology, it would also clearly define all 
the pure Makita branded tools as being of the highest 
quality.

Markets 

South-East Asian markets
It’s notable that other power tool makers have also 

adopted a downshift in the professional market. Most 
notably, Stanley Black & Decker (SBD) have begun a 
wider distribution of their Stanley FatMax brand, includ-
ing through HBT. 

One cause for an increased interest in downscale 
tools is preparation for an expanding market in South-
East Asian countries, such as Indonesia, Vietnam and 
the Philippines, well as the Asian sub-continent. Not 
only are the tool manufacturers struggling with econo-
mies where much of the building is done informally and 
“on the cheap”, they are also dealing with building pro-
fessions where the move is not from corded to cordless 
tools, but from hand tools to cordless tools.

The Maktec range has been used by Makita as a 
bridge into these markets. The front page of Makita’s 
Vietnamese website frequently features Maktec tools. 

Makita’s Indian site not only features Maktec tools, but 
also describes some models of these as designed spe-
cifically for the Indian market. It is highly likely that the 
introduction of the MT Series brand into these markets 
will boost sales considerably.

Stanley has made some progress in these markets 
as well, especially in the Philippines. It does seem pos-
sible, however, that the Makita MT series may have an 
advantage over FatMax for the next two or three years 
in the less-developed markets, as its profile of high 
durability and ongoing repairability are a good fit. 

The Australian market
Given this change in its marketing, and a far clearer 

definition of what Makita MT Series tools are, replacing 
the fuzzier sense of what Maktec tools were, which 
markets will find these tools appealing? 

One clear market will be professionals who, for a 
range of reasons, still need some corded tools in their 
kit for special uses. Another evident use would be as 
the “backup” tool to that one tool a tradie simply can-
not do without, such as an impact driver. 

Instead of purchasing a cheaper brand, and thus 
a whole new battery system, as insurance against that 
day when the apprentice drops the Makita off the roof 
of a two storey building onto the concrete below, a 
builder can have a Makita-branded replacement ready, 
using the same battery system, without spending too 
much.

Beyond those markets, HNN does also believe that 
the MT Series could find a decent market with a certain 
band of DIYers. These would be people largely involved 
in maintenance and repair work who, more than any-
thing, are looking for a tool that can absorb bumps and 
small falls, and will last for more than six years. 

Where it is far less likely to succeed is in the field of 
prosumer users. These markets tend to look for ad-
vanced features. In fact, the Stanley FatMax brand is 
just about an ideal fit for the prosumer.

Makita’s Indian website frequently features Maktec tools
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The Australian situation
It is possible that there is another, slightly more 

dire, reason why some of the power tool companies are 
marketing down-spec tools in the trade market. The 
forecasts from the Housing Industry Association and 
other sources indicate that both 2016/17 and 2017/18 
are likely to see a mild decline in construction activity. 

At the moment the forecast would indicate a mild 
recovery in 2018/19. However, this is less certain than 
the declines over the next two years. It is just about as 
likely that 2018/19 will be a flat year for construction 
growth.

Given that less than positive future, the tool manu-
facturers may be gearing up to supply tradies who are 
doing it tough with good-enough, less expensive tools. 

Tool company strategy
With the introduction of the Maktia MT Series this is a 
good time to look at the overall strategies of the leading 
tool companies. 

There are surprising similarities in the strategies of 
Techtronic Industries (TTI) and Bosch. Both have two 
major lines of tools, one consumer DIY, and the other 
high-end trade/professional. While TTI’s Milwaukee 
brand certainly has the technological edge at the mo-
ment with its One-Key connectivity options, indications 
are that Bosch is on a stretch project to catch up over 
the next two years.

There are some similarities, but not as many, 
between the strategies of Makita and SBD. Both are 
offering a split range to the pro/tradie market. Bosch 
has a good product for prosumers, and Makita a good 
product for less-developed countries. SBD, let us not 
forget, also has a very good pure DIY offering with its 
Black & Decker tools, something that Makita has not 
developed.

One real similarity between SBD and Makita, how-
ever, is that both companies are lagging in the Inter-
net of Things (IoT) development of their tool systems. 
SBD has brought out a Bluetooth-equipped battery for 
both its B&D consumer range and DeWalt, but indica-
tions are that sales are slow for these products. SBD 
has promised a surprise hi-tech innovation for later in 
calendar 2016, but no details have become available as 
yet.

Makita, on the other hand, has not indicated any 
development work in IoT product enhancements. This 
could, in part, reflect the fact that of the major tool 
companies, Makita has the lowest reliance on fleet tool 
sales, which is what IoT is generally aimed at.

In terms of strategy over the next six or seven 
years, the difficulty HNN sees is that the endpoint of 
IoT development will be the integration of Hilti-like tool 
leasing arrangements for the major tool companies. If 
that does happen, Makita could find itself quite disad-
vantaged in the market.

HNN has not, of course forgotten the other major 
power tool company, Hitachi Koki. Hitachi has made an 
excellent move in acquiring the German-based Metabo, 
but we expect the fruits of their merged technologies 
will not be available until mid-2017 at the earliest.

That is something to look forward to. In fact, 2017 
is set to be something of a “banner year” for tool 
development. We will likely see a second generation 
One-Key product from TTI/Milwaukee, Bosch will be 
launching its tools with integrated Bluetooth control, 
and DeWalt will be developing whatever its new innova-
tion is.

For retailers facing something of a “down” market 
in Australia, it will be particularly good news, as tool 
innovations will help spur demand for tools, and hope-
fully give revenues a good boost.

Click ad to visit hbt.net.au

http://hbt.net.au/
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Construction/
Reno Forecasts

This article is the second in a series of three. In 
the first, we looked at the housing and reno-
vation market for New South Wales/Sydney 

and Victoria/Melbourne. If you missed that, the data 
is similar to the data presented here, and you can 
access it by downloading the following link:

hnn.bz/hinews-2-7.pdf

In this article HNN looks at the housing market for 
the remaining large states: Queensland in the northern 

part of the eastern seaboard, South Australia, along the 
southern coast, and Western Australia, which takes in 
most of the western part of the continent. In addition, 
we also provide an overview of the Australian market.

The third part of the series will look at the smaller 
Australian states and territories: Tasmania, the Northern 
Territory and the Australian Capital Territory.

The following is a brief summary of details on New South Wales and Victoria. For full 
details, please see the previous issue of HI News, which can be downloaded at:

hnn.bz/hinews-2-7.pdf
New South Wales Victoria

http://hnn.bz/hinews-2-7.pdf
http://hnn.bz/hinews-2-7.pdf
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The single most significant fact about the 
Queensland (QLD) economy may be that 
both unemployment and underemployment 

are trending down — albeit on a somewhat gradual 
slope, and with some recent setbacks. With one of 
the lower median house prices in Australia, it is pos-
sible that an improvement in employment numbers 
will see demand increase, but it is likely this will take 
until the end of 2016 to take effect.

That said, the HIA is clearly forecasting a slowdown 
in housing starts for 2016 and 2017. While QLD has 
pulled itself out of the worst of the end-effects of the 
resources “boom”, the state has pretty much exhaust-
ed its readily available internal stimulus spending, 
and its economy must now transition to something 
more self-sustaining. Spending on the 2018 Common-
wealth Games, to be held on the Gold Coast, will likely 
be a final economic boost. As a document from the 
Queensland Treasury points out:

In terms of peer comparisons, Queensland’s Gen-
eral Government Gross Debt is the highest of all 
major states. Queensland also performs poorly on 
the General Government Debt to Revenue mea-
sure. 

Queensland
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The numbers indicate that detached housing 
approvals have shown real strength since the start of 
2014. The reason for this surge can be seen in the chart 
for Brisbane dwelling prices, where on the ABS index 
house price increases peaked in mid-2014, before fall-
ing to a low in mid-2015. Meanwhile, attached dwell-
ings (such as apartments) were largely flat.

This flat performance has increased fears that 
an oversupply of apartments could affect the overall 
property market. It is possible that the recent reduction 
in interest rates could forestall that. For one thing, a re-
duction in mortgage costs tends to encourage those on 
the very edge of being able to afford a housing invest-
ment to go ahead with purchasing an apartment — the 
most affordable option. For another, the drop in interest 
rates will cause a longer term lowering in the exchange 
rate of the Australian dollar, making investments in Aus-
tralia cheaper for overseas investors. With the recent 
crackdown on the purchase of existing housing stock 
by overseas investors, the incentives to buy new, off-
the-plan apartments have been further increased.

There is little doubt, looking at the trendline for the 
ratio of non-houses to houses, that attached dwell-
ings are taking up an increasing proportion of building 
approvals. This is not as steep a trend as for NSW and 
VIC, which is likely due in part to QLD’s slower popula-
tion growth, combined with other characteristics which 
result in a higher availability of land for development 
purposes.

Spending on renovations appears to have recov-
ered, though it will moderate over the next two years, 
according to HIA forecasts. While the overall trendline 
shows a continued downwards trajectory, the quarterly 
trend has turned around since mid-2013.  

Retail sales at hardware stores seems to be rela-
tively closely matched to the renovation recovery. While 
it is likely that sales growth will decline into single digits 
along with a slowdown in renovation, QLD could be 
looking at a period of some kind of consistency after 
some years of volatility in revenue.

http://goo.gl/XDZUXp

http://goo.gl/XDZUXp
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One question that hangs over the South Aus-
tralian (SA) housing market is precisely what 
effect the closure of the Holden manufactur-

ing plant at the end of 2017 will have on the state, 
and on its capital city, Adelaide, in particular.

When the closure was announced, Holden em-
ployed close to 1600 workers. This has already de-
clined, to just 1250 workers. While in an immediate 
numerical sense the loss of these jobs does not seem 
so significant (the number of people employed in SA is 
over 814,000), the closure is thought to have consider-
able flow-on effects. It is estimated that some $4 billion 
will exit the state’s economy, and that cumulative job 
losses of up to 65,000 — close to 8% of those currently 
employed — could take place by 2020.

The challenges facing the state were outlined in 
a statement by the SA’s Treasurer, Tom Koutsantonis, 
when handing down the budget for 2015/16:

The slow-down in the Australian economy and 
collapse in commodity prices, the withdrawal of 
Federal Government support for our auto-manu-
facturing and navy shipbuilding industries and the 
$1.4 billion in Federal Government cuts to health 
and education over the next four years are all 
threatening South Australian jobs.

To counter this, the state government has made 
moves to reduce business costs, and plans to invest 
$10.8 billion in funding infrastructure, including $3.3 
billion for health facilities and $1.4 billion for road  
projects.

Should the gloomier economic forecasts prove ac-
curate, it is likely that South Australia could experience 
a considerable population decline, as families leave the 

South Australia
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state to seek employment in VIC and NSW. This would 
adversely affect housing demand, thus house prices, 
and future construction work.

The general projection by the HIA is dwelling starts 
will decline for 2016, continue to decline for 2017, then 
return — though not to 2016 levels — in 2018. Reno-
vation spending will follow a somewhat similar pattern, 
with a decline continuing into 2016, followed by a mild 
recovery in 2017.

As with Western Australia, SA’s building approv-
als show a marked difference from those of the three 
largest states, with housing continuing to very much 
dominate, even though non-house dwellings show a 
trending rise. The lower demand for attached housing is 
shown in the price movement graph. While house pric-
es have not performed spectacularly, attached dwell-
ings have been largely flat, with only modest increases.

For hardware retail sales, the state has recovered 
from a down period between 2012 and 2014, and 
achieved some stability at levels close to those of 
before the global financial crisis of 2008. However, as 
with renovations, it’s likely sales will drift downwards 
over the coming two to three years. With the state’s 
economy facing much uncertainty, most families will 
be conservative in their investments, especially as the 
return on investment for renovations will likely be low.

http://goo.gl/agfRTG

http://goo.gl/agfRTG


hnn.bz 49

The main factor that is likely to affect the future 
of the housing market in Western Australia 
(WA) is population growth. The state’s Housing 

Industry Forecasting Group (HIFG) has suggested in 
its most recent (October 2015) report that previous 
forecasts of population growth would have produced 
a demand for 27,000 dwelling in the coming years. 
However, HIFG suggests that if population growth 
follows the patterns from 2001/02 and 2005/06, 
when it fell to a consistent 1.5% a year, then demand 
would drop to 19,000 dwellings per year — a sub-
stantial decrease.

The HIFG offers the following forecast:

In view of the fall in commencements in the sec-
ond half of 2014-15, coupled with falling finance 
and dwelling approvals, much slower population 
growth and significant slack in the rental market, 
HIFG is forecasting a 26% decline in commence-
ments in 2015-16, to 23,000. As the lagged effect 
of slower population growth extends into 2016-
17, commencements are forecast to fall further, 
by 13%, to 20,000, before recovering in 2017-18 
and 2018-19.The forecast magnitude of the fall 

Western Australia
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in commencements is similar to the mid-1990s, 
when they fell by a total of 41% in the three years 
to 1996-97.

The most recent data available from the ABS would 
tend to bear out these predictions made in October 
2015. Building approvals have fallen substantially in the 
final quarter of 2015 and the first quarter of 2016. The 
graph of Perth dwelling prices also shows a decline in 
house prices, while non-house prices showed a modest 
increase in prices. No doubt this reflects demand, and 
has helped to spark an increase in multi-unit dwelling 
applications during 2015, though whether this will be 
sustained in 2016 remains to be seen. The HIA fore-
casts a decline of over 8% in housing starts from 2016 
to 2017.

Also of interest is the graph of applications for the 
First Home Owners Grant in WA. During the time period 
in the graph, first time buyers of new housing were 
eligible for a $10,000 grant. As of October 2015, a grant 
of $3000 available for buyers of established housing 
was dropped, with the hope this would encourage more 
purchasers to consider newly-built homes. The graph 
shows a steady trend downwards, indicating that even 
with high levels of affordability and this generous grant, 
demand is declining.

While spending on renovations increased in the 
second half of 2015, the HIA is warning of a coming 
decline. 2016 will see a drop of 2.2%, and 2017 will 
continue that downwards trend, with a decline of 3.8%.

Hardware retail sales remained buoyant during 
2014 and 2015, with year-on-year growth in the mid to 
high single digit percentages. It is likely that, if the HIA 
renovation forecasts prove accurate, and with a cool-
ing in the housing market, sales will settle during 2016 
and 2017, falling into flat to low single digit percentage 
territory. 

http://goo.gl/2ATjXV

http://goo.gl/2ATjXV
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One of the more interesting general trends that 
can be seen across these statistics is the 
ongoing rise in the proportion of non-house 

(usually multi-unit dwellings such as apartments) to 
house building approvals. Apartments are an estab-
lished aspect of the Sydney real estate market, as 
can be seen by both the high level of approvals, and 
the matching index price curves for the two types of 
dwellings. 

One way of looking at the Melbourne market as 
regards apartments is that it is on its way to developing 
a similar seamless market to the one in Sydney. At the 
moment, of course, it is quite far from achieving this, 
and Victoria will have to undergo not only some eco-
nomic, but also cultural and social changes before this 
change is complete.

Brisbane has a similar high level of supply for apart-
ments, which is at least partly due to its position as a 
holiday and investment market. But even in Adelaide 
and Perth, while overall levels remain low, there is a 
clear direction of further growth in apartments.

Apartments and home 
improvement retail
This change will have ongoing and important conse-
quences for the home improvement retail industry. 
From a consumer retail perspective, it shows both that 
a more urbanised customer base with quite different 
needs from suburban home-owners is developing. 

For retailers with an emphasis on supplying the 
building trade, the rise in apartments is, of course, 
anything but good news. These kinds of builds rely on 
direct bulk supply for most of their materials, and thus 
bypass traditional suppliers.

There is not all that much which can be done about 
this shift in the market. What it means is that the overall 
housing trend has become increasingly less useful to 
track, and the growth in detached dwellings alone is 
very important, at least for the next five to six years.

It is not all bad news, however. Apartments age like 
any other building, and while renovation and alterations 
in apartments are different from those in houses, they 
still require materials and tools to complete. A pro-
portion of the primary build market will be lost, but 
the secondary aftermarket will continue to grow at an 
accelerated rate.

Thus the shift for many building-focused retailers 
over the next five years will likely be towards finding 
that the maintenance, repair and improvement (MRI) 
areas of their businesses will grow in importance.

Individual changes
Outside of this singular change, it remains a little 
difficult to see any other truly common shifts. Viewing 
housing statistics state-by-state makes it clear just how 
misleading overall statistics tend to be. Looking at the 
major states, both Victoria and New South Wales have 
continued growth both in building starts and dwelling 
prices ahead of them for the next two years. 

Queensland is very much a state in the balance 
at the moment. South Australia and Western Australia 
are likely to face low population growth, if not actual 
decline, over the next two years. This will trigger lower 
housing demand than the market expects, and hence 
a downwards drift in both dwelling prices and building 
starts.

Though even that level of detail doesn’t tell the real 
story, with both Sydney and Melbourne outperforming 
the rest of the nation. Other capital cities also have 
profound differences from the rest of the state where 
they are located.

In fact, the real estate market in Australia is some-
thing of an anomaly when contrasted with markets in 
other nations. While there are markets in the USA, for 
example, that operate somewhat independently from 
the surrounding economy (New York, for example, due 
to its size, and San Francisco, due to its geographic 
constraints), for the most part housing markets are 
directly hooked up to the economy. 

While the Australian economy influences the Aus-
tralian real estate market, it is also true that this market 
exists as a semi-independent economic factor all its 
own. For example, it is necessary for the Reserve Bank 
of Australia (RBA) to carefully consider exactly when 
it cuts interest rates to help stimulate the economy, 
because such a cut could introduce a surge of demand 
in certain real estate markets, leading potentially to a 
price bubble. The two things, the general state of the 
economy, and the demand curve in the real estate mar-
ket, have become almost completely delinked, in other 
words.

It also seems to be the case that the elements of 
the economy that most affect the housing market vary 
widely from state to state. In NSW it is largely planning 
permissions, in VIC it is partly planning permissions and 
partly land-release decisions. QLD is likely to be largely 
driven by its employment situation. South Australia 
looks set to enter a slump due to the decline of man-
ufacturing, which could lead to both underinvestment 
and a decline in its population. Western Australia is 

Australia — Overview
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likely to see a slow decline in its housing market driven 
largely by reduced growth in population over the next 
three to four years.

Interest rate cut
The most recent interest cut made by the RBA, on 3 
May 2016, of 25 basis points is a case in point. Various 
economic commentators seem a little bemused by the 
cut, which is on the high-end of extent. There is specu-
lation that the RBA might have done better to have cut 
by 10 basis points in April 2016, or even have cut by 
just 15 or 20 basis points this time.

However, if you look at Graph 1 and Graph 2, you 
can see that the RBA has in fact carefully planned and 
executed this intervention. The blue lines in the graphs 
in particular show the year-on-year percentage change 
in approvals, and indicates that both for Australia over-
all, and the NSW market in particular, the first months 
of calendar 2016 have marked a downbeat in approv-
als. The RBA has likely chosen this moment at the best 

time to lob in the interest rate cut that is needed to 
boost the economies of Queensland and South Aus-
tralia in particular, while having the least effect on the 
more overheated housing markets.

Graph 2: Building approvals for New South Wales. 

Graph 1: Building approvals for Australia. 
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Stanley Black & Decker (SBD) has reported 
net sales of USD2672.1 million for the first 
quarter of 2016, up 1.6% over the previous 

corresponding period (pcp), which was the first 
quarter of 2015. The company attributed 4% of 
growth to an increase in volume, 1% to better 
pricing, and saw unfavourable exchange rates as 
subtracting 3%.

Earnings before interest and taxation (EBIT) from 
continuing operations were USD254.1, up 14.8% 
over the pcp. Net earnings were USD189.4, up by 
13.5% over the pcp. Earnings were advantaged by 
a reduction in restructuring costs to USD8.0 million, 
down from USD24.9 million in the pcp.

Diluted earnings per share came in at USD1.28 
for the quarter, up from USD1.04 in the pcp, an 
increase of 23.0%. This was partially due to a reduction 
in the number of outstanding shares to 147.6 million, 
down from 156.5 million during the pcp.

The tools and storage segment of Stanley Black & 
Decker (SBD) delivered solid results for the quarter. Net 
sales for the segment came in at USD1,706.9 million, 
an increase of 4.6% over the pcp. Profit also rose, 
coming in at USD262.0 million, up by 2.0%.

An increase in the volume of sales contributed 7% 
of growth over the pcp, the company stated, while 
better prices added a further 1%. Unfavourable shifts in 
exchange rates provided negative growth of 4%.

The main growth drivers for tools and storage were 
its North American markets, which grew by 10%, and 
its emerging markets, which grew by an unusually high 
9%. Power tools were particularly strong during the 
quarter, growing by 10%.

Australia did not fare as well as other geographic 
regions, with its sales performance declining by 1%.

SBD’s other two main segments, security and 
industrial, also performed well. While net sales declined 
for both segments, profit increased. The profit for se-
curity was USD60.2 million, up 9.9% over the pcp. The 
profit for industrial was USD76.0 million up 1.7% over 
the pcp.

Based on projected outperformance by the tools 
and storage division during FY 2016, SBD has in-
creased its earnings guidance for the year. The guid-
ance was previously for USD6.00 to USD6.20. It has 
been lifted by USD0.20, to between USD6.20 and 
USD6.40. Growth in tools and storage is now projected 
to be a mid-single digit percentage.

The company’s chief financial officer Don Allan 
outlined the positive contributors:

As you can see we’re now expecting organic 
growth of 3% to 4%, versus the original estimate 
of approximately 3%. The primary drivers of the 
change are an increase in our Tools & Storage 
growth assumption to mid single digits on the 
back of a solid first quarter performance, strong 
POS data and signs of continued strength in [resi-
dential] and [non-residential] construction markets.

The company also indicated it would be more 
aggressive in pursuing non-organic, acquisition-based 
growth. The company’s chief operating officer, Jim 
Loree, stated:

You may also see some inorganic activity in the 
near future, as we have capital to deploy and are 
actively developing an acquisition pipeline with 
emphasis on bolt-ons in the tools and industrial 
segments.

Asked for more detail on this by an investment ana-
lyst, John Lundgren, SBD’s chairman and chief execu-
tive officer, said in part:

Having said that, I think importantly our pipeline is 
quite full and the reason being as you know we’ve 
been on somewhat of a moratorium, self-imposed 
for the last 18-plus months. But it doesn’t mean 
we stop looking at, assessing and in many cases 
keeping targets warm. So there’s plenty out there 
in our previously identified areas of strategic focus.

Stanley Black & Decker Q1
Results tease new innovation for late 2016

2016 Q1 Stanley Black & Decker
USD millions

Category 2015/16 
Q1

2014/15 
Q1

Change

Sales revenue 2,672.1 2,630 1.60%
EBIT 254.1 221.3 14.82%
Net earnings 189.4 166.8 13.55%
Diluted 
earnings per 
share

$1.28 $1.04 23.08%

Tools & 
Storage profit 262.0 256.8 23.08%
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SBD teases a new innovation
The company made a strong mention of the role of 
innovation in its 2016 performance. The analyst Jeremie 
Capron of CLSA followed up on this theme during the 
question session, and Mr Loree responded at some 
length:

The breakthrough innovation initiative is something 
that we started — really started getting into — in 
the early part of 2014. The concept behind it is 
that we do a pretty good job in what we call core 
innovation, and we did this in both legacy Black & 
Decker and legacy Stanley. Those are the kind of 
things that are driving the, you know, the organ-
ic – big driver behind the organic growth today 
and some of the new product introductions that I 
alluded to in the core innovation area. 

But those are more things like, in the hand tools 
business for instance, we introduced a line of Fat-
Max hammers and pry bars and knives and blades, 
[an] innovative line in one of our large retailers and 
another large retailer we introduced DEWALT pry 
bars and pocket knives. And then in professional 
power tools, compact generation tools DC brush-
less, some really interesting innovations in the 
DEWALT Pneumatics line, a Mac impact wrench 
but you get the idea here. 

This is sort of the day-to-day innovation that just 
goes on as a matter of course, but I would say the 
level of activity in this area, and the freshness of 
the company’s product lines has never been great-
er in our recollection.
...

So what is the breakthrough innovation? The 
breakthrough innovation is a concept where we 
actually took people out of the mainstream of 
the core innovation and set them aside, a small 
group of people, 10 or 15 people in that range, we 
just said come up with the next 
major breakthrough innovation for 
Power Tools. And we gave them 
a timeframe and we gave them 
resources, and support. And lo 
and behold, in a relatively short 
period of time, they came up with 
something very, very interesting.

What is that? You’ll have to wait 
and see what that is, but from a 
scale point of view, we say with 
the breakthrough innovation – and 
this is not the only breakthrough 

innovation team in the company, by the way — 
this was just the first one. 

Product line performance
The company was clear that all three of its power tool 
lines were generating growth: the DIY brand Black & 
Decker, Stanley, and the Pro (tradie) line DeWalt. During 
the presentation the strong performance of the new De-
Walt brushless line was highlighted several times. This 
is driven in part in the important US market, by a “made 
in the USA” campaign. 

Mr Lundgren, in an answer to an analyst’s question, 
also pointed out that the DeWalt brand was performing 
well in the company’s online e-commerce offerings:

The Black & Decker brand for DIY users is ex-
tremely popular, both DIY Power Tools, outdoor 
products, et cetera, but a real driver is DeWalt. It’s 
the brand the pros go to. It’s available, it’s avail-
able online, and we’re very thoughtful in terms of 
the extent to which we promote it, make it avail-
able, push it, because prior to the Stanley Black 
& Decker merger, DeWalt actually, other than via 
a retailer’s own online opportunity, DeWalt wasn’t 
offered online.

It is now. It’s doing well. But think of our three 
power brands, Stanley, DeWalt, Black & Decker, 
their specific end-user groups and to each and ev-
ery one, they’re all doing encouragingly well. The 
biggest single dollar percentage, though, would 
be DeWalt.

The Stanley brand has also achieved strong per-
formance, especially in emerging markets. Mr Allan 
stated, in the context of an answer outlining how the 
merger between Black & Decker and Stanley continued 
to reveal additional strengths:

And I would say a current example of those 
revenue synergies we touch on here and there 
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is what we’ve been doing in emerging markets 
where we’ve been rolling out the mid price point 
products in particularly Power Tools that have the 
Stanley brand on it. So that’s a great example of 
continued generation of revenue synergies six 
years after the merger.

Mr Loree also added comments to indicate that the 
baseline Black & Decker brand had improved its perfor-
mance since it was refreshed in 2014:

I’d also just add that very interestingly a couple 
years ago we did a complete refresh of the Black 
& Decker brand, and it had really gotten a little bit 
stale and it had lost a bit of its identity. And when 
we did the refresh, we tried 
to bring a millennial sort of 
focused element to it, and 
we added some lifestyle ele-
ments related to the millenni-
al population, as well as the 
ECOSMART aspects, which 
is the sustainability of some 
of the products and packag-
ing, and so on.
And the Black & Decker 
brand has really made a lot 
of progress with the millenni-
al population. It is definitely 
not your father’s Oldsmobile. 
It’s gone from sort of the ma-
ture demographic to the up 
and coming, so even though 
it’s not the dollar leader in 
terms of what we sell in e-commerce, it is, for the 
medium to long-term, has tremendous potential as 
the generational shift continues.

Analysis
As you might expect, HNN’s attention has been drawn 
to the issue of what the major new innovation is that 
SBD is promising for the second half of calendar 2016. 
Given that SBD has already done some work in the In-
ternet of Things (IoT) area, with its Bluetooth-enhanced 
cordless tool batteries for both the DeWalt and the 
Black & Decker line of tools, it seems quite possible the 
new innovation will be in this area.

This is, of course, also a highly competitive area. 
Techtronic Industries/Milwaukee has already launched 
its One-Key system, which enables advanced inventory 
tracking, and tool-by-tool specialised settings, which 
integrate with selector buttons on the tools themselves. 
As HNN has described in the past, settings could range 
from a slow-speed, max torque setting for stirring paint 
with a cordless drill, to a high-speed, low-torque setting 

for driving screws into finished wood.
Bosch Power Tools has announced it is developing 

a similar system, which differs in that the connectivity 
will be provided by a tool plug-in. This means that the 
company can release a single line of tools that can be 
enhanced with the plug-in. That has some advantages, 
but it also means that tasks such as moving from one 
tool setting to the next will be less convenient, as they 
will have to be changed via a mobile phone, rather than 
just by punching buttons.

Looking at the weaknesses in these two systems, 
HNN can see two potential areas of innovation.

One would be the addition of a “rugged” touch-
screen to the DeWalt line of tools, which would enable 

tradies to adjust the perfor-
mance settings directly and 
immediately on the tool. These 
could also provide status/
performance information, and 
potentially advice and aids to 
using the tool as efficiently as 
possible. Where the Milwau-
kee tools offer a range of four 
settings, a touchscreen could 
provide ten or twelve similar op-
tions with ease, and the ability 
to easily “tweak” these setting 
while operating the tool to get 
the very best results.

Another innovation might 
be a solution to the networking 
problem that both One-Key 

and the proposed Bosch system suffer from. Both are 
reliant on the proximity of a Bluetooth-enabled smart-
phone running the appropriate app to “phone home” 
to the cloud network where inventory data and settings 
are stored. SBD might be considering setting up a tool 
networking system based on WiFi protocols instead, 
operating over a mesh network. 

A worksite WiFi network could be established by 
using static equipment such as cordless radios and 
lighting to house routers. A mesh network would mean 
that every tool on the worksite would not need to be in 
direct connection with that network, as the tools would 
communicate with each other, and as long as one of 
the tools was in range of the WiFi network, they would 
all have access.

Add just a simple GPS chip to the tool along with 
this system, and you would have a much more stable 
IoT connection for the tools, and a far better way of 
tracking lost/stolen tools as well. The network technol-
ogy is already available on the market through Google.

HNN’s Photoshopped mockup
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A $30 million Bunnings development is being 
proposed for Kembla Grange (NSW); Bun-
nings Warehouse’s new store in Orange 

(NSW) is set to open; a shortlist is formulating of final 
bidders for Masters and Hardware Timber & Hard-
ware (HTH); Metcash asks the competition watch-
dog to investigate its planned acquisition of HTH; 
Bunnings has slashed prices at its Homebase chain 
in Britain; Bunnings is testing its template on Home-
base stores; more cuts at Homebase head office; a 
look at Bunnings’ service strategy in the UK; “higher” 
prices at Bunnings do not discourage consumers; 
and new Bunnings stores in New Zealand.

Panel reviews Bunnings plan
Bunnings Properties has lodged plans with Wollongong 
City Council to demolish existing structures at the 
Northcliffe Drive and Canterbury Road site in Kembla 
Grange. It wants to build a 12,000sqm hardware and 
supplies store with parking for 455 cars on the ground 
level of the building, 
reports the Illawarra 
Mercury.

The plans also in-
clude a 2,000sqm “pad 
site” which will make 
way for a future devel-
opment. According to 
the application, the de-
velopment will comply 
with all council controls 
except for height, with 
some parts of the building exceeding the 11metre limit.

The Joint Regional Planning Panel will decide 
whether to approve the proposal as it has a capital 
investment value of more than $20 million.

http://goo.gl/eS7LKN

Bunnings Orange to open
Following its approval in May 2015, Bunnings Ware-
house’s store in Orange (NSW) is just weeks from 
opening. Bunnings Warehouse Orange will replace the 
existing warehouse. Complex manager Jason Bootsma 
has been a part of the team for over seven years and 
said he is excited to welcome the new team members. 
The warehouse will include an indoor playground, cafe, 
and provide parking for over 300 cars. Bunnings Ware-
house Orange will be located on the corner of Northern 
Distributor Road and Leeds Parade in Orange, and is 

expected to open mid-June.

Shortlist for Masters
Private equity giant Blackstone has emerged as a 
shortlisted bidder for all of Woolworths hardware opera-
tions, according to The Australian.

Blackstone’s offer is understood to have extended 
to Masters and its property portfolio, along with the 
separate Home Timber & Hardware division.

Metcash is also understood to be through to the 
second round as it seeks to buy HTH, and also mulls a 
potential bid for all of the Masters hardware stock.

While property group Charter Hall and its retail con-
sortium comprising Bunnings, Harvey Norman and Au-
tomotive Holdings, are yet to be confirmed as through 
to the next round, the listed property investor and its 
backers are widely expected to be in the final stages of 
contention. The Australian’s Data Room column previ-
ously reported the consortium was interested in up to 
20 Masters stores.

Charter Hall is also 
understood to be work-
ing with US discount 
retailer, Costco which 
is seeking to grow its 
footprint in Australia. 
Sources said it had 
looked at four devel-
opment sites held by 
Masters.

It is understood that 
while multiple parties orig-
inally bid for the assets, 

two to three groups will be short-listed for each com-
ponent of the business up for sale to create competitive 
tension. The list of final bidders should be formalised 
by the month’s end. 

http://goo.gl/XZfA1n

Initial offers
More than half a dozen parties are understood to 

have submitted bids for Masters and HTH.
In an attempt to maximise the overall value, Wool-

worths’ adviser Citigroup is allowing bidders to pick 
and choose assets, even offering to match bidders who 
are only interested in certain sites or lines of stock with 
other bidders to come up with an “integrated” solution.

It seems increasingly likely any indicative offers will 
be used by Woolworths to put a realistic value on the 

Big Box Update

Render of proposed Bunnings in Orange, NSW

http://goo.gl/eS7LKN
http://goo.gl/XZfA1n
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home improvement business after failing to agree on 
price with its joint venture partner, Lowe’s.

Woolworths planned to buy out Lowe’s to widen its 
exit options, but after months of negotiations and valu-
ations by two independent experts the pair have failed 
to agree on what Lowe’s stake is worth. They are now 
likely to use the auction to reach a valuation.

http://goo.gl/AIKh3z

Metcash goes to ACCC  
about HTH
The Australian Competition & 
Consumer Commission (ACCC) 
said it had begun initial inquiries 
into a Mitre 10-HTH tie-up after 
being informed of a proposal from 
Metcash to acquire the group.

ACCC chairman Rod Sims 
said its review would investigate 
how a merged Mitre 10-HTH 
business would affect the broader 
hardware market and importantly, 
whether it would decrease compe-
tition in both the retail and whole-
sale markets.

He said the review was 
seeking information on a range of 
issues, including to what extent a 
combined Mitre 10-Home opera-
tion would increase wholesale or retail prices, as well as 
potentially damage service levels and product range.

On the one hand, Mitre 10 is going to argue this 
will allow it to get more scale and therefore be 
stronger competitor to Bunnings. The alternative 
view, which we have to weigh up on the other 
side, the independent hardware players — those 
that can decide whether to get their wholesale 
supply from Metcash or Danks...lose the ability to 
have two choices…

The ACCC will make an announcement on its re-
view on June 30.

One analyst suggested Metcash’s decision to 
request a review from the ACCC was a strategic move, 
designed to ensure it had broad support for its bid to 
build a serious second player in Australian hardware. 
He told Fairfax Media:

This is really Metcash’s way of saying this is good 
for the market, that it’s increasing competition.

It is not known how much Metcash has bid for HTH 
but speculative valuations range from between $150 
million and $200 million. The company’s share price 

has gone from 99c in September 2015 to over $1.78 
on rumours of the acquisition, and talk that it would 
partner with private equity to fund the bid.

http://goo.gl/Mpmgnq

Bunnings re-positions 
Homebase
Bunnings has been drastically cutting prices of some 
garden and outdoor products as much as 20% in the 
UK market as it looks to position its Homebase retail 
network as the cheapest operator in the sector.

Research by hardware retail in-
telligence group InsightDIY ranked 
a basket of goods purchased at 
Homebase against key competitors 
B&Q, Wickes and Wyevale, reveal-
ing a major shift in Homebase’s 
pricing. It compared a basket of 
gardening goods to a similar bas-
ket bought in April 2015. The report 
said:

Comparing April 2016 to April 
2015, the B&Q basket has 
decreased by 1%, Wickes has 
reduced by 10%, Homebase has 
dropped by a whopping 21% 
and Wyevale increased their 

prices by 4%.

Last year, Homebase was ranked as the second 
most expensive. InsightDIY said:

With the new fitter, streamlined Homebase being 
fuelled by high-octane Bunnings BBQ gas, it’s 
probably no surprise that they’ve taken the crown 
away from B&Q. Credit where credit is due, that’s 
quite an achievement for Homebase in only a 
three-week period.
A report from Morgan Stanley retail analyst Thomas 

Kierath said that while retailers tend to travel poorly 
because of differing consumer tastes, cost bases, local 
store and zoning planning regulations and divided man-
agement focus, if any Australian retailer has earned the 
right to make a play overseas it is Bunnings.

Turning to the British hardware sector, Kierath 
drew on a recent visit to Australia by Morgan Stanley’s 
British retail analyst Geoff Ruddell, who believes there 
are clear differences between the Australian and British 
home improvement markets. Kierath said:

Notably, the UK home improvement market is 
shifting towards ‘Do It For Me’ from ‘Do it Yourself’ 
— that is, trade players have performed consider-
ably better than DIY retailers.

http://goo.gl/hRF1DH

ACCC chairman Rod Sims

http://goo.gl/AIKh3z
http://goo.gl/Mpmgnq
http://goo.gl/hRF1DH
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Kierath suggested analysing the state of the current 
Homebase business was pointless because of the 
changes Bunnings intended to make to the store foot-
print, range, pricing and management.

http://goo.gl/6SOiy4

http://goo.gl/ceUdvv

Bunnings’ model in the UK
Bunnings’ British hardware business Homebase 

recently posted a 3.1% decline in full-year sales and 
sliding margins. However there were cost savings after 
an aggressive store closure program helped deliver 
profits.

Home Retail Group sold Homebase to Wesfarmers 
earlier this year for $704 million, and has issued its final 
financial report that covers its ownership of Britain’s 
second-biggest hardware retailer.

It reveals a business still struggling to match it with 
leading hardware operator B&Q in the UK market, as 
it slashed away at Homebase’s store numbers and 
rationalised the business over the past two years.

While still profitable, with Homebase’s full-year prof-
it rising 18.6% to GBP23.5 million for the 12 months to 
February 27, the retailer did suffer a 3.1% slide in total 
sales to GBP1.43 billion.

In 2014, Homebase announced it would close 25% 
of its stores in the face of weak trading, which helped 
comparable store sales with like-for-like sales in 2015 
increasing 5.2%. Its gross margin rate decreased by 
125 basis points while total operating and distribution 
costs decreased by GBP44 million.

When Wesfarmers released its third-quarter sales 
update last month it did not include sales figures from 
Homebase. It officially took control of only on February 
27, translating to only four weeks of trading.

Homebase is now being led by former Bunnings 
chief operating officer, Peter Davis and fellow Bunnings 
executive Rodney Boys.

http://goo.gl/l9EQhu

Bunnings culls Homebase managers – 
again

UK-based InsightDIY reports that Bunnings has 
taken the axe to remaining senior Homebase personnel. 
It believes all Homebase trading directors will leave the 
business between now and end of August 2016.

Apparently there is no voluntary redundancy being 
offered; everyone has been mapped to a specific role 
within the business and is currently going through an 
assessment. It is designed to score every Homebase 
team member out of a total of 130 points, with 25 
points being deducted if the person doesn’t want to be 
part of the new Bunnings team.

InsightDIY said Bunnings is aiming to implement 
an entirely flat structure, with twenty-two buyers plus 
assistants, reporting into nine category managers, who 
then report to the general manager responsible for mer-
chandising Craig Castelino.

http://goo.gl/lxRE0s

Bunnings’ service strategy in UK
InsightDIY has also turned its attention to Bunnings’ 

“best service” approach and examines whether it be 
executed successfully through its Homebase stores. 
Managing director Steve Collinge sees an opportunity 
for Bunnings/Homebase to create a real point of differ-
ence.

There are obvious challenges to install store staff 
with the relevant knowledge and experience over-
night, to be able to provide a strong service offering. 
It can take 20 years to become the kind of experi-
enced plumber and electrician that Homebase will 
need. These tradespeople also need to be convinced 
they want to work for Homebase on retail salaries that 
are nowhere near what they can earn as professional 
tradies. 

Ultimately, Collinge believes British consumers 
would welcome any investment in the service area. If 
the investment is made over the long term, he thinks 
Bunnings can make a difference.  

To read more about InsightDIY’s perspective on 
Bunnings’ entry to the UK market, click onto the follow-
ing links:

http://goo.gl/swNJ3t

http://goo.gl/TIAafw

http://goo.gl/8YrL2v

Bunnings’ “high” prices, 
guaranteed
The New Daily website has conducted an analysis of 
Bunnings prices and believes it is cashing in on Austra-
lia’s home renovation and construction boom by inflat-
ing prices of common building products and materials.

An investigation by The New Daily found that 
Bunnings has been charging consumers high prices 
for building materials such as concrete, paving sealers, 
plaster board, paints, doors, nails, screws, brushes, 
sinks and lighting since January 2015.

In some cases the mark-ups on these products 
were extreme, with the price of a popular stainless steel 
sink rising 54% during the 12-month period. The cost 
of LED lights and paint brushes marketed by Bunnings 
spiked by more than 40%.

The Bunnings price increases defy the Australian 
Bureau of Statistics’ official measures of inflation, which 

http://goo.gl/6SOiy4
http://goo.gl/ceUdvv
http://goo.gl/l9EQhu
http://goo.gl/lxRE0s
http://goo.gl/swNJ3t
http://goo.gl/TIAafw
http://goo.gl/8YrL2v
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show that average retail price rises for building prod-
ucts such as cement, paints, renderings and plaster in 
2015 were less than 3%. But The New Daily‘s research 
suggests the average cost of renovating a bathroom or 
extending a house rose by more than 11% for Bun-
nings customers.

To read more about The New Daily’s audit of Bun-
nings’ prices, go to:

http://goo.gl/cqGmKH

The website also turned its attention to Bunnings’ 
prices last year:

http://goo.gl/53TwRv

Readers reaction
The New Daily followed up its story on Bunnings’ 

prices with one that illustrates that although some con-
sumers say the hardware giant exploits its dominance, 
they enjoy the fact it’s a “one-stop shop”.

Readers of The New Daily corroborated the find-
ings of its investigation into the rising prices of building 
products at Bunnings, but many say they will contin-
ue to shop at the hardware chain because of its wide 
product range. One reader said:

I’ll still always use Bunnings for the vast array 
available of everything you could possibly need.

Others were skeptical about the gap between Bun-
nings’ marketing pitch and its prices. Another reader 
said:

The best thing anyone can do is online shopping 
— there are thousands of small online Australian 
suppliers that work on a much smaller markup. All 
large stores like Bunnings work on using a lead-in 
line at low prices just to get you in the shop, then 
once there buy more items at inflated prices.

http://goo.gl/4cps0K

Bunnings expands in New 
Zealand
Bunnings is building a NZ24.7 million store in South 
Hamilton and another one in Auckland’s Arch Hill.

The Hamilton store will be more than 11,340sqm 
and include parking for more than 260 cars. At Arch 
Hill, plans for a large Bunnings store were highly con-
troversial and the Arch Hill Residents Society sought 
initially to stop it.

However planning commissioners allowed it. The 
society then entered confidential Environment Court 
mediation to win some major concessions. These 
included issues over traffic, truck movements, lighting 
and sound. Nearby houses were to be checked for 
structural damage from the building work, summer 

http://goo.gl/cqGmKH
http://goo.gl/53TwRv
http://goo.gl/4cps0K
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Dahlsens chairman John Dahlsen believes the 
wholesale merger of Mitre 10-Home Timber & 
Hardware (HTH) merger is “the better of two 

evils”; uncertainty over the future of the Mitre 10 and 
Home Timber & Hardware brands could be driving 
defections to other groups; a new Mitre 10 store is 
being built in Nuriootpa (SA); Boyne Island Mitre 10 
is closing its doors; and a Mitre 10 store in Logan-
holme (QLD) is taking the fight up to Bunnings.

Support for M10-HTH merger
John Dahlsen, of Dahlsens Building Centres, has urged 
the competition regulator to approve a merger of Mitre 
10 and HTH even though it appears to be anti-compet-
itive.

Mr Dahlsen will make a submission to the Austra-
lian Competition and Consumer Commission support-
ing a merger of Metcash’s Mitre 10 and Woolworths’ 
HTH on the grounds it would 
strengthen the ability of inde-
pendent hardware retailers to 
compete with market leader 
Bunnings. Mr Dahlsen told 
Fairfax Media:

While prima facie it would 
appear that to allow two 
wholesalers to merge may 
at first blush be anti-com-
petitive, it would in fact 
be pro-competitive. I think 
[ACCC chairman] Rod 
Sims will conclude it’s the better of two evils.

The big problem in the hardware sector is the 
dominance of Bunnings, more so after the failure 
of Masters. Bunnings has massive economies of 
scale, their clout with suppliers is unparalleled 
and their market share in core categories [such as 
paint] is very high.

The issue facing the ACCC is, what can be done 
for the sector to make it more competitive. The 
reality is there are independents closing and failing 
by the day...when Bunnings comes into the market 
they just can’t compete. As Bunnings comes into 
even smaller markets the threat increases.

By putting these two wholesalers together and 
doubling their volume it gives them more lever-

age with suppliers and gives them the ability to 
rationalise distribution and take out a lot of costs. 
If those benefits are handed on to independents 
they’ll be much better off.

The ACCC is seeking feedback from the hardware 
sector about the impact on competition if Metcash’s 
Mitre 10 were to acquire HTH from Woolworths and its 
US joint-venture partner Lowes.

The merged group would have annual sales of $2.2 
billion and 5% of the market rather than the 3% Mitre 
10 claims now. It would supply thousands of indepen-
dent bannered and non-bannered hardware stores and 
would also own 98 retail stores, although it is likely 
these stores would eventually be offered for sale to 
independents.

However, a Mitre 10-HTH merger would lead to a 
two-player market consolidating into one, leaving inde-

pendent retailers with limited 
choice of wholesalers.

Mr Dahlsen believes the 
merged Mitre 10 and Danks 
would have no choice but 
to pass on merger benefits 
rather than pocketing syn-
ergy benefits — estimated 
by Deutsche Bank to be $25 
million a year — and raising 
prices. He said:

They won’t survive if 
the independents don’t 

survive. There’s no doubt since Mitre 10 was taken 
over by Metcash they’ve improved the outlook of 
independents materially in a number of respects.

I’d be surprised if they wouldn’t continue to do 
what they can to help the remaining independents 
— they can’t afford to let any more independents 
fall over.

It is understood that Mr Dahlsen is interested in 
buying some of the stores owned by Mitre 10 and HTH. 
He said:

My view is most of the independents will wel-
come [a merger]. There will be some opposed to 
a merger, people always like to have a choice, but 
the overwhelming number feel more threatened 
by Bunnings than by a merger of the two indepen-
dent wholesalers.

Indie Store Update



hnn.bz 62

The ACCC is investigating whether the merger 
could lead to a substantial lessening in competition 
and is seeking views on the extent to which the merged 
group would be in a position to raise wholesale prices, 
placing further pressure on independents. Mr Sims told 
Fairfax Media:

The issue is clearly going to be on the one hand 
independent hardware companies, and particularly 
smaller companies, are going to have less choice 
as to who they use as wholesalers as two goes to 
one.

On the other hand we have to weigh up whether it 
creates a dominant wholesaler who can help those 
smaller players compete.

The ACCC will also look at whether Bunnings 
should be given clearance to buy 15 to 25 Masters 
stores from Woolworths and Lowe’s.

http://goo.gl/TmJI8y

http://goo.gl/xOcVsv

Retailers seeking alternatives
A report in Fairfax Media says that defections from 
Mitre 10 and HTH could be a bigger risk to Metcash’s 
bid to create a number two player than the competition 
watchdog investigation.

Hardware & Building Traders (HBT) has enjoyed a 
significant spike in new members since Woolworths 
and its US joint venture partner Lowe’s announced 
plans to sell Masters and HTH Group. HBT revealed 
that most of the retailers had come from the HTH 
network but said there was also a significant number of 
Mitre 10 operators who were concerned about how the 
current upheaval in the sector would affect their opera-
tions.

Natbuild has also expanded its business on the 
back of the uncertainty, with long-time HTH member 
Hume & Iser in Bendigo (VIC) recently joining the trade 
buying group. Natbuild CEO Peter Way, who is working 
on a submission for the Australian Competition and 
Consumer Commission, said a lot of franchisees had 
questioned the value of their membership to the two 
big retail networks since Woolworths signalled it plans 
to exit hardware. He told Fairfax Media:

I think turmoil in the industry creates opportunities 
so we have a window of opportunity that we do 
need to take advantage of absolutely and I certain-
ly...see that as a benefit.

Mr Way said he accepted the need for consolida-
tion in the hardware sector but he was not totally con-
vinced a Mitre 10-HTH merger was the ideal outcome.

From our point of view we are attacking it from the 
buying side of things, not so much the operational 
side of things because that’s what we can make 
comment on. We are dealing with suppliers on a 
day-to-day basis for our members and that’s the 
area we can probably provide some feedback on.

We understand there needs to be some rational-
isation. Do we see this as the best rationalised 
move? Possibly not. Is there any alternative? 
Definitely not at this stage.

Peter Womersley’s family has been part of the Mitre 
10 network for more than 60 years, during which time 
he has watched Bunnings evolve into the “price setter” 
for the industry. He supports a merger of Mitre 10 and 
HTH on the basis that it will give the expanded opera-
tion the might to “slow Bunnings.” He said:

I’m very supportive of it because it will make us 
more relevant and give us a better chance to com-
pete with Bunnings.

http://goo.gl/KrXIFn

Mitre 10 development in SA
The Barossa Community Co-operative Store – often 
referred to as “The Co-op” — has appointed Ahrens to 
build the new Mitre 10 store in Nuriootpa (SA). Slated 
to be one of the largest Mitre 10 in South Australia, the 
store is being built with the locals in mind. Store man-
ager, Terri Hollenberg, said:

We have listened to our customers, our tradies 
and our members, and we are building a store 
that will meet their needs. It includes a state of the 
art trade centre, large garden centre, and a huge 
range of hardware designed to satisfy even the 
most discerning of customers.
This store will be the latest Sapphire store and is 

part of the larger shopping centre redevelopment for 
The Co-op. There are plans for it to be open prior to 
Christmas this year.

Mitre 10 Boyne Island is closing
Mitre 10 Boyne Island is conducting a final closing 
sale and clearing stock from its shelves. The store is 
expected to close for good by the end of the month. 
After owning the store for 27 years Kevin Hooper and 
his wife Annie say the “financial downturn” is the main 
reason.

It leaves the nearby Glenfords Tools Centre as the 
only independently owned general hardware store in 
Gladstone. The owner-manager of that store, Russell 
Partington, said he’s also feeling the pinch of tough 
times.

http://goo.gl/TmJI8y
http://goo.gl/xOcVsv
http://goo.gl/KrXIFn
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More than 12 months ago, Mr Partington was sell-
ing up to 100 grinders a month. Now he is lucky to sell 
five. He told the Gladstone Observer:

We’re both up against the big business (Bunnings) 
so we would always work together. If Kev didn’t 
have something a customer asked for and I did I 
would sell it to him at the price the supplier sold 
it to me, and he would do the same thing. It’d 
be good if Gladstone people could support local 
companies, not just in hardware but it any indus-
try.

http://goo.gl/r4x2IN

Mitre 10 takes on Bunnings
Ian Gill, owner of Loganholme Mitre 10 in Queensland, 
will compete directly with Bunnings in the Hyperdome 
Home Centre. Mr Gill has owned the Mitre 10 for the 
past 18 years, and said there were plans to build a 
Bunnings in the centre near the BCF store.

Mr Gill employs 10 staff and said with Bunnings 
going in, he would have to become even more compet-
itive. He told The Reporter:

I think Bunnings will be good, but there’s no pro-
tection for small business. Competition is always 
good, it will keep people in the area and it will be 
up to the customer to determine which is better 
service.

He is calling on the local community to get behind 
him and support small business. Mr Gill said in the past 
10 years there had been five hardware stores between 
Springwood and Beenleigh that had gone bust.

I’m confident we will be able to compete. We’ve 
had to match Bunnings prices.

Bunnings general manager – property, Andrew 
Marks confirmed Loganholme was an area of interest 
for Bunnings and it did plan to open a smaller format 
store. He said:

There is ample room within the market for larger 
operators, independents and speciality providers. 
Almost everywhere we operate we have a number 
of successful competing businesses located close 
by which are capable of doing well.

http://goo.gl/HnWiE8

PM visits Loganholme Mitre 10
The Guardian Australia describes Loganholme Mitre 

10 owner, Ian Gill, as a “Liberal campaign extra from 
central casting”. Mr Gill’s store provided the ideal back-
drop for Prime Minister Malcolm Turnbull’s recent visit.

With an annual turnover of $3.2 million, Mr Gill will 
be getting a tax cut that he wouldn’t have got before Mr 
Turnbull’s “jobs and growth economic plan for a new 
economy” was unveiled in the latest budget. And, un-
surprisingly, he is pretty happy about it. The Guardian 
Australia describes the encounter.

As he entered the store, Mr Turnbull asked rhetori-
cally: “Looking forward to the enterprise tax cuts in the 
budget?”

Mr Gill replied: “Yes, they should be quite good for 
us.”

Mr Turnbull said: “Can I just say we are so com-
mitted to supporting businesses like yours. You are the 
engine room of the economy. We always say that but 
it is absolutely true. This is where the additional invest-
ment comes from, this is where the jobs and growth 
are being found...We recognise that the fastest growth 
in jobs comes from the ability to respond in firms like 
yours. It is so much greater than the big firms, the big 
firms respond too, but you’re in a position to move so 
fast.”

Mr Gill is also extremely worried about the compe-
tition he is about to face from three big hardware stores 
about to move into the area. He said: “We feel the 
competition laws are tipped too heavily in favour of the 
big guys.”

Mr Turnbull said: “Well, Ian, that is a really good 
point and one of the changes we are making is to sec-
tion 46 of the competition laws. We are introducing an 
effects test, to give businesses like yours more protec-
tion from the big guys.”

The chief executive of the Council of Small Busi-
ness, Peter Strong, who fought for years for the chang-
es to competition law, confirms they would almost 
certainly not help Gill’s looming competition from the 
“big guys” at all. He told Guardian Australia:

If one or two big hardware stores move into an 
area where a small hardware store is operating, 
there’s really nothing you can do about that. It’s 
just competition.

So if the “big guys” are about to move in, and it 
does have the effect Gill is fearing, he might not be 
growing or employing even with the tax cut.

And even putting the looming competition to one 
side, when Mr Gill gets a tax cut will it definitely boost 
“jobs and growth”? He told Guardian Australia that he 
would use the extra money either to put on another 
staff member (he now employs eight full-time and two 
part-time) or buy extra stock and “make more money”.

http://goo.gl/1BxFR3

http://goo.gl/r4x2IN
http://goo.gl/HnWiE8
http://goo.gl/1BxFR3
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The Reliance Worldwide Corporation initial 
public offering has been one of the biggest in 
Australia this year; Hills Limited has secured 

finance totalling $51 million over the next five years; 
and GUD Holdings is selling its remaining 51% stake 
in the Sunbeam brand to its US-based joint venture 
partner.

Billion dollar market cap
Investors have pushed Reliance Worldwide Corporation 
shares to $3 for a market cap of $1.5 billion.

The company gains 60% of its revenue from the US 
market with its SharkBite range of “push to connect” 
plumbing products. The SharkBite brand accounts for 
80% of the brass push to connect fittings sector and 
has important relationships with key retailers such as 
Home Depot.

Sales are split roughly 40% retail and hardware, 
40% wholesale and professional, and 20% direct to 
manufacturer. Almost 60% of sales are derived from its 
top 10 customers.

Push-to-connect fittings are a key growth prod-
uct but its suite of “behind the wall” products refers 
to a range of valves, pipe fittings, and other products 
that connect from the water meter through to the wall. 
Reliance also sells its fittings to companies such as 
Rheem, Reece and Dux and to local retailers such as 
Tradelink.

The company expects revenue of $535 million in 
2015-16, generating EBITDA of $98 million. Its pro-
spectus forecasts 2016-17 sales of $588 million and 
EBITDA of $117 million. This forecast puts the stock on 
a multiple of 25 times.

Reliance has been compared to the recent listing 
of another plumbing company, Reece that trades on a 
lower multiple of around 18 times.

The key difference between Reece and Reliance 
is that the former is a plumbing retailer and distributor, 
while the latter is a manufacturer. Because Reliance’s 
products are used behind the walls, the company has 
almost no consumer recognition.

A common feature of both plumbing businesses is 
that they are more oriented to the repair and renovation 
market than new housing. This means they are less 
dependent on the housing cycle.

After a quiet period, the renovation market is hot-
ting up in response to the property price increases. The 
likely reason is that owners are more willing to invest in 
their more valuable homes, while being less inclined to 
move to an equally inflated property.

http://goo.gl/BWvLqR

http://goo.gl/z4qJdi

Reliance background
The plumbing supplies group has grown from a 

single-site operation to an international operation with 
more than 800 employees and 11 manufacturing facil-
ities. The company has operations in Britain, Australia, 
Canada, New Zealand and has just entered Spain.

Chief executive Heath Sharp, who joined Reliance 
in 1990, still has the newspaper clipping for the Cou-
rier-Mail job ad he responded to as an engineering 
graduate all those years ago. He said:

Back then it was a sub-$20 million business, a sin-
gle-site business, and a domestic Australian-only 
business. I’m not sure anyone at that stage would 
have suggested we would get to this point.

Sales have grown at a compound annual rate of 
13.3% from 2005 to 2015, according to Mr Sharp.

Reliance is owned by the Melbourne-based Munz 
family — the sole shareholder — who acquired the 
business in 1986. Its chairman is Jonathan Munz, who 
is also chairman of Victoria’s Thoroughbred Racehorse 
Owners Association. Mr Sharp told Fairfax Media:

As far as current ownership is concerned, they’ve 
allowed us to get on and make the correct long-
term decisions for the business and we’ve had 
their full support. There’s a pretty clear demarca-
tion between the ownership of the business and 
the leadership of the business.

Mr Munz, Mr Sharp and chief financial officer Terry 
Scott have been with the company for 30, 26 and 26 
years, respectively.

Mr Sharp said the IPO is about funding the next 
stage of growth, not an exit plan. He said:

We’ve got new products coming through and 
some really interesting geographic expansions as 
well. Behind-the-wall plumbing is not the most 
glamorous industry in the world but we’re doing 
some pretty cool stuff.

The push-to-connect fitting has major benefits 
because it attaches and detaches easily to copper, PEX 
and PVC pipes and can be rotated. It is easier to use 
for tradesman less skilled in soldering copper pipe. He 
said:

Supplier Update

http://goo.gl/BWvLqR
http://goo.gl/z4qJdi
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We created this [product] category in 2004. We’ve 
grown it from zero back then to what it is today 
and it is a high-value product.

Mr Sharp said his push-to-connect fitting is worth 
around five times a standard fitting and distributors and 
retailers are pleased to carry a product that increases 
the category value.

In addition to SharkBite, other key brands include 
Cash Acme, Auspex, Reliance Water Controls and RMC 
Water Valves.

Mr Sharp, who is based in the US, said Reliance 
is working on products targeted at new housing to tap 
in to the home building 
recovery in America.

http://goo.gl/GLhpSG

Financing facility 
for Hills
The new financing se-
cured by Hills Limited 
includes $36 million from 
financer Assetsecure and 
a $15 million secured 
debt facility from the 
Commonwealth Bank of 
Australia. This replac-
es Hills’ prior facility of 
$110 million in unsecured 
finance.

The deal is good 
news for Hills, which has 
undergone a “back to 
basics” transformation 
by attempting to repair 
relationships with vendors, customer and employees.

In 2015, Hills faced a number of major hurdles 
including one of its biggest vendors, home automation 
company Crestron, switching to a direct model. In its 
full-year results, Hills made a $94 million write-down of 
good will and admitted it needed to make another $66 
million non-cash impairment for goodwill, intangible 
assets, deferred tax assets and freehold property.

Chief executive Grant Logan said that Hills was 
looking for new financing that would better fit the 
company’s size and nature as it transformed from an 
industrial manufacturer to a technology and health 
distributor.

Hills experienced a $69 million loss for the half-year 
period ending 31 December 2015. Revenue fell 27.7% 
to $164.1 million for the six-month period.

http://goo.gl/wb3Yc6

http://goo.gl/RZW2kt

GUD divests Sunbeam
GUD will sell its Sunbeam stake to Sunbeam Products 
Inc, which trades as Jarden Consumer Solutions (JCS). 
Jarden owns a portfolio of appliance brands with $US2 
billion a year in global sales.

JCS already owns the Sunbeam brand globally 
except for the Australian and New Zealand markets, 
which until now have been owned by GUD. The com-
pany sold the other 49% of Sunbeam to JCS in No-
vember 2014 under a joint venture agreement. Sun-
beam products were not manufactured in Australia.

GUD also said that it is selling its 49% share of 
Jarden Consumer Solutions 
(Asia) Ltd to its joint-ven-
ture partner. It expects to 
get about $35 million from 
both transactions, which are 
expected to be completed 
in July 2016.

The sale of the joint 
venture interest mark GUD’s 
withdrawal from the small 
appliance market. GUD has 
been a supplier of small ap-
pliances for 20 years since 
it acquired Sunbeam Victa 
Corporation in 1996.

GUD managing direc-
tor Jonathan Ling said in 
a statement that its Sun-
beam business had bene-
fited from the connection 
with JCS, including JCS’s 
product-sourcing capabil-

ities. But since the start of the joint venture, the pace 
of globalisation in the small appliance industry had led 
GUD to conclude that shareholders’ best interests were 
served by an exit from the joint ventures.

Mr Ling said JCS could provide Sunbeam with the 
global scale that it currently lacks. The exit from small 
appliances would also allow GUD to focus on its other 
businesses, which include cleaning products, ware-
house racking and industrial and office storage.

GUD suffered a 90% drop in its first-half profit to 
$1.7 million, following $18.5 million in impairments 
related mainly to its Dexion storage and shelving busi-
ness. The Sunbeam business generated an earnings 
loss as currency movements forced up product costs 
and price increases were deferred.

https://goo.gl/eNIjuf

http://goo.gl/GLhpSG 
http://goo.gl/wb3Yc6
http://goo.gl/RZW2kt
https://goo.gl/eNIjuf
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It’s official: Airco buys Otter 
Group
Airco Fastener’s acquisition of the Otter Group should 
provide distributors with a central supply of quality fas-
teners and tools via a national network of warehouses 
and representatives. Brett Jamieson, general manager 
at Airco Fasteners said:

The Otter Group has a long and proud history in 
the Australian hardware and construction indus-
tries. Like Airco, it is an Australian business that 
is backed by decades of 
family expertise passed 
down through the gener-
ations, making it a natural 
fit for our portfolio.

The acquisition sees 
Airco Fasteners expand its 
offering to supply all Otter 
Group products including 
Titan, Screwfix, National 
Nails and the Interbath 
brands. Airco also supplies 
its own range of Airco tools, 
accessories and fasten-
ers, the iconic orange Colt 
Compressors and Senco 
products.

Airco is committed to growing the Otter brand and 
has welcomed the majority of the Otter team to its busi-
ness. Jamieson said:

Otter’s experienced and dedicated staff have deep 
knowledge of the business and products. We are 
proud to retain this expertise, working with the 
Otter team to expand existing product lines and 
develop new offerings.

An extensive network of warehouses and service 
technicians will see our customers benefit from 
tailored solutions, streamlined order processing 
and more efficient distribution.

Airco stocks products at warehouses in Sydney, 
Melbourne, Brisbane, Perth, Adelaide and Townsville.

Otter will also have a larger on-the-ground pres-
ence with more than 40 infield representatives around 
Australia, providing distributors with a dedicated rep-
resentative to help grow their businesses. This will be 
supported by a service that offers access to mobile and 
in-house technicians for faster and easier repairs.

Digital moves at Canadian Tire
An augmented reality catalogue, virtual reality store 
displays and a gaming lab are all part of a push to 
transform the 94-year-old Canadian Tire from a bricks-
and-mortar historical icon into a global retail innovator.

The retailer sells sporting goods, hardware, elec-
tronics, housewares, garden and patio, and auto acces-
sories.

In a presentation at the CIO Peer Forum in Toronto 
recently, chief technology officer (CTO) Eugene Roman 

made it clear he’s not just 
playing catch up; he wants 
to make Canadian Tire a 
digital leader the rest of the 
pack will have to keep up 
with. He said:

We aren’t interested in 
best practices. That’s for 
our competitors. What 
we’re looking at is next 
practices.

Hence the three digital 
innovation centres Cana-

dian Tire has opened since 
2013 in Calgary, Winnipeg 
and Kitchener-Waterloo. 

There’s a lot going on, including app development and 
testing, a cloud computing facility, a high performance 
data centre and a digital content warehouse.

Roman has kept those facilities busy since he be-
came CTO in 2012. The company’s Fast Find technol-
ogy, which took three years to develop, can provide an 
almost real time view of any product’s availability any-
where in the retailer’s inventory and distribution chain.

Recently, Canadian Tire also created its own point-
of-sale system. It is cloud-based, 50% cheaper to run 
than its predecessor, modifiable on demand and, in 
Roman’s estimation, four to six times faster than most 
POS solutions.

The CTO also mentioned that some of this inno-
vation involves dabbling in the Internet of Things (IoT), 
bots, 3D printing, the neuroscience of shopping be-
haviour and even gaming.

Roman acknowledged the company has dropped a 
fair amount of money on its digital efforts over the past 
three or four years. He said: “We spent $400 million 
because we were behind.”

While many retailers are shutting stores to go com-
pletely digital, Canadian Tire is sticking with a bricks-
and-clicks model. Roman said:

NEWS

(l&r) Airco Fasteners managing director 
John Jamieson and general manager Brett 

Jamieson
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Stores matter. Online matters. It all matters. Compa-
nies that do not figure that out will not survive, I guaran-
tee that.

He calls Canadian Tire’s approach “phygital”, a 
strategy that emphasises both physical stores and 
digital channels. One example is the chain’s 140,000 
square foot Edmonton store that opened last June. It 
features huge interactive video screens shoppers can 
use to design their patio or backyard with help from 
Oculus Rift virtual reality head-
sets.

Interactive catalogue
The recently released Wow 

Guide catalogue similarly bridg-
es augmented reality with more 
traditional customer channels. 

The spring-summer edition 
looks like an ordinary store 
catalogue but when viewed 
through a mobile phone using 
the Canadian Tire app, the pages provide shoppers 
with additional detail, down to which stores have the 
product, how many are in 
stock and in which aisles.

Twelve million copies of 
the catalogue were produced 
in paper form. But readers 
who use the retailer’s mobile 
app can also get clickable 
details or video links about 
certain products when they 
hover over the catalogue with 
their smartphone or tablet. 

The catalogue is having 
such a big effect on Canadian 
Tire’s e-commerce business that immediately after the 
launch of the book, the retailer’s weekly online sales 
doubled.

Ongoing challenges
Chief executive Michael Medline believes the transi-

tion from the old world to the new world of retail is one 
of the most difficult tasks a retailer can face. He said:

Our transition to new-world retail through invest-
ments in e-commerce, loyalty and digital is helping 
us to meet the changing needs of our customers. 
Digital disruption is happening on a scale larger 
than any of us could have imagined, and no in-
dustry, including retail, will be immune from those 
changes.

He said Canadian Tire stores in the Ottawa area are 
testing a number of online concepts and “most things 
we test work…if you fear failure, then you don’t test 
anything.”

Still, when it tried to put lockers in stores for e-com-
merce order pickups, “our customers didn’t like it” and 
the retailer abandoned the idea. Many Canadian Tire 
products, such as barbecues, don’t fit in a locker, he 
said.

The digital transformation 
journey is still unfolding at 
Canadian Tire. Although Roman 
said “the two major competitors 
are Amazon and Walmart,” his 
own company has yet to provide 
something offered by both US 
giants: home delivery for online 
purchases.

http://goo.gl/IO4qVC

http://goo.gl/Gi6OvI

A modular revolution in Wagga
Gavin King is the man behind 
Wagga’s ground-breaking 
modular building firm, Pro-
minda. He believes its way of 
doing things is no threat to 
traditional construction.

King explains to the Daily 
Advertiser how a three-piece 
module home will be manu-
factured at Bomen (a suburb 
north of Wagga) in just 15 
weeks, hoisted on the back of 

a truck and assembled in Lock-
hart (in the Riverina, NSW) — bolted to the ground — in 
a further two weeks.

Off-site construction saves time and money, he 
said, but disagrees the efficiency is destined to put 
local tradies out of work. King said:

We are no threat…It’s comparing apples with 
oranges; there is no way modular building can 
compete with project homes because they are 
rarely seen in a suburban setting.

However, the Wagga branch of the Housing Indus-
try Association (HIA) is concerned about the potential 
for outsourcing labour, particularly to major cities such 
as Sydney and Melbourne.

Of particular concern is modular building’s foray 

NEWS

Example of modular building

http://goo.gl/IO4qVC
http://goo.gl/Gi6OvI
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into the commercial sector, which the HIA regards as 
most at risk. And the city is already seeing the con-
struction of its first commercial project in the $14 
million Rules Club redevelopment, which is having its 
modules manufactured in Sydney.

Rules Club general manager Jack Jolley said 
modular design came in at 30% cheaper than a proj-
ect build and it cut down on construction time by six 
months. He said:

We checked out the quality and we wouldn’t have 
done it if the quality was compromised. With the 
expansion, it’s so far, so good — we haven’t had 
any problems with it. Off-site construction allows 
more room for any changes you want to make to 
the design; it’s much easier to change if you want 
to.
King, whose business employs local sub-contrac-

tors, expects modular building to expand in coming 
years. He said:

In the last 12 months, 
inquiry has really escalat-
ed. It’s good for Wagga; 
it’s good for local business 
because we still need 
those sub-contractors to 
put it together.
Asked whether Prominda 

would consider expanding 
into the commercial sector, King said, “Time will tell.”

Online tradies battle for market 
share
Oneflare, a digital marketplace for local trade services, 
has secured a $15 million investment as part of a 
new strategic partnership with Fairfax-owned Domain 
Group. This investment is in exchange for 35% equity, 
valuing the startup at more than $40 million.

It comes after Oneflare’s biggest competitor hi-
pages recently partnered with Fairfax rival News Corp. 
through a reported $40 million investment in exchange 
for 25% equity.

http://goo.gl/A3Imnv

Fairfax Media CEO Greg Hywood said in a  
statement: 

We continue to see significant opportunities to 
invest in Domain Group as it expands into ad-
jacent markets. Local trade services represent 
a substantial market and Oneflare is very well 
positioned to take advantage of the growth in this 
rapidly-emerging digital marketplace.”

Oneflare founder and CEO Adam Dong said he has 
been in discussions with Domain for more than two 
years. He told StartupSmart:

It just makes logical sense — home buyers, sellers 
and renters are all looking for the services we pro-
vide. Since November last year it got more serious 
and turned towards an investment.

He said the partnership would extend beyond just 
the funding, with Oneflare becoming integrated into Do-
main’s “ownership” section. The funding will be used to 
help expand different aspects of the business, accord-
ing to Dong. He said:

It’s primarily to build out the products and we’ll 
have a hiring growth spurt, as well as a bit of 
marketing.

Founded in 2011, the Oneflare platform connects 
users with experts in catego-
ries such as concreting, ren-
ovating, painting and clean-
ing. Dong said the site now 
attracts 1.3 million monthly 
visitors and has 80,000 regis-
tered businesses. It doubled 
in size from last year.

With two tradie mar-
ketplace companies now 

aligned with large media corporations, the competition 
seems to be heating up. Dong said:

It has become a two-horse race. If you look at 
Australia there’s only room for one or two big play-
ers in one vertical. We have one solid competitor 
and we’re definitely here to beat them.

While hipages was valued significantly higher with 
its investment from News Corp, Dong said Oneflare has 
the edge when it comes to reviews.

It’s important to have users that really trust your 
platform. We’re leading them on reviews, and 
they’re key to the platform and to the users. It’s 
about making sure customers really trust the plat-
form.

http://goo.gl/fQDg2M

http://goo.gl/Ri4m1U

http://goo.gl/x4bpuC
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Screwdriver invention
A Washington-based inventor created a multi-tool that 
is being stocked at Lowe’s and lowes.com

Joel Townsen made a rechargeable screwdriver 
that fits into tight spaces with a rotating head with more 
than 350 positions. He discusses his journey to get his 
product in front of consumers.

The idea for Flipout Screwdrivers came about in 
2003 when Townsen was trying to replace a speaker in 
the door of his car. He explains:

The drill I was using wouldn’t fit inside the door 
panel and the idea hit 
me: why not invent an 
electric screwdriver that 
transforms into different 
shapes? Power tool com-
panies had been making 
the same type of products 
for years — large bulky 
drills that were difficult to 
use in confined spaces 
and offered no versatility 
whatsoever.

I thought if I could incorpo-
rate the flexibility of a robotic arm into an electric 
screwdriver I would be on to something. The first 
prototype was built using pieces of acrylic for the 
housing and plastic gears I got out of a robotics 
mail-order catalogue. It wasn’t anything fancy, but 
it worked and gave me a sense of excitement that 
drove me to push forward and keep trying harder.
Townsen said it took him almost a decade to get 

the product to market with a lot of sacrifices along the 
way. He said:

I ended up dropping out of school in order to work 
full time, usually 60-plus hours a week to fund 
my dream. Any spare time I had was often spent 
working on the latest prototype. The product was 
fairly involved and had numerous parts. I spent 
years perfecting it until it actually worked. On top 
of this, everything was super expensive — pat-
ents, prototype parts, CNC machining, injection 
moulding, trade shows, marketing materials — you 
name it! It all cost money.

The path to market for Townsen involved licensing. 
He said:

Licensing is basically where another company 
makes and sells your product, in return you get a 

percentage of the net profits. It’s a good route for 
inventors who have a great product idea but aren’t 
sure how to go about manufacturing it themselves 
or how to deal with retailers.

For me, landing a licensing deal was extremely 
difficult. I took part in trade shows and contests, 
applied to present my product on Shark Tank, and 
pitched every company under the sun trying to se-
cure a licensing deal. The turning point for me was 
after I launched the product through crowdfunding 
— after the campaign ended, I received several 

emails from big-name 
power tool companies 
who were interested. In 
the end, I hooked up with 
a manufacturing company 
out of Seattle and to-
gether we pitched Lowe’s 
for a DRTV deal. Before 
I knew it, Flipout had 
its own TV commercial 
and we sold hundreds of 
thousands of units in a 
matter of months.

Direct response television 
(DRTV) is any television advertising that asks consum-
ers to respond directly to the company — usually either 
by calling a telephone number or by visiting a web site. 
This is a form of direct response marketing.

The biggest challenge Townsen faced was over-
coming the enormous costs involved with prototyping. 
He said:

When I started this project, affordable desktop 
3D printers were not readily available. Since I was 
designing a hand-held power tool, I went through 
a lot of different variations to make it work properly 
and fit comfortably in the hand. Nowadays, I just 
print the parts on my 3D printer and it costs me 
USD1-2 per part, as opposed to USD50-100 per 
part.

Townsen advises any aspiring inventor is to take 
that first step and build a prototype, even if it’s made 
out of cardboard. He said:

The point is we all have to start somewhere. 
Anything that will help you get a sense for how a 
product looks, feels, and works.

NEW PRODUCTS
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Lowe’s uses mobile video
Lowe’s is turning to Facebook mobile video and Snap-
chat to help first-time millennial home buyers discover 
home improvement tricks.

The home improvement retailer and Omnicom 
agency BBDO created the new series of social videos 
to showcase easy spring cleaning and DIY projects in a 
quick and more interactive way for younger consumers.

The push is part of Lowe’s ongoing strategy to 
reach potential consumers who are increasingly spend-
ing time on visual-driven social media platforms. Chief 
marketing officer Marci Grebstein said:

The challenge as a marketer 
today is, how do you continue 
to engage consumers differ-
ently and within different so-
cial platforms. We have to be 
able to create informative and 
entertaining content based on 
how the platform works.

For Facebook, Lowe’s will be 
the first marketer to take advan-
tage of a flip video application 
on Facebook’s mobile feed that 
allows viewers to change the 
orientation of the video.

The retailer’s “FlipSide” videos are short two-sided 
live action videos that show simultaneously what can 
happen if a homeowner doesn’t clean the gutters and 
air filters or prune overgrown shrubs, versus what hap-
pens when a homeowner does proper spring cleaning. 
The videos link back to Lowes.com.

Viewers can watch either story line at the top of the 
video player depending on how they tilt their phone.

Lowe’s is also pushing into Snapchat for the first 
time. The retailer’s “In-a-Snap” series aims to inspire 
both young homeowners and renters to pursue simple 
home improvement projects such as installing shelves 
to build a study nook.

Users can tap on the screen during the Lowe’s 
Snapchat story to put a nail in a wall or chisel off an old 
tile in a game-like fashion to complete a project. The 
“In-a-Snap” series is not a paid brand story or part of 
Snapchat’s Discover tab. Instead Lowe’s is using its 
Snapchat channel to share the content. Ms Grebstein 
said:

Doing a home improvement project does not have 
to mean gutting and renovating your entire home 
or kitchen.

She added that the retailer will also have another 
series of video tutorials on Facebook and Instagram 
called “Home School” that uses drawings from chalk 
artists to animate maintenance projects.

This isn’t the first time Lowe’s has made big pushes 
into the social space. Lowe’s launched its first “Fix in 
Six” Vine campaign in 2013, which featured six-second 
looping videos centred around a home improvement 
hack. The retailer’s Hypermade series, which launched 
in 2014, documented DIY projects in super-fast speed 
on Instagram. Both social media campaigns helped in-
crease brand engagement, according to Ms Grebstein.

While the social campaigns 
aim to help first-time home-
owners or young renters learn 
more about home improvement, 
Lowe’s also wants to help con-
sumers think differently about 
the brand beyond its product 
and services.

Lowe’s has debuted a long-
form video online called “House 
Love” about the relationship 
between two young children who 
live across the street from each 
other and the relationship be-
tween their neighbouring hous-
es. Ms. Grebstein explains:

The one component that ‘House Love’ really is 
about is about driving an emotional engagement.

Millennials who are becoming first-time homeown-
ers, in particular, “want to know more about the com-
panies they do business with and not just the products 
and services they offer. They want to understand the 
deeper meaning of what a company is trying to stand 
for.” She add:

We have to be a lot more innovative and thought-
ful about how and where to capture that millennial 
audience.

The “House Love” video will be shared on Lowe’s 
social media channels and will run as ads in movie 
theatres in the US starting in May. Ms Grebstein said 
Lowe’s may later consider running the creative on more 
traditional vehicles such as TV.

http://goo.gl/b9Vff4
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Efficient LED downlights
HPM has launched its LED Downlights DLI Series, 
designed to set a new benchmark for lighting efficacy. 
Emitting up to 880 lumens at 7 watts, the range fea-
tures a lumens per watt ratio of up to 125 lm/w. This 
should deliver serious energy savings and lighting 
performance. 

The one-piece design has a fully integrated dimma-
ble driver to significantly reduce installation time, and 
the downlights’ IC-F rating allows them to be installed 
underneath insulation.

In an industry first, the DLI Series specifies a 
proven lifespan of 20,000 hours under insulation. This 
is backed by extensive testing in HPM Legrand’s local 
NATA — National Association of Testing Authorities — 
accredited laboratory. The range delivers 35,000 hours 
lifespan in free air.

As a manufacturer 
of both dimmers and 
downlights, HPM de-
livers a dimmer com-
patible LED range for 
smooth dimming and 
no flickering. Contrac-
tors should be able to 
install them with confi-
dence. 

The DLI Series has 
a screw-less terminal 
cover for easy hard-
wired connection, and 
2,500 volts electrical surge protection provides added 
safety. Created for 90mm or 125mm cut outs, it has a 
low profile for easy installation in slab canisters and low 
ceiling cavities. Other design benefits include a fitted 
one-metre flex and plug, and a 10mm recessed diffuser 
for reduced glare.

With a colour rendering index (CRI) of 80+ for truer 
colour expression, the downlights can emit between 
700 and 750 lumens of warm white light and 820 to 
880 lumens of cool white light. The downlights are 
IP44 weatherproof and are suitable in covered outdoor 
areas.

Lighting up exit signs
Emergency lighting maker Legrand has launched a 

tamper resistant SecurIT LED Exit Sign for institution-
al environments and correctional facilities. Mahmoud 
Kebbi, category manager for commercial and emergen-
cy lighting at HPM Legrand said:

Clear and visible communication is essential for 
smooth emergency evacuation. A one-size fits all 
approach is rarely suitable for emergency evac-
uation products. Evacuation signage should be 
specified for the precise requirements of a build-
ing to ensure it is always visible and the potential 
for damage is minimised.

The SecurIT LED Exit Sign has been specifically 
made for prisons, detention centres, police stations and 
psychiatric wards. It features an unbreakable flexible 
thermo plastic diffuser, which cannot be used as a 
weapon if dislodged.

Anti-tamper Resitork screws prevent the removal of 
the sign, while a 6mm interior cover prevents entry to 
electronic components and LEDs. Four watt LEDs de-
liver up to 50,000 hours of light, reducing the need for 

regular maintenance.
Legrand has also 

added a new Large 
LED Exit Sign to its of-
fering. Created for easy 
viewing from up to 60 
metres away, these are 
ideal for large shopping 
centres, entertainment 
venues and industrial 
applications.

Ceiling and wall 
installation options 
are available, and 5.6 
watt LEDs deliver up 

to 50,000 hours of light. An auto-disconnect terminal 
block provides additional safety. The terminal block is 
quick to connect and auto-disconnects easily.

Legrand’s Edgelight LED Exit Signs are a versatile 
solution that can deliver a modern aesthetic for office 
buildings and public spaces. Winner of a 2015 Good 
Design Award and a Commendation Award from the 
Illuminating Engineering Society of New South Wales, 
this exit sign is made to deliver unobtrusive high perfor-
mance.

Recessed and surface mounting allows for flexible 
installation to suit wall, ceiling and sloped applications. 
The LED strips and electronics are locally designed and 
manufactured. 

All products can be set up as individual signs or 
networked with Legrand’s wireless emergency lighting 
system, AXIOM.

NEW PRODUCTS
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Bulbs for winter planting
Mr Fothergill’s has just launched a number of new 
produce and flowering bulb varieties for planting this 
winter. Managing director Aaron Whitehouse said while 
autumn is considered the prime 
bulb planting season for traditional 
spring favourites such as daffodils 
and tulips, there are many varieties 
that should be planted in the colder 
months.

Winter is the key season for plant-
ing summer bulbs and getting 
started in June is ideal for flower-
ing perennials such as lilies and 
gladioli, and produce including 
strawberries and asparagus, that 
enjoy cooler temperatures.

Produce bulbs
Potato Dutch Cream is a creamy 

potato variety with rich yellow flesh. 
Ideal for boiled or mashed 
but is also suitable for bak-
ing or used in soup.

Potato King Edward is 
a large variety with creamy 
white flesh and a light, floury 
texture. It rarely discolours 
when cooked and is useful 
for roasting.

Potato Russett Burbank is a popular variety with 
dark brown skin and few eyes. Its flesh is white, dry 
and high in starch making it ideal for baking, mashing 
and particularly hot chips. 

Unfortunately these potatoes are not available in 
WA or TAS.

Flowering bulbs
Gladioli Mon Amour is perfect for a big floral show. 

The elegant spires of ruffled blooms provide an explo-
sion of cream, pale yellow and pink.

Hellebore Mix are dainty nodding blooms that bring 
months of colour into winter gardens. Hellebores are 
drought tolerant, long lived and suited for partly shady 
spots in the garden.

Lilium Mapira are large, deep purple, almost black 
blooms with vibrant orange stamen and a faint fra-
grance.

An axe for almost any job
Fiskars has developed a new range of splitting and 
chopping axes with a design and toughness to opti-
mise each strike. The X-Series axes balance comfort, 

durability and safety so users can 
focus on stacking their woodpile 
high.

A light FiberComp™ shaft 
minimises fatigue, coupled with an 
anti-shock grip to ensure a comfort-
able and firm grasp. This renders 
the X-Series virtually unbreakable. 
The 35-degree convex shaped axe 
face also strengthens the cutting 
edge to make it less sensitive to 
fracture.

A hooked end of the handle will 
prevent the axe from slipping out of 
the hand so users can swing with 
confidence. The plastic sheath will 
help with safe carrying and storage.

The X-Series is an ideal axe for 
splitting timber on a regular 
basis. For users who are 
more seasonal with their axe-
work, they will be well served 
by the difference that X-Se-
ries axes make to the wood 
splitting process.

There are four splitting 
axes and two chopping in the X-Series range so it can 
suit a large number of of sizes, different levels of exper-
tise, and various diameters of the logs being split.

Fiskars also has a quick and simple online test to 
help choose the right axe for users.

http://goo.gl/hOS8q9

Surfaces that look like stone
The growing popularity of engineered quartz surfaces 
has seen the product often replace marble and granite 
as the material of choice for benchtops and splash-
backs.

More durable than granite or concrete, quartz 
surfaces are less likely to chip or crack, do not require 
sealing, are non-porous, resist spills and stains, and 
can be maintained hygienically. This can them a highly 
practical choice for modern working environments. 
Best of all, engineered quartz surfaces also replicate 
the attractive aesthetic of natural stone.

Smartstone has been a major distributor of engi-
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neered quartz surfaces since 2002. It offers a range of 
well-finished durable surfaces for kitchens and bath-
rooms. The company’s surfaces are composed of a 
minimum 93% quartz and a unique mix of resins and 
pigments. They are balanced 
and engineered to create natural 
stone finishes.

The Smartstone collection is a 
tailored palette of visually striking 
options, comprising of four clas-
sic ranges with 24 unique styles 
that match the look of real natural 
stone without the expensive price 
tag. By offering the natural stone 
aesthetic in a more affordable and durable product 
without compromising on quality, Smartstone is an ide-
al value-for-money solution for projects of all sizes.

It can meet the needs of homeowners who wish 
to combine looks and practicality in their selection of 
building materials.

The Smartstone range also has low maintenance 
qualities. Being non-porous, 
these surfaces do not need 
sealing, are stain-resistant and 
absorb very little moisture. They 
are suitable for kitchen worktops 
as well as bathroom vanities and 
bath surrounds. Smartstone engi-
neered quartz surfaces also pro-
vides a 15-year limited warranty.

NEW PRODUCTS

SEEKING OPPORTUNITIES

A state sales manager role is available at Yates; 
Valspar is seeking an experienced regional 
sales manager in Adelaide; and Haymes Paint 

is boosting its business development ranks.

Hardware or horticultural 
knowledge
The state sales manager at Yates will be tasked with 
“managing, developing and leading a team of sales 
professionals in a highly competitive market”. The 
individual in this Sydney-based role will be responsible 
for the state’s retail segment that includes corporate 
accounts, buying groups and independent stores. The 
role is both operational and strategic.

http://goo.gl/8EiRXW

Valspar regional sales
The regional sales manager at Valspar will have a 
proven sales management background and existing 
commercial relationships. Based at its office in Kilburn 
(SA) and reporting to the state sales manager SA/NT, 
this role will lead and direct the activities of the SA retail 
and trade sales team. The successful candidate will 
also work closely with the company owned and inde-
pendent trade paint store network.

http://goo.gl/tzrQ1i

BDM roles at Haymes Paint
Two business development opportunities currently exist 
at Haymes Paint. One is based in Launceston (TAS) and 
the other is in Darwin. The successful candidates will 

be responsible for the servicing and growth of current 
business activities within a geographical territory, and 
the implementation of strategies to grow trade and 
retail business.

http://goo.gl/FmzI6e

http://meccaevents.com.au/
http://goo.gl/8EiRXW
http://goo.gl/tzrQ1i
http://goo.gl/FmzI6e



