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The subject of Bunnings’ decision to enter the 
UK and Ireland market through the purchase, 
refurbishment, and eventual replacement of the 
Homebase big box home improvement chain store 
is something of a fraught one for  several invest-
ment analysts.

On the investment analyst side of this story, they had raised 
warnings about Woolworths’ venture into home improvement, 
Masters, which went largely unheeded back in 2010. Their fear is 
that Wesfarmers is repeating that mistake. 

Yet Wesfarmers remains quite certain it is making the right 
move.

What is going on here? Some clues can be found in the deeper 
considerations of how corporations work, and how those work-
ings can be represented and understood through activities such as 
accounting.

One of the better known academics in this field is George H. 
Sorter. For Prof. Sorter, accounting is a form of history, that at-
tempts to track what a business has done, in order to better under-
stand what it should do in the future. Many of his principles are 
described in his work “Financial Accounting: An events and cash 
flow approach”.

Writing about assets in that work, Prof. Sorter has this to say:
Economic assets are rights to utilise economic resources. Economic 
resources are goods or services that, when utilised, are expected to 
result in incremental benefits.... The essential feature of an economic 
asset is ownership of a right to utilise an economic resource, rather 
than the ownership of an economic resource.
Later he gets to the crux of how economic assets need to be 

utilised:
The benefits sought by a profit-seeking enterprise are cash flows, 
and the economic assets of such an enterprise are expected to have 
a beneficial impact on future cash flows. The benefits anticipated by 
a corporation from its assets may be an increase in the size of the 
future net cash inflows ... an acceleration of their timing, or a reduc-
tion in their uncertainty. Utilisation of an economic asset is expected 
to cause net future cash flows to be larger, sooner, or more certain.
Much of the misinterpretation between Wesfarmers and invest-

ment analysts comes down to that last sentence, and the need for 
assets to produce bigger cash flows, cash flows that occur sooner 
than they would without asset utilisation, or that increase the 
certainty of those future cash flows actually taking place.

comment
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Bunnings in the UK, as we know, is not going to make cash flows 
take place sooner, with an approximate five-year horizon before 
real returns eventuate. That leaves bigger cash flows as a main ob-
jective, but what about the third possibility, the one of certainty?

It is here, HNN believes, that the problems begin. That is be-
cause in standard accounting, and the standard investment prac-
tices that have grown up around it, the difference between certain-
ty/uncertainty, and risk, is not always well represented.

What is the difference? Business is always risky – that is what 
it is all about. If your business is betting on the roll of a single 
die, where you win six times what you wager when your selected 
number comes up, the cash flow of your business will be based 
on a stable risk. If you rely instead on the roll of two dice, and you 
have a better understanding of the odds of any particular number 
coming up than your competitors, it remains risky, but the skill of 
your business mitigates the risk.

But what if, instead, you never know if there will be two or three 
dice rolled at any particular time? In that case, the risk becomes 
discontinuous, and when risk becomes discontinuous, uncertainty 
is introduced.

That condition of uncertainty is a major factor for modern 
corporations to deal with today. They never know when that 
unexpected third die is going to show up. For the taxi industry, it 
was the smartphone and Uber. For the car industry, it was battery 
technology and Tesla. For the map industry, its was GPS satellites 
and Google.

There is, however, one thing that is known to mitigate uncer-
tainty. That is what has become known as “globalisation”, utilising 
assets to enter discontinuous markets. Uber can destroy taxi busi-
nesses, because they are regional. Google can wipe out companies 
such as Melways because they are, by definition almost, regional. 
But Tesla is not going to replace GM and Ford, because they are 
global, and their discontinuous markets give them a hedge against 
the third die.

Already you know what the third die is for retailers in Australia: 
Amazon is coming. What better way to begin to counter that than 
to enter a market where Amazon is already operating?

comment
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Rockhampton
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Shepparton 
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2017

Tura Beach 
could still get a 
Bunnings

Bunnings 
going into ex_
Masters sites in 
WA

Mitre 10 
store joins 
fight against 
Bunnings

A proposed Bunnings 
store in the inner Syd-
ney suburb of Rozelle 
has been rejected by 
Inner West Council 
because of “multiple” 
flaws in planning 
documents, reports the 
Inner West Courier.

The council gave 
developers until Feb-
ruary 10 to withdraw 
its proposal for the 
$11.8 million hardware 
outlet on an existing 
industrial site opposite 
the White Bay Power 
Station.

In a letter sent to 
developers, the council 
raised 11 objections to 
the proposal including 
increased local traffic. 
The council also found 
the development plans 
did not assess noise 
impacts on nearby 
homes, failed to use 
correct flood analysis 
modelling, and lacked 

waste management 
plans.

Other objections 
raised by the council 
included a proposed 
loading dock and 
ramp that doesn’t 
adequately service 
the development, 
impacts on heritage 
conservation and a 
“signification breach 
of the zoned floor 
space ratio.”

In the letter, the 
council said the 
application would 
be “refused without 
further notice” if devel-
opers did not respond 
within the three-week 
cut-off date.

The proposal — 
which was lodged to 
the council in October 
— was developed by 
site owner John Leth-
lean in an agreement 
with Bunnings.

The council said 

it would defend its 
position if Mr Lethlean 
appeals the council’s 
decision in the Land 
and Environment 
Court. The proposal 
was also met with op-
position from existing 
independent retailers 
on the peninsula, in-
cluding the Hardware 
Store which operates 

600 metres from the 
site.

Bunnings general 
manager of property 
Andrew Marks said 
the company would 
continue to work with 
Mr Lethlean and the 
council to “resolve the 
matters raised”.

https://goo.gl/d1TMZh

Rozelle says “no” to 
Bunnings

Rendering of propose Bunnings store

Dalby to get smaller format warehouse store

Bunnings 
has been given 
approval for a $12 
million store in 
Dalby (QLD). The 
store is expected 
to be completed 
later this year.

McNab Con-
structions has 
been named as 
the contractor. 
Project manager 

Ryan Smith said 
the team was 
keen to get start-
ed on the develop-
ment. He said:

We’re very ex-
cited to get under 
way on this Bun-
nings warehouse, 
especially consid-
ering it is so close 
to our head office 
in Toowoomba.

Bunnings 
property general 
manager Andrew 
Marks said it was 
an exciting time. 

We will contin-
ue to update the 
Dalby community 
as development 
progresses ahead.

https://goo.gl/
tNCaUV

http://hnn.bz/
https://goo.gl/d1TMZh
https://goo.gl/tNCaUV
https://goo.gl/tNCaUV
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Bunnings has re-
ceived local council ap-
proval to modify four 
of the nine ex-Masters 
buildings in Baldivis, 
Landsdale, Bayswater 
and Mandurah in WA.

Bunnings general 
manager – property 
Andrew Marks said the 
WA stores were four of 
15 old Masters stores 
it was interested in 
acquiring nationally. 
He said:

The conversion of 
these sites into Bun-

nings Warehouses is 
pending the Home 
Consortium agreement 
with Woolworths Lim-
ited which is subject to 
the consent of Lowe’s 
Companies, Inc..

BWP Trust also 
said the Bunnings 
Warehouse outlets in 
Morley and Mandurah 
were among seven 
BWP-owned properties 
the big box retailer 
planned to vacate. 
These moves will see 
Bunnings take over the 

former Masters stores 
in Bayswater and Man-
durah.

Three other BWP 
sites to be vacated 
were in Victoria and 
NSW, while two 
others were still 
being kept 
confidential.

The trust — 25% 
owned by Wes-
farmers — report-
ed a $55.5 million 
distributable prof-
it for the first half, 
up 4%. Revenue 

rose 1.5% to $76 million.
https://goo.gl/R11ejR
https://goo.gl/pO78U9

Bunnings re-brands ex-Masters sites in WA

Bunnings’ plans to 
construct a $42 million 
store in Panorama (SA) 
has seen a Mitre 10 
store owner attempt-
ing to join court action 
to block the develop-
ment.

Domain Mitre 10 
owner Chris Wauchope 
believes his business 
will be forced to close 
if the big box retailer is 
allowed to open at the 
former TAFE campus 
site on Goodwood 
Road.

Mitcham Council’s 
Development Assess-
ment Panel (DAP) re-
jected Bunnings’ plans 
for the site in August 
last year, arguing the 
store was too big for 
the area and would cre-
ate traffic issues.

Mr Wauchope has ap-
plied to join the council 
as a defendant in the 
case. But the council 
argued his objections 
were based on com-

mercial reasons, not 
planning issues, and 
should not be heard 

in the Environment, 
Resources and Devel-
opment (ERD) Court.

Panorama resident 
Neil Baron is appealing 
that decision in the 
ERD Court because 
he thinks the store is 
well designed and will 
create jobs.

The case has been 
adjourned until March 

7 so a judge can decide 
whether Mr Wauchope 
can join the case.

Mr Wauchope was 
pleased his bid to stop 
Bunnings opening 
would be considered. 
He told the HillsValley 
Weekly:

I am however disap-
pointed that Mitcham 
Council would formally 
oppose our involve-
ment, given we are 
ratepayers who lodged 

a representation in 
respect of Bunnings 
original application.

To further complicate 
matters, Bunnings 
is working on new 
designs for the Good-
wood Rd site which 
will be assessed by 
the council’s DAP in 
March.

Mitcham chief exec-
utive Matthew Pears 
said even if the council 
approved the latest 

plans, because of the 
ongoing legal action, 
they would need to 
be assessed by a court 
before a final decision 
was made.

Mitcham mayor 
Glenn Spear has sup-
ported Bunnings, say-
ing the good outweighs 
the bad.

Say No to Bunnings 
Panorama spokesman 
Peter Bryant criticised 
Mr Spear for “barrack-
ing” in favour of the 
proposal. He said:

The community spoke 
very loudly about the 
lack of transparency, 
and it seems that Bun-
nings has been given 
a private ear to the 
council process. The 
only time the commu-
nity finds out about the 
next step is when it is 
almost too late.

https://goo.gl/
H16A7m

Battle for Panorama builds up

Mitre 10 owner Chris Wauchope ha applied to join the fight against Bunnings

http://hnn.bz/
https://goo.gl/R11ejR
https://goo.gl/pO78U9 
https://goo.gl/H16A7m 
https://goo.gl/H16A7m 
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Tura Beach may still get a Bunnings
The door has not 

been closed on the pos-
sibility that a Bunnings 
outlet may be built at 
Tura Beach (NSW).

According to the Me-
rimbula News Weekly, 
the Southern Joint Re-
gional Planning Panel 
has refused an appli-
cation to rezone two 
parcels of land at Tura 
Beach to a B5 zone, to 
allow bulky goods or 
other retailing uses.

The rezoning issue 
for lots 33 and 34 
DP243029 has been 
on council’s agenda 
multiple times since 
2012 and more recent-
ly after the land was 
purchased by Bun-
nings’ parent company, 
Wesfarmers who have 
shown interest in the 
site for some time.

Despite council’s 
support for rezoning 
the site from 1C Rural 
Small Holdings to a B5 
Business Development 
Zone on two occasions, 
NSW Planning refused 

it saying it would not 
fit in with the “village” 
community of Tura 
and that any such de-
velopment was better 
suited to Bega.

More recently, Wes-
farmers asked for a 
gateway review of the 
NSW Planning deci-
sion. 

The five person panel 
included local coun-
cillors Jo Dodds and 
Robyn Bain. It received 
presentations from the 
mayor Kristy McBain 
and representatives 
of the Department of 
Planning and Environ-
ment and Bunnings.

Although the panel 
unanimously agreed 
that the proposal 
should not proceed, it 
recommended that the 
site be rezoned to R5. 
This zoning would still 
allow a small format 
Bunnings to be built, 
subject to height re-
strictions and building 
footprint.

The panel said in 

its view, there was an 
economic and strategic 
benefit in allowing 
the use of the site for 
a Bunnings facility 
and added that it was 
not dissimilar to other 
uses such as landscape 
material supplies and 
plant nurseries that 
were permitted in the 
R5 Large Lot Residen-
tial zoning just north 
of the site.

Both Crs Bain and 

Dodds were pleased 
with the outcome and 
stressed it was a deci-
sion about whether the 
zoning was correct for 
the area, not about the 
owner of the land.

Some of the rezon-
ing issues have come 
about because the stra-
tegic plan for the area 
was last published in 
2006 when Tura Beach 
was far smaller. Both 
councillors agreed 

that strategic planning 
for the area needed 
reviewing.

For the time being 
though the zoning is-
sue for the two blocks 
is back in Bunnings’ 
hands and the com-
pany, as the owner, 
will have to reapply 
to council for an R5 
zoning.

https://goo.gl/jXS1Mt

Bunnings will be located on the corner of Sapphire Coast Drive and Tura Beach Drive

Mid-2017 opening for Bunnings Shepparton
The Bunnings build-

ing in Shepparton 
(VIC) is on schedule to 
be completed mid-year. 
The store will replace 
the existing Bunnings 
Warehouse in the area.

Intersection works 
at the entry to the 
site and the service 
road, including new 
traffic signals, are 
progressing well and 
all team members will 
transfer to the new 

premises. General 
manager – property, 
Andrew Marks told the 
Shepparton Adviser:

The development of 
the $53 million Bun-
nings Warehouse Shep-
parton is currently on 
schedule for opening in 
the middle of this year. 
On-site, the construc-
tion of structural steel 
for the warehouse and 
nursery is almost com-
plete with roof sheet-

ing underway. Erection 
of the concrete wall 
panels is nearing com-
pletion.

The new-look Bun-
nings in Shepparton 
will have an approxi-
mate total store size of 
over 18,000sqm.

https://goo.gl/I2q3Ec

Bunnings Shepparton will be located at 90 Benalla Road

http://hnn.bz/
https://goo.gl/jXS1Mt
https://goo.gl/I2q3Ec 
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Bunnings NZ in court over ad campaign
The Commerce Com-

mission has filed 45 
charges in the Auck-
land District Court 
against Bunnings New 
Zealand, alleging the 
big box retailer misled 
consumers by adver-
tising the prices of 
its goods as being the 
lowest in the market.

Bunnings’ advertis-
ing at its stores across 
New Zealand has given 
an overall impression 
it offered the lowest 
prices for its products 
when this was not 
true, according to the 
regulator.

Some of the taglines 
named by the Commis-
sion as being “false or 
misleading” were:

• “Lowest prices are 

just the beginning 
...”

• “Bunnings has the 
lowest price on 
everything you 
need.”

• “Everything is at 
the lowest price 
guaranteed.”

• “We’ve got the 
widest range and 
the lowest prices.”

Each of the 45 
offences is punish-
able by a fine of up to 
NZD600,000.

The investigation 
focused on the period 
from July 1, 2014, to 
February 28, 2016.

Bunnings said it is 
“disappointed” with 
the Commerce Com-
mission’s decision to 
file charges. Jacqui 

Coombes, NZ general 
manager in an emailed 
statement said:

We disagree with 
the Commerce Com-
mission’s view of our 
lowest prices policy 
and will defend our 
highly competitive 
price guarantee.

Ms Coombes said 
the company would 
continue the policy, 
backed up by “behind 
the scenes” processes 
and procedures.

We remain absolutely 
committed to creating 
more value for New 
Zealand consumers 
and believe in the right 
of all businesses to 
compete on price.

The case is being 
called to the district 

court for the first time 
on March 7.

https://goo.gl/jg6tmm

https://goo.gl/0n1qQ8

Jacqui Coombes, Bunnings NZ general manager

Bunnings relocates Rockhampton
The Morning Bulletin 

has revealed that Bun-
nings received devel-
opment approval from 
Rockhampton Region-
al Council for the Mas-
ters Rockhampton site 
to become a Bunnings 
Warehouse. Bunnings 

general manager – 
property, Andrew 
Marks said:

Following the 
reformatting works, 
our intention is to 
relocate our existing 
Rockhampton ware-
house, including all 

current Bunnings team 
members…We do note 
that the Home Consor-
tium agreement with 
Woolworths Limited is 
subject to the consent 
of Lowe’s Companies, 
Inc.

The Masters Rock-

hampton site is located 
in close vicinity to 
the current Bunnings 
store. Mr Marks added:

We also intend to 
ensure our existing 
location is re-purposed, 
which will hopefully 
support bulky goods 

retailers entering the 
region and creating 
new jobs in Rockhamp-
ton.

https://goo.gl/oGZ2zO

http://hnn.bz/
https://goo.gl/oGZ2zO 
http://www.merlinsoftware.com.au/
http://www.merlinsoftware.com.au/sales/
http://www.merlinsoftware.com.au/multi-site/
http://www.merlinsoftware.com.au/accounting/
http://www.merlinsoftware.com.au/payroll/
http://www.merlinsoftware.com.au/
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Porters gets a 
new COO

Dalby Rural 
Supplies in 
Darling Downs 
gets an award

Juncken Home 
Timber and 
Hardware in 
Nuriootpa to 
close down

Independent 
stores are not 
all happy with 
changes to 
retail hours

Craig Stibbard, 
owner of Craig’s 
Highfields Hardware 
in Toowoomba (QLD), 
believes any reforms to 
Queensland’s hardware 
store trading hours 
will be an another ad-
vantage for chains like 
Bunnings and poten-
tially hurt independent 
stores.

Mr Stibbard’s store 
opens from 7am on 
week days and 8am 
on weekends. He said 
Bunnings had already 
claimed a number of 
smaller stores and 
deregulating opening 
hours would only ben-
efit big business. He 
told The Chronicle:

Whatever advantage 
we had on them would 
go with these changes. 

There’re 12 of our Home 
Hardware group stores 
that have closed over 
18 months and we’re 
getting squeezed out.

Under the chang-
es, hardware stores 
would be able to open 
from 6am Monday to 
Sunday as part of an 
initiative to reduce 
Queensland’s 99 trad-
ing hour zones to just 
six. Bunnings currently 
only opens at 9am on a 
Sunday.

Mr Stibbard said this 
put small operators at 
a disadvantage if they 
could not afford to 
open earlier. He said:

We would feel obligat-
ed (to open earlier) to 
compete…The council 
and both levels of 
government need to 

offer incentives. There’s 
nothing out there for 
us. They should make 
it a fairer playing field 
for us.

Mr Stibbard added 
there were certain 
things a store like his 
could do that Bunnings 
could not.

We employ the local 
kids here. If we’re not 
around, who’s going to 
employ them? We do 
work experience with 
kids and Bunnings 
doesn’t offer that. 
Bunnings won’t go and 
run a local canteen or 
coach the junior sport-
ing clubs.

The changes to 
hardware store hours 
was among recommen-
dations handed down 
from an inquiry into 

the trading hour issue 
led by former parlia-
mentary speaker John 
Mickel.

Premier Annastacia 
Palaszczuk announced 
more standardised 
trading hours across 
the state as part of the 
government’s imple-
mentation of the Mick-
el Report into trading 
hours.

She said the reforms 
would create jobs, help 
businesses and mod-
ernise trading hours.

https://goo.gl/bd-
LOrw

Changes to QLD retail 
hours affects indies

http://hnn.bz/
https://goo.gl/bdLOrw 
https://goo.gl/bdLOrw 
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Mackay-based hard-
ware and building sup-
plies company, Porters 
has undergone a man-
agement restructure. 
Peter Newman, previ-
ously general manager 
of wholesaler P & R 
Electrical in South 
Australia, has taken on 
the new role of chief 
operating officer. He 
told the Whitsunday 
Coast Guardian:

The whole idea is 
that I’m doing all the 
operations for the 
business unit – the 
branches that Porters 
owns, whether it be 
the building supplies, 
the trade supplies, the 
plumbing, the glass 

manufacturing all the 
rest of it – those man-
agers are reporting to 
me from an operation-
al viewpoint.

It’s all about growing 
those businesses fur-
ther and focusing more 
on them and driving 
them.

Previously, all oper-
ational matters were 
handled by managing 
director Gavan Porter. 
Mr Newman will now 
report to him. It is 
hoped the restructure 
will allow the company 
to expand and move 
forward.

The company em-
ploys more than 180 
people, but Mr New-

man expects 
this number 
to increase, 
although the 
time-frame 
will depend 
on the market. 
He said:

We’re not go-
ing to go out 
and employ 
100 people 
tomorrow, 
but obviously 
we want to grow that 
as the market allows 
us to.

Mr Newman said 
it was exciting to be 
joining a company that 
has been in the hands 
of a family for five 
generations.

One of the reasons 
I was attracted to the 
role was from the 
length and longevity 
of this business – 130 
years old. That’s a 
pleasing thing – that 
they’ve gone obviously 
through the ups and 

downs of business 
cycles, but plus also, 
because of what they’re 
trying to do moving 
forward as a business.

goo.gl/gy4PMl

Porters appoints new COO

Store closure confirmed
The owners Juncken Home Timber and 

Hardware in Nuriootpa (SA) have con-
firmed it will close after the sale of the 
property. The store will continue to trade 
as normal for now, as the directors of CO 
Juncken Builders Pty Ltd push through 
with the site sale to an undisclosed party. 
Managing director James Gerhardy told the 
Barossa Herald:

The decision to close has certainly not 
been an easy one, but as major sharehold-
ers are wishing to scale back their business 
interests, we really have no alternative. 
This exit has been planned for a number of 
years.

It was not known what the site would be 
used for under the new purchaser, with 
Mr Gerhardy hopeful 
the buyer may retain 
“some elements” of the 
hardware store. 

The move comes after 
years of unsuccessful 
attempts to sell the 
business.

goo.gl/P9PKWZ

CRT acknowledges top business
Dalby Rural Sup-

plies, based in Darling 
Downs (QLD), took out 
the Combined Rural 
Traders (CRT) National 
Business of the Year 
award recently.

It won the national 
award for having high 
ratings with custom-
ers, suppliers and staff 
members, according to 
CRT general manager 
Greg O’Neil. He told 
The Chronicle:

Dalby Rural Supplies 
is an exceptional busi-
ness…It has impressed 
with their wide-rang-
ing technical expertise, 
their constant drive to 
improve the business 
and their deep under-
standing of the needs 
of the local community.

Dalby Rural Supplies 

principal John Cullen 
said the award came as 
a pleasant surprise for 
everyone who worked 
at the store.

Being recognised 
for the way we have 
serviced the Dalby 
region over many years 
is humbling, but it has 
been our privilege to 
work with the people 
here. Our focus has 
always been to be 
experts on our region, 
the advice we give is 
specific to the unique 

challenges of farming 
here.

The extensive range 
of services and resourc-
es we can provide as a 
CRT business means 
we can help our clients 
with everything from 
rural merchandise 
to insurance, but we 
never stop learning.

Independent rural 
retail group CRT has 
nearly 400 stores 
across Australia.

goo.gl/RWpCKS

http://hnn.bz/
http://goo.gl/gy4PMl
http://goo.gl/P9PKWZ
http://goo.gl/RWpCKS


OneMix Rapid Set is a proportioned blend of 
cement, aggregate, sand and additives which 
requires no mixing – just add clean water. 
Hardens in 15 minutes, with a compressive 
strength of 25MPa when fully cured. Ideal for 
setting fence posts, letter boxes, and other 
non-structural uses in the home and garden.

OneMix Mortar is a ready to use proportioned 
blend of cement and sand suitable for brick 
and blockwork applications such as letterbox-
es, BBQs, garden edging, setting stonework 
and general purpose grouting. For use by 
both the professional or home handy person.

OneMix Concrete is a ready to use propor-
tioned blend of cement, aggregate and sand 
for use where a quality concrete is required. 
Compressive strength of 25MPa when fully 
cured. Suits smaller jobs such as pathways, 
slabs and garden edging. For use by both 
professionals and the home handy person.

OneMix Post Mix is a ready to use propor-
tioned blend of cement, aggregate and sand 
suitable for non-structural concrete applica-
tions. It’s an economical alternative to One-
Mix Concrete designed specifically for post 
hole applications. Compressive strength of 
15MPa - 20MPa when fully cured.

OneMix Paver Sand is a graded sand with a 
bonding agent additive and is suitable for fill-
ing joints in paving applications. Sunstate has 
access to a range of sand products suitable for 
paving applications and landscaping works. 
Other sand products can be made available 
depending on market demand.

OneMix is a new range of bagged drymix products, 
Australian made with Australian materials by Sunstate 
Cement. OneMix is shipped in state of the art Form-Fill-
Seal plastic packaging technology, in 10kg, 20kg and 
30kg sizes, for convenience and excellent shelf life.  PH: (07) 3895 9800  

FAX: (07) 3895 9801
enquiries@onemix.com auwww.onemix.com.au

mailto:enquiries%40onemix.com%20au?subject=HINEWS%3A%20
http://onemix.com.au/
http://onemix.com.au/
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Briggs & 
Stratton 
appoints 
new MD for 
Australasia

Decor brand 
sold to South 
African 
company

Vest develops 
technology for 
HBT Group

supplier update
Vesta creates tech 
product for HBT

A new technology 
has been developed 
by Vesta Timber and 
Hardware exclusively 
for Hardware & Build-
ing Traders (HBT), 
and will be known as 
“Product Directory”.

It will be powered by 
the Vesta Central Data 
Distribution platform. 
The company said it 
will be the first of its 
kind in the Australian 
hardware industry, 
offering significant 
benefits to suppliers 
and members.

Phase 1 of the project 
commenced early 
February with over 
400 suppliers to the 
HBT group being sent 
an introductory email 
explaining the project.

Suppliers on the 
Vesta Central platform 
can track, maintain 
and update product 
data all in one place. 
HBT and its Indus-
trial Tool Traders 
(ITT) members will 
be able to seamlessly 

access their 
supplier’s 
information 
for use in 
setting up a 
Vesta ecom-
merce site.

Vesta is a 
SaaS compa-
ny providing 
its ecom-
merce solu-
tions for the 
industry on a 
subscription 
basis, and counts many 
HBT/ITT members and 
suppliers already as 
customers. Specifically 
suited to independent 
stores, the ecommerce 
and data distribution 
platform from Vesta is 
affordable and easy for 
suppliers and retailers 
to set up and can be 
adapted to suit other 
industries. Justin 
Newman, Vesta CEO, 
said:

The Product Direc-
tory powered by the 
Vesta Central Data 
Distribution Platform 

will revolutionise how 
HBT suppliers share 
and distribute infor-
mation and content 
with HBT members. We 
are very excited about 
this opportunity to 
showcase the platform 
and develop it for oth-
er industries outside of 
the hardware industry.

Aimee Innes, HBT 
marketing manager 
sees the Vesta alliance 
as a competitive ad-
vantage for the group. 
She said:

HBT will effectively 
be showcasing the 

group’s strength like 
never before. The 
Vesta platform will 
show members just 
how much they can 
purchase through 
our group. We see 
this building volume 
for our suppliers and 
truly supporting a 
healthy ecosystem for 
the group, its members 
and suppliers.

Decor brand no longer Aussie owned
Container mak-

er Decor has been 
sold to a South 
African company 
for an undis-
closed sum. The 
homewares brand 
best known for its 

food storage box-
es and drink bot-
tles has changed 
hands for just the 
second time in its 
59-year history.

Approximately 
80% of Decor’s 

range is designed 
and made in Aus-
tralia, with the 
company to retain 
a manufacturing 
plant in Dande-
nong (VIC).

The compa-

ny’s new owner, 
Marlin Home, 
said it has its eyes 
on acquiring at 
least four more 
Australian brands 
this year, and 
plans to list on 

the Australian 
Stock Exchange 
within the next 
few years.

https://goo.
gl/3Et7e6

http://hnn.bz/
https://goo.gl/3Et7e6 
https://goo.gl/3Et7e6 
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Briggs & Stratton 
Australasia gets new MD

Outdoor power equipment manufacturer, Briggs & Strat-
ton Corporation, has appointed a new managing director for 
Australasia, Dean Harriott.

Having worked for over 25 years at companies such as 
Milliken (Ontera), Borg Group and Alesco Corporation (B&D 
Doors, Parbury and Parchem), Mr Harriott brings with him 
vast experience with dealer networks, integration efforts, 
process development, operational optimisation and strate-
gic vision. He said:

I am excited to be stepping into this role and joining such a 
fantastic team at Briggs & Stratton. The Australasian team 
has experienced tremendous growth over the past few years 
and I look forward to continuing that success well into the 
future.

Outgoing managing director, Tom Rugg is moving into new 
role as vice president –corporate development with Briggs & 
Stratton in the US. He said:

Dean joins us with impressive credentials, a highly success-
ful history of general management and great experience in 
leading teams in his previous roles, including heading up 
sales and marketing departments.

Briggs & Stratton’s senior vice president & president – turf 
& consumer products, Harold Redman, extends his apprecia-
tion to Mr Rugg for his leadership and vision. He said:

I would like to take this opportunity to thank Tom, for his 
commitment to the business and for supporting our needs 
while balancing his new responsibilities with Briggs & Strat-
ton.

(l&r) Tom Rugg and and new managing director, Tom Harriott

http://hnn.bz/
http://hbt.net.au/
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Ruralco gets 
go-head for 
TP Jones 
purchase

The company 
also has plans 
to raise money 
for additional 
acquisitions

Listed agribusiness, 
Ruralco, has won the 
Australian Competi-
tion and Consumer 
Commission (ACCC) 
approval to buy rural 
merchandise retailer, 
TP Jones.

Tasmanian-based TP 
Jones is a Combined 
Rural Traders (CRT) 
member with three 
other retail outlets at 
Longford, Campbell 
Town, and Latrobe. It 
will be absorbed into 
the Ruralco’s Roberts 
livestock agency and 
merchandising net-
work.

The ACCC was re-
quired to scrutinise the 
deal, announced in No-
vember, because both 
Tasmanian businesses 
sell products such as 
fertiliser, agricultural 
chemicals, animal 
health products, and 
farm merchandise.

Roberts, a whol-
ly-owned Ruralco 
subsidiary with 14 out-
lets in Tasmania, has 
operations spanning 
merchandise retailing, 
wool and livestock 
marketing, real estate, 
irrigation and financial 
services.

ACCC Commissioner, 
Roger Featherston, said 
while Roberts and TP 
Jones directly compet-
ed in all of the affected 
local areas, farmers in 

those areas had other 
market alternatives.

The ACCC had spo-
ken to farmers, whole-
sale buying groups, 
and manufacturers of 
rural merchandise. Mr 
Featherston:

In Campbell Town 
where Roberts and 
TP Jones are the only 
two with retail outlets, 
the ACCC concluded 
farmers would likely be 
able to buy rural mer-
chandise from other 
retailers located near 
Launceston. Farmers 
could also arrange to 
have merchandise de-
livered to their farms.

Other rural merchan-
dise retailers operating 
in the relevant local 
areas include Elders, 
farm services firm 
Serve-Ag, and various 
independent rural mer-
chandisers associated 
with wholesale buying 
groups such as AIRR 
and NRI.

Re-investment

Ruralco said it will 
raise up to $65 million 
to pay for about $60.8 
million in new water 
businesses and farm 
services acquisitions.

The company is 
buying Irrigation Tas-
mania for $19.9 million, 
Mildura Irrigation 
Centre in Victoria, and 
River Rain Irrigation 
in Renmark, South 
Australia. The water 
equipment and adviso-
ry services additions to 
Ruralco’s stable follow 
deals recently locked in 
for Riverland Irriga-
tion in SA and Hunter 
Irrigation in NSW.

The company’s retail 
division will expand 
with the purchase of 
CRT business, Sid Ne-
wham Rural Supplies, 
in Bathurst (NSW). 
Ruralco also recently 
announced it was 
buying Great Northern 

Rural Services in West-
ern Australia.

Its CRT wholesale 
business is already a 
supplier to the CRT 
member stores being 
acquired.

Managing director, 
Travis Dillon, said by 
buying existing inde-
pendent CRT members, 
Ruralco earnings from 
each geography would 
grow from purely 
wholesale revenue to a 
vertical margin encom-
passing wholesale and 
retail. He told Farm 
Online:

We’ve identified spe-
cific geographic gaps 
in our rural services 
footprint and aligned 
growth initiatives to fill 
these.

Investment in water 
business has potential 
to reduce the cyclical 
impact of rainfall 
and drought events 
on earnings, allowing 
Ruralco to capture a 
greater share of wallet 
in a higher margin 
category...

https://goo.gl/
ACWbB4

https://goo.gl/qfvr4D

retail update
Ruralco can acquire  
TP Jones: ACCC

http://hnn.bz/
https://goo.gl/ACWbB4 
https://goo.gl/ACWbB4 
https://goo.gl/qfvr4D
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According to statis-
tics from the Austra-
lian Bureau of Statis-
tics (ABS), the future 
housing market is 
conforming to expecta-
tions. Both individual 
houses and multi-unit 
dwellings saw building 
approval numbers fall 
for December 2016. 
This has been expected 
as an outcome over the 
past two quarters or so, 
after construction of 
new apartments rose 
to new highs, and for-
ward expectations in 
valuations consequent-
ly dropped sharply.

The Housing In-
dustry Association 
(HIA) has helpfully 
added further detail 
to the ABS numbers 
by breaking down the 
categories used by the 
ABS into five subcat-
egories. The HIA then 
did a quarter-on-quar-
ter comparison 
between the December 
2016 quarter and the 
December 2015 quarter. 
This comparison 
showed that, in terms 
of building proposals, 
detached houses fell 
by 5.8%, and semi-de-
tached houses fell by 
10.1%. The statistics 
divides flats/units into 
three categories: one 
and two storey, three 
storey and more than 
three storey. The first 

a few  
quick stats:

NAB estimates 
the Australian 
online retail 
market was 
worth $21.56 
billion for 
the year to 
December 
2016

This represents 
growth of 
10.4%

NSW had the 
largest share of 
that revenue, 
34.9% 
followed by 
VIC at 23.7%

81% of the 
expenditure 
was on 
domestic 
goods

statistics
Sponsored by

ABS 8731: Building  
Approvals Dec 2016

Based on Australian Bureau of Statistics figures released in 8731 during February 2017.

http://hnn.bz/
http://abscosheds.com.au/
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saw a decline of 21.9%, the second 25.8% and the 
third 27.4%. The decline for all five categories 
together was 14.2%.

Taking a longer view, and considering calendar 
year 2016 as compared to calendar year 2015, the 
only sub-category to post a positive gain in ap-
provals was for semi-detached dwellings, which 
rose by 3.8%, while fully detached houses fell by 
1.9%. For the three flats/units categories, the one 
and two story ones declined at the steepest rate 
of 27.1%, while the other two categories both 
declined at 7.5%.

Renovations

While this set of ABS statistics on renova-
tions is well known to not fully reflect demand, 
as it measures only those renovations which 
have required a building approval, the news 
for calendar 2016 is fairly good, with approvals 
trending up by over 8%. Roy Morgan research 
has stepped in to offer some more detail on 
how renovation went during 2016. The compa-
ny reports that 62% of Australia’s 13.6 million 
home-owners did renovation during the year, 
up from the 57% who participated in 2015. 
About 43% of home-owners did minor repairs 
and alterations, Roy Morgan says, while 27% did 
some kind of painting.

The report also supports the view that people 
who have moved into a new home are likely to 
spend money on fixing their new abode up:

Newly installed home-owners (less than a year 
at their current address) are more likely than 
their longer-settled counterparts to have redec-
orated/refurbished their property (31%), done 
any painting (31%), and to have spent money on 
electrical (32%) or plumbing (28%) work in the 
last 12 months.

stats

Source: Roy Morgan Single Source (Australia), October 2012-September 2013 (n=14,110) 
and October 2015-September 2016 (n=10,835).

http://hnn.bz/
http://abscosheds.com.au/
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This is it. This is where the new Bunnings begins.
In December then-CEO of Bunnings John Gillam’s announced he 

would step down from his role, and become a behind-the-scenes 
advisor to Bunnings for much of 2017. 

This has been the first Bunnings results announcement for 12 
years without him.

In his place, Bunnings Australia & New Zealand managing direc-
tor Michael Schneider (above right) and Bunnings UK and Ireland 
managing director Peter (PJ) Davis (above left) presented results 
and answered analysts’ questions.

This is not just a “changing of the guard”. With Bunnings expand-
ing overseas, Masters Home Improvement no longer trading, and 
Home Timber & Hardware Group consolidated with Mitre 10 in the 
Independent Hardware Group, 2017 is ver much a different year for 
Australia’s home improvement retail industry. 

To help get set for this new year, HNN has extended its coverage 
of Bunnings’ half year results for FY2016/17 into three sections. The 
first section covers the results. The second section covers some as-
pects of Bunnings product pricing and margins. The third section 
takes a look at some of the ways in which Bunnings Warehouse 
stores are evolving.

Bunnings: A New Era
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Australian-based retail and natural resourc-
es conglomerate Wesfarmers has reported 
positive results for the first half of FY 2016/17. 
Revenue came in at $34,917 million, up by 
4.35% on the previous corresponding period 
(pcp), which was the first half of FY 2015/16. 
Earnings before tax and interest (EBIT) rose 
more sharply, up by 15.12% on the pcp, coming 
in at $2429 million. This produced a net profit 
after tax (NPAT) of $1577 million, an increase 
of 13.21% on the pcp.

The managing director (MD) for Wesfarm-
ers, Richard Goyder stated in a press release 
that the high level of earnings was largely 
due to “very strong results reported for Bun-
nings Australia and New Zealand, Kmart and 
Officeworks”. He added that “The continued 
momentum in these businesses was particu-
larly pleasing and reflects the strong market 
positions they have each established”.

Bunnings Results 
FY2016/17 1st Half

Top: Bunning UK 
first pilot store 
located in St 
Albans opened 
2 February 2017
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Mr Goyder also called out the performance of Wesfarmers’ 
non-retail divisions.

Earnings for the Industrials division were significantly above 
the prior corresponding period, with Resources benefitting 
from higher coal prices and strong production in the sec-
ond quarter. The Chemicals, Energy and Fertilisers business 
delivered a strong result for the half, primarily driven by higher 
chemicals earnings and growth in natural gas retailing, while 
earnings for Industrial and Safety also improved, benefitting 
from lower costs following “Fit for Growth” restructuring activ-
ities. 
The results from Wesfarmers were somewhat overshad-

owed by the announcement the day before their release that 
Mr Goyder has set a final date for relinquishing his role. A 
press release stated he would be stepping down from his role 
after the company’s annual general meeting (AGM) in No-
vember 2017. Mr Goyder will be replaced by Rob Scott, who 
currently heads up Wesfarmers’ Industrials division. Mr Scott 
has taken up the position of deputy MD. He will be stepping 
down from his Industrials position on 30 June 2017.

This announcement followed the news released in late 
2016 that then Bunnings CEO, John Gillam, would be leaving 
Wesfarmers before the end of calendar 2017. He has already 
stepped down from his role as overall CEO of Bunnings.

In remarks made in response to an analyst’s questions 
near the end of the presentation of these results, Mr Goyder 
appeared to introduce some additional flexibility into this 
suggested schedule. He said:

The arrangements with John Gillam, he and I’ll sit down now 
with Rob later in the year and determine whether they contin-
ue or not. So there’s no definitive timeframe around that.... As 
I said yesterday one of my regrets about moving on is I’m not 
going to be around to see the success of this business [Bun-
nings UK & Ireland] directly, but I’ll be around indirectly.
Mr Goyder, meanwhile, has accepted a role as chairman of 

the Australian Football League (AFL). While concerns have 
been raised about his ability to man-
age both roles, he has stated that Mr 
Scott would be able to step in should 
the AFL position need a greater than 
expected amount of attention for any 
reason.

Mr Gillam did not participate in 
delivering these earnings results for 
Bunnings. It is unclear if he will par-
ticipate in the Wesfarmers Strategy 
Day taking place in June 2017.

Wesfarmers has also announced it 
is considering the sale of its Office-
Works office supplies division.

Bunnings FY2016/17 H1
• Wesfarmers reported a strong 

profit, with contributions by 
Bunnings Australia, Kmart and 
Officeworks. Both Industrials 
and Resources also contributed.

• Bunnings Australia & New 
Zealand (BANZ) delivered $5957 
million in revenue and $770 
million in EBIT. Store-on-store 
growth was 6.5%. 

• Bunnings UK & Ireland (BUKI) 
(incorporating Homebase) had 
an EBIT loss of $48 million on 
revenue of $1038 million. Trans-
actions were up 9.1%.

• BUKI changed stock in Home-
base stores, introduced EDLP, 
trained 10,000 employees, and 
launched its first pilot Bunnings 
Warehouse store.

• Three more Bunnings Ware-
house pilot stores will be opened 
before July 2017.

• Analysts questioned the BUKI 
loss, suggesting it indicated a 
potential blowout over the full 
financial year.

• Analysts also suggested that 
BANZ may have increased prices 
to raise margins.

(l to r) Richard Goyder, CEO; Rob Scott, Deputy CEO; & Michael Chaney, Chairman.
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Bunnings
The home improvement division of Wesfarmers, Bunnings, 

contributed substantially to Wesfarmers’ good results. Bun-
nings now operates as two semi-independent sub-divisions, 
Bunnings Australia and New Zealand (BANZ), and Bunnings 
UK and Ireland (BUKI). 

Combined revenue for the Bunnings division overall was 
$6995 million, and EBIT was $722 million.

Bunnings Australia and New Zealand
BANZ reported sales revenue of $5957 million, up 8.31% on 

the pcp, with EBIT of $770 million, up 9.84% on the pcp. 

Masters

The big news for Bunnings in the coming half will be the 
effect on sales caused by the exit of Masters Home Improve-
ment from the market. The MD of BANZ, Michael Schneider, 
advised caution in predicting the outcome of this:

It’s really clear that our competitive landscape is dynamic and 
active. I don’t think we’ve yet been able to clearly understand 
all the impacts from the Masters’ liquidation but what is clear, 
however, is our continued strong focus on investing both our 
offer, in terms of network development and value creation for 
our customers.
Bunnings has obtained an agreement to purchase 15 prop-

erties formerly allocated to Masters. Mr Schneider indicated 
that 11 of these properties would be used to upgrade and 
replace existing Bunnings Warehouses. 

However, as the Lowe’s/Woolworths 
joint venture Hydrox Holdings, which 
operated Masters, remains bogged 
down in arbitration over its exit plans, 
it’s unclear as to when this proper-
ty will actually be placed under the 
control of Wesfarmers. In the past 
Bunnings has indicated that there will 
be a further five months of work to 
turn completed ex-Masters stores into 
Bunnings Warehouses. As HNN has 
mentioned previously, our speculation 
would be that the Hydrox situation is 
resolved sometime in June to July 2017. 
That would possibly give Bunnings 
enough time to bring extra capacity 
online just before Christmas 2017.

Growth

Overall growth fell moderately when 
compared with the pcp, with total 
store sales slipping by negative 2.6% 
to 8.4%, and store-on-store (comp) sales Table 1: Bunnings results for FY2016/17 1st Half

Bunnings
2016/17 H1 2015/16 H1 Change

Sales revenue 5,957 5,500 8.31%

Earnings before  
interest and taxation

770 701 9.84%

Total stores sales 
growth

8.4% 11.0% -2.60%

Store-on-store 
(comp) sales growth

6.5% 7.9% -1.40%

Bunnings Australia & New Zealand
Sales revenue 1,038

Earnings before 
interest and taxation

-48

Transaction growth 9.1%

Bunnings UK & Ireland
Revenue 6,995

Earnings before 
interest and taxation

722

Bunnings Combined
AUD Millions
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growth down by negative 1.4% to 6.5%. However, fig-
ures from the Australian Bureau of Statistics indicate 
that the background number for growth in hardware 
was 5.9%, while for the overall household goods cate-
gory (where much of BANZ’s revenue is generated) the 
growth was only 2.4%.

Mr Schneider suggested some possible influences 
which may have reduced revenue growth for BANZ:

We were pleased with the store-on-store sales growth 
of 6.5% for the half given that we were cycling strong 
numbers from the last year, in addition to the Masters’ 
liquidation and wet weather impacts in the current 
period.
Mr Schneider also pointed to areas of investment in 

growth:
Good work is being done in product innovation, range 
enhancements and ongoing improvements in service 
and services. These are providing us with ongoing posi-
tive customer engagement trends. All of these activi-
ties, of course, span across our consumer and commer-
cial customers.

Outlook

Mr Schneider added some 
comments at the end of his 
introduction to BANZ’s results 
which hint at the paths BANZ 
will pursue for growth over the 
coming 12 months:

We’re pleased with the prog-
ress across the agenda and 
more is expected here in the 
year ahead. I also thought it 
was worth noting just how 
strong our commercial perfor-
mance continues to be. The 
opportunities in widening our 
addressable markets through 
range innovation, leveraging 
our digital platforms and cus-
tomer engagement, is provid-
ing solid growth opportunities 
and coupling this with network 
redevelopment, is ensuring 
we’re able to constantly im-
prove and innovate our offer.

Map of Bunnings and ex-Masters locations in Perth, WA. Green arrow is most recently opened 
Bunnings, in Cannington.
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Bunnings United Kingdom and Ireland
BUKI reported revenue of $1038 million, and an EBIT loss 

of negative $48 million. It also reported that the number of 
transactions had increased by 9.1% over the pcp. The MD of 
BUKI, Peter Davis, did suggest this last number had been 
boosted by sales activities related to the closing out of some 
product lines.

It’s worth noting that the acquisition of Homebase by 
Wesfarmers was completed on 27 February 2016. Thus the 
company has owned this operation for less than a year at this 
point. As Mr Davis reminded the investment analysts at the 
presentation, Wesfarmers has planned for a two-year phase 
for building the basics of the business, followed by a further 
three years of expansion. 

Top: Original Homebase store. Bottom: Transformed into Bunnings Warehouse UK version.
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The acquisition and transformation of Homebase into 
Bunnings might best be looked at as a long checklist of things 
that need to be completed. We can summarise what Mr Davis 
had to say by listing what has been completed, and what 
remains to be done:
Completed
• Stocking: higher stock weights, wider range
• Ranging: reduced “soft” homewares, increased core hard-

ware offering
• Pricing: introduced everyday low prices (EDLP) under its 

“Always Low Prices” branding
• Training: heavy investment in training 10,000 employees
• Regeared the “Bunnings approach” for a more seasonal 

market
• Terminated many transitional services held over from 

Homebase, reintegration into Wesfarmers based services
• First pilot Bunnings Warehouse opened in early February 

2017
To be completed
• Transitional services need to be moved to Wesfarmers, 

including home delivery, which requires development of 
both a call centre and IT systems

• Ongoing removal of concession holders from Homebase
• Continuing negotiations with suppliers
• Completion of additional three pilot Bunnings Warehouse 

before July 2017
The completed list is well within the bounds of what 

Wesfarmers announced as its goal for the first 12 months of 
Homebase redevelopment. The pilot stores are a strong prior-
ity, as Mr Davis pointed out:

Bunnings UK first pilot store in St Albans layout is similar to the latest Bunnings Warehouses in Australia. Kitchen vignettes have been integrated 
with bathroom display, positioned by “special orders” counter, which looks after both departments. Note also standard flooring display on the 
right.
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Proof of pilot is obviously a critical step to further investment 
and we will take our time to get this right. The first of these 
stores open on February 2 as part of the plan to have at least 
four pilot stores opened by the end of June. We have had 
great customer feedback and the early results are pleasing.
Though it was not mentioned by Wesfarmers, details of 

the next three pilot stores have emerged. In addition to the 
initial pilot store in St Albans, a second St Albans store will 
be opened, 5kms from the first. The third location will be at 
the Apsley Mills Retail Park, which is located in Hemel Hemp-
stead. This is just West of St Albans, to the North-West of 
London. 

The fourth location will replace a larger Homebase store 
about the size of a regular Bunnings Warehouse in Australia, 
located in Milton Keynes, close to the UK offices of Bunnings. 
This is some distance North from the other three store loca-
tions.

Mr Davis concluded his remarks by stating:
We’ve talked about our long term ambitions; we’ve talked 
about the three-phase plan and we’re still in phase one. This 
is a period of consolidation and trial. As we reset Homebase, 
we’re working hard to establish market leading Bunnings 
Warehouse stores and the success of these stores, it is an ab-
solute precursor to any further investment in the roll-out of our 
network development plan. 
I think in summary we’ve seen a solid start.

Bunnings has emphasised the potential for its garden business in the UK. This is only one section of the area devoted to this product range.
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Analyst commentary
While several half-year reports have gone past with noth-

ing more than a couple simple questions asked of Bunnings, 
at this presentation both BANZ and BUKI received some 
more serious questioning.

BUKI EBIT loss

David Errington, a senior analyst with Bank of America 
Merrill Lynch, asked some tough questions about the BUKI 
business. In the past Mr Errington has been especially force-
ful in expressing some negative opinions regarding this 
enterprise. Mr Errington began his questioning by asking:

But UK home improvement, a loss of $48 million in the first 
half. Clearly that has to be a concern to you or probably given 
that you’re [Mr Goyder] going to be leaving in six months and 
John Gillam’s going to be leaving in six months I’d like to know 
whose concern that’s going to be. That’s probably a cheeky 
shot.
He expanded on this question by asking:

But a AUD48 million first half loss and $29 million of that, trad-
ing loss. Can you give a bit of colour as to why that is? Because 
the full year earnings of Homebase was AUD40 million profit. 
How – where did that loss come from? That sort of like came 
out of the blue for me.
Mr Davis responded by saying:

Look, we previously advised that as we rebase the sales we’d 
lose about GBP200 million turnover on the old business. We 
also did foreshadow that this acquisition – during the acquisi-
tion and transition there was going to be a lot of disruption as 
we fundamentally repositioned the business.... We’ve always 
said, early part will be significant transitional costs and swings.
Mr Errington persisted with his question:

But a AUD50 million loss in the first half when you’ve done one 
store and you’ve got another 254 to go and in a market that’s 
really slowing and in a lot of trouble – I mean Treasury Wines’ 
result yesterday, they highlighted the UK as in real troubles. 
What’s the risk that this loss just doesn’t blow out of control?

Detail from a presentation slide show the rough map of actions BUKI is to take
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When Mr Davis explained that the $48 million loss was 
driven by transitional rather than foundational costs, Mr 
Errington expanded on his question:

Very low prices. So transaction growth’s immaterial really. It’s a 
non-number. I’m just worried about the $50 million loss in one 
half that I’m worried about could blow out significantly as you 
really do have to transition this business in a weak market.
Mr Davis denied that the home improvement market was 

weakening, and provided further detail on the costs:
We’re just resetting the cost base at the moment. We won’t 
finish the transitional services agreement until August. They’re 
quite a drag on earnings at the moment and we’ve got to 
re-set up – as you know set up new IT systems, new delivery 
platform and we’re rebasing the costs around our call centre 
right at the very moment. So this is a pretty big transition that 
we’re going through.
Mr Goyder added an additional comment to this:

Sorry, just one other thing on Homebase. There is a seasonality 
to it so we would expect the half we’re in now as [Mr Davis] al-
luded to in his comments going through the slides, going into 
spring and summer we’d expect that to be a stronger perform-
ing season than the half we’ve just been in.
The reference to previous Homebase’s earnings Mr Err-

ington makes was for the year to 31 January 2016, in which 
the company earned GBP24 million on revenue of GBP1433 
million, or $41.7 million on revenue of $2455 million (using cur-
rent exchange rates). The point Mr Goyder introduces is that 
the half year being considered does not include the spring 
season, from March to May, which is typically the period of 
highest revenue for retail home improvement in the UK and 
Ireland.

Chart 1: Statistics for change in volume of goods sold in the UK for the hardware retail category. Seasonal variations have increased, which could be 
a sign of deterioration.
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Mr Errington’s reference to Treasury Wines is to an Austra-
lian wine company. The company has had good results in the 
EU and Britain, but has forecast a drop off in demand for 2017. 
There are mixed views as to what 2017 will do to UK retail, as 
Britain’s impending exit from the European Union (Brexit) 
introduces random factors. Recent statistics for hardware 
indicate overall growth for the past five years. While there 
are signals of a slowdown in many retail sectors, it is unclear 
if home improvement will be affected.

Mr Errington’s line of questioning was continued later in 
the presentation by Grant Saligari, an analyst with Credit 
Suisse. He asked:

I just wanted to explore a bit further the line of questioning 
that David raised earlier on Bunnings UK if I could. I mean, my 
take on it is that as you put through the EDLP changes in the 
first half, it obviously caused a trading profit drop. I would have 
assumed that any of the stock liquidation would have been 
provisioned for in the acquisition accounting, so I can’t see 
how that would have actually exacerbated the loss.
As you move into the second half, it looks to me actually like 
a lot of the concession revenue is still there, based on the 
GBP600 million of revenue in the first half. So I would have 
thought even with the seasonal swing revenue falls in the sec-
ond half, as the concessions come out and then you annualize 
the EDLP changes. So we’re going to be left with a business at 
the end of fiscal 2017 that could be losing GBP50 million or 
more before obviously you start to put the Bunning stores in or 
see how they trade.
But I’d just be interested in your take on the drivers and how 
that’s likely to evolve through the period and where we may 
be incorrect or too bearish on those sort of assumptions and 
outlook for the Homebase side of the business please.
Mr Davis responded:

There’s a lot of seasonality as Richard has touched on. We’re 
going through some significant changes as we went through 
the first quarter of this year. And obviously losing Habitat and 
Argos sales had a pretty big impact on the overall business.... 
A lot of the products sold in the previous business were very 
seasonal themselves. So as we moved into November and 
December, without the furniture and other products to offset 
those losses in sales, it did have a bigger impact. 

Detail from a presentation slide from Wesfarmers June 2016 Strategy day showing return on capital (ROC)
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BANZ operating margin

The questions aimed at Mr Schneider were indirectly 
about whether BANZ was considering an increase in margins 
after the departure of Masters. Andrew McLennan, a senior 
analyst with Macquarie, began by asking about a $30 million 
provision for restructuring related to store refurbishment 
that Mr Schneider had called out earlier. Mr McLennan 
asked:

I think during the presentation there was mention of a $30 
million restructuring charge. Can you confirm that was actually 
incurred in the half for the ANZ business? Because if that is the 
case then it will just effectively imply that excluding property 
sales your margins increased by about 50 basis points. Can 
you comment on that?
What Mr McLennan is referring to is that if the $30 million 

is added back into the $770 million of declared EBIT it pro-
duces an operating margin (EBIT over revenue) with is more 
than 0.5% higher than the operating margin for the pcp.

Mr Schneider replied:
As I said in my comments the really pleasing thing for us in the 
half was also the ability to drive some very strong cost disci-
plines and productivity improvements as well.
In other words, he’s identifying any margin gain as coming 

from cost savings.
This theme was picked up later by Ben Gilbert, an analyst 

with UBS, who asked:
I understand you don’t manage the business for margin, but 
surely that must be pushing towards the upper end of what 
you guys want to achieve in that business. And how do you 
think about that long term in terms of the trade-off in invest-
ment and price versus margin?
Mr Schneider replied:

Margin, we manage it for customer value and that’s what we 
keep focusing on. So that’s driving the strategic agenda to 
create our value, grow the market and innovate on range and 
other things we’re focused 
on. And that just becomes an 
outcome of good work.
Mr Gilbert asked if, with 

Masters’ exit, margins might 
rise. Mr Schneider stated:

I think it’s always one of the 
big misconceptions that one 
player is going to dominate 
the market one way or an-
other. We compete every 
day with a range of players, 
traditional and online and the 
market’s competitive. So we 
just keep driving that agenda 
as hard as we can. Chart 2: Mapping EBIT over nine years for BANZ
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HNN explores the issue of margins in more detail in the 
next section of this report on Bunnings. By using cordless 
drills as an example, and price incline information HNN has 
gathered in the past, we look at how prices have changed 
from February 2016 to February 2017.

Analysis

BUKI

One of the problems Bunnings has experienced with its 
move into the UK and Irish market is that it has not per-
formed well in explaining to investment analysts what it is 
doing. For example, it is very important that the company has 
secured distribution of Techtronic Industries’ (TTI) Ryobi and 
AEG brands in the UK, which are also distributed by one of 
its main competitors there, the Kingfisher-owned B&Q.

In addition to that, though, Bunnings has also brought 
with it two of its key captive brands, Kaboodle for kitchens 
and Ozito for lower-end cordless power tools. It has intro-
duced a depth and variety of ranging that has not been seen 
before in the UK market. As Steve Collinge, the managing 
director of Insight Retail Group wrote in a review of the first 
Bunnings pilot store:

In terms of individual product categories, they have without 
doubt delivered a tool category or carale of note. A barn 
stormer of a department with more power and hand tools than 
I’ve ever seen under one roof. Total and utter category credi-
bility. When the manager opens the store on a Monday morn-
ing, he’ll be finding random middle aged males fast asleep in 
this department with their heads resting on angle grinders and 
big smiles on their faces.

goo.gl/4m6y9Z

Mr Collinge also commented on the turnaround in staff 
attitudes, not just at the pilot 
Bunnings, but throughout the 
Homebase store chain. This 
indicates the money that has 
been invested so far in Bun-
nings operations in the UK has 
not been wasted. Given that, it 
is questionable whether hav-
ing BUKI run over budget by 
$150 million or so in the initial 
three years really matters so 
much.

What really does matter, 
however, is how BUKI re-
sponds to the major compet-
itive forces it faces. HNN has 
identified two key areas.

Bunnings offers some of the best power tool brands available for DIY consumers.

http://goo.gl/4m6y9Z


38

hnn.bz

Bunnings will need to learn how to adapt to real competi-
tion. One way the company won out over Masters was that 
it changed, and upped its game in a way that was unexpect-
ed. Bunnings has to realise that its competition in the UK is 
capable of doing the same thing to it. Already, for example, 
Wickes has found out about BUKI’s ambition to open its 
fourth pilot store in Milton Keynes, close to one of its stores. 
It has moved to upgrade that location to one of its more pre-
mium fitouts. 

Likewise, Kingfisher’s B&Q is not going to sit idly by and 
watch while Bunnings takes market share away from it. The 
company has developed its own new offering, based on mak-
ing it much easier for renovators to complete their projects. 
This (European) spring will be its first test in the market.

The UK is also a much more sophisticated market than 
Australia. Bunnings has already launched its first TV ad cam-
paign, copying the format it used in Australia. Will that really 
work? Has it been tested? How is response being monitored? 
What mechanisms are in place to develop a more sophisti-
cated approach if that proves necessary? Compared to B&Q’s 
advertising campaigns, which is more effective?

Secondly, there is ecommerce. Ecommerce for home im-
provement just does not make sense to Bunnings manage-
ment – and yet it makes a lot of sense to UK homeowners. It 
is something Bunnings may need to rethink as it grows in the 
UK market.

Few retailers understand their customers as well as Bun-
nings understands its Australian custom-
ers. The danger is that it will assume this 
understanding is more universal than 
it really is. That relates to ecommerce 
features such as click & collect, and to the 
issue of ethnic diversity in its TV ads.

Vulnerabilities

In Australia, if there is one area where 
Bunnings could be vulnerable, that would 
be in  outdoor living. A retailer that 
combined outdoor furniture, barbecues, 
gardening, and deck/outdoor room con-
struction all together, could have a real 
impact on Bunnings.

Of course, as Woolworths learned, Bun-
nings is a very nimble and agile competi-
tor, and Mr Schneider was a key player in 
Bunnings’ strategic response to Masters. 
It is very likely, though, that one of the 
key lessons he learned in that engage-
ment is that scale, in modern retail, does 
not always guarantee success, not in the 
long term.

Bunnings UK TV ad features store staff and store interior.  
Watch: https://youtu.be/vCg_g_200ak

B&Q “Zebra” ad. Watch: https://youtu.be/VsmlYElMPQQ

https://youtu.be/vCg_g_200ak
https://youtu.be/VsmlYElMPQQ
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As noted in the analysis of 
company results reported 
for Bunnings’ first 
half FY2016/17 
results, several financial 
analysts posed questions suggesting 
there has been a lift in sales margins by 
Bunnings. The managing director of Bun-
nings in Australia and New Zealand (BANZ), 
Michael Schneider indicated that improved 
earnings before interest and taxation (EBIT) 
margins (EBIT divided by revenue) were due 
to better efficiencies rather than increased 
prices.

How true is that? There has been a deal of 
anecdotal reporting that BANZ has grown 
margins through price increases, but it is 
very difficult to know when a price increase 
is about margin, and when it is a response to 
increased supplier costs.

In the margin

AEG’s new 
oil-pulse driver 
works like a 
standard impact 
driver, but 
manages to 
be both more 
powerful, and 
to produce half 
the noise of a 
standard driver.
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One somewhat reliable datapoint to consult would be a 
comparison between prices at Bunnings in Australia today, 
with prices from a year ago, across some semi-commoditised 
product range such as cordless power tools.

Fortunately, it was a year ago that HNN published its first 
analysis of the “pricing incline” across retailers in Australia, 
the USA and the UK. We can thus take one category (for 
simplicity’s sake), such as the cordless power drill/driver, and 
compare prices from late February 2016 with those of late 
February 2017.

There are three views that can be gained by comparing 
2016’s data with 2017. First, there is a direct product-to-prod-
uct comparison, where identical or nearly identical tools can 
be compared across the year gap. Secondly, there is a compar-
ison based purely on price-point levels – how much tool does, 
say, $200 get you in 2016 and 2017. 

Finally, there is the view for which HNN began collect-
ing this data, which is to reveal what we have called pricing 
inclines and plateaus. Plateaus occur around key price-points, 
such as $200, where retailers attempt to create their best val-
ues. These value-points then come to have a strong influence 
on value-perception by consumers across the entire product 
range. Bunnings, HNN has suggested, has come to dominate 
some tool categories by clever use of these plateaus.

The complexity of margins
Table 1 shows a simple comparison between Februrary 2016 

and February 2017 of cordless drills, in both bare skin and kit 
form, excluding kits which include tools other than drills (e.g. 
impact drivers). This is not comprehensive, but it does in-
clude all the drills where HNN could find an exact match, or a 
near-exact match. 

As the table shows, four of the five drills with price re-
ductions are under $100, and three of them are for the Bun-
nings-exclusive brand Ozito. Just as significant are how many 
of the drills – 16 – have had no price changes, which equates 
to a small reduction, with inflation running at just over 1% 
for calendar 2016. 
An example

To come to grips with what this table means, it is best to 
look at one manufacturer and one price-point. A good exam-
ple to take is Makita’s least expensive 18-volt cordless drill 
offered through Bunnings.

In February 2016 this drill/driver (a “bare skin” tool, no bat-
tery or charger) was offered for sale at $109. In February 2017 
it was offered for sale at $129.

This seems, at first, to be a clear case of margin increase, 
either by Bunnings or Makita. However, the overall view is 
more complex than that. 

Bunnings FY2016/17 H1

• Financial analysts at Bunnings 
2016/17 H1 results presentation 
suggested Bunnings Australia 
& New Zealand has increased 
margins.

• Looking at data comparing 
prices for cordless drills from 
February 2016 with data from 
February 2017 casts doubt on 
this possibility.

• Bunnings is likely managing 
margins on a brand-wide basis, 
and using profit-curve fitted to 
demand curve equations based 
on big data calculations to set 
pricing.

• Cordless tools under $200 are 
undergoing price deflation.

• Increased profit opportunities 
are greater in the range above 
$250.

• Bunnings may be considering 
concentrating more resources 
on the heavy end of the com-
mercial market.
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In the first place, while the basic spec-
ifications of the drills are nearly identi-
cal – two-speed, all metal gears, similar 
dimensions, weight about 1.35kg, 22 clutch 
settings – these are not identical drills. 
They carry different product IDs, and it is 
likely the more recent drill has benefitted 
from some product modifications.

Perhaps more relevant is that the entire 
Makita cordless drill product range has 
undergone significant development, as 
you would expect from Makita. During 
2016 Makita ramped up its range of the 
smaller 10.8/12-volt drills (let’s just call 
it 12-volt), and in 2017 has introduced a 
range of sub-compact 18-volt drills as well 
(though these have yet to be marketed 
through Bunnings, it seems).

So, while the low-end of Makita’s 18-volt 
range has moved up, a new range has been 
introduced under its price point. There is 
a hex-chuck 12-volt drill/driver at $85, and 
a 12-volt regular chuck drill at $105.

The 12-volt drills do not exactly replace 
the 18-volt drill at this price-point, though 
they do offer similar value, but with dif-
ferent trade-offs, such as smaller size and 
less weight, balanced against less power 
and shorter battery life.

The real point here is that it’s likely 
one reason the low-end 18-volt drill was 
bumped up in price was to “make room” 
for the 12-volt drill. Bunnings’ intention 
is to provide a price spread where buy-
ers can match their budget against their 
needs.

On top of all this, of course, when it 
comes to prices and margins, there is also 
the matter of currency exchange rates. For 
products from Makita, four different cur-
rencies are in play: the Chinese Yuan, the 
Japanese Yen, the Australian dollar, and, 
directly or indirectly, the US dollar as well. 

If we assume that, for February stock, 
shipments would have been made six 
months prior, and that contracts would 
have closed sometime in the six months 
prior to that, the most effective exchange 
rates to compare would likely be the aver-
age of March to August for 2015 and 2016. 

Table 1
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As it turns out, this comparison gives us some conflicting 
results. From 2015 to 2016 the AUD appreciated against the 
Yuan by +4.73%, but fell against the Yen by -13.03%.

In addition to the direct rates, it is necessary to be aware 
that both Bunnings and Makita will be hedging their ex-
change rates in a number of ways, so the true effects of these 
fluctuations would be reduced by between 15% and 25%.

Brand margins

Looking at these different forces at 
work, it would seem that while preserv-
ing margins is one concern, there are 
three or four other forces at work as well. 
Yet looking only at these external forces 
misses much of the point about margins 
and how they are managed at Bunnings. 

For strong brands like Makita, Ryobi, 
DeWalt, Bosch and AEG, it is unlikely 
Bunnings thinks in terms of margin on 
individual items. It is more likely that 
somewhere in the chain of managers be-
tween the product buyer and Mr Schnei-
der there is a spreadsheet that lists the 
acquisition costs of each item and the 
end margin derived. Pricing and mar-
gin would be handled on a brand basis, 
because consumer purchasing, especially 
for cordless tools, has network effects. 

Network effects mean that each addi-
tional purchase supports past purchases 
and encourages a further purchase. Each 
product in the brand plays a network 
role. There are typically three roles avail-
able: adoption, expansion and upgrade. 

The lowest margins apply to tools with 
the adoption role. These are typically 
“kits” that combine, at a minimum, a tool 
with one or two batteries, and a charger. 
The most popular kit today consists of a 
drill, an impact driver, two batteries and 
a charger. These “starter kits” help get 
consumers to buy into the brand in the 
first place. 

Expansion tools provide a moderate 
price-point at which consumers can add 
tools to their network. These have moder-
ate margins. Upgrade tools introduce new 
technologies, such as brushless motors, to 
a brand network. These carry the highest 
margins. Most innovative tools are pur-
chased by consumers who have already 

Bunnings site search for drill kits for Ozito and Ryobi. Ozito is, of course, a 
“divided” brand, in that the battery systems for standard Ozito do not work with 
Ozito Power X-Change. This is a complex subject. HNN will cover Ozito in more 
detail in a later article. 
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bought into that particular brand.
So, the way in which these brand networks work is to 

take the customer on a particular “journey”, from the “just 
enough” tool of the adoption kit, to additional tools, and onto 
the upgrade purchase. The actual margin gained from these 
customers is taken up over a number of years. It is more like 
a “sales ecology” than a one-off, maximise the profit event.

This sales ecology approach is particularly powerful in 
cases where the retailer has exclusive distribution rights to 
a brand, as Bunnings does with Ryobi and AEG. Any promo-
tional activity for that brand, such as allocating wide swathes 
of shelf-space, and prominent aisle end-caps, will see a direct 
return only to that retailer. 

The brand ecology combined with exclusivity means that 
these brands help promote constant repeat visits by custom-
ers. Need a larger battery for your Ryobi drill? You have to go 
to Bunnings. And while you are at Bunnings, you might as 
well pick up that additional $20 of low-cost but high margin 
supplies you need for a project.

In this case, overall brand margin is the outcome of brand 
price-points exposed over time. Beyond that, Bunnings would 
also be considering how each brand interacts with other 
brands, particularly when influencing first-time purchases, 
where customers will be choosing a network of products over 
other networks.

Chart 1 shows some of these brand interactions for Ozito, 
Ryobi and Makita. It represents the price points for cordless 
drill-based kits, which include batteries and a charger. Con-
sumers are likely to compare these three brands to form a 
value grid (based on price/quality), which helps them locate 
themselves and their needs. What is notable is just how 
curated this area of the market is for Bunnings. The retailer 
could easily offer another two or three variant packages for 
each brand in the $99 to $299 area, but doesn’t because this 
would make things more complicated 
for its customers.

Volume pricing

The phrase “big data” is one we hear 
frequently mentioned, though not 
often with precision. Big data really re-
fers to data that has two things going 
for it. The first is that there is lots of 
it, in that it extends over a reasonable 
time period and records events that 
happen with some frequency. The 
second is that each item of data has a 
high degree of precision and is rich in 
detail.

Chart 1: Pricing of Bunnings cordless drill kits
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Some 40 years ago, retail data might consists of a daily 
summary of total transactions from each store in a chain, 
possibly broken down into three or four main categories. 
Around 30 years ago, as barcodes and scanners became com-
mon, it was possible to get line-item sales totals (it is estimat-
ed 90% of Australian supermarkets used barcodes by 1986). 

Today, sales data includes a description of the item pur-
chased, time/date of the transaction, what other items were 
purchased with it, location, and – quite frequently – data 
about the customers, such as where they live. 

How might that data get used in determining pricing and 
margins? There is an interesting article published in 1994 in 
the MIT Sloan Management Review that provides some good 
indications. Entitled “Financial Analysis for Profit-Driven 
Pricing”, it provides a framework for deriving pricing that in-
tegrates both accounting and marketing information. Central 
to this is the what the article calls the “profit curve”, which 
plots the number of units that need to be sold to produce 
breakeven against certain price-points – it is, in other words, 
a continuous breakeven curve. The margin of profit is then 
determined by how high the demand curve (number project-
ed to be actually sold at each price point) is above the profit 
curve.

The article also supplies some charts to illustrate these 
principles, shown in Chart 2. The article itself can be accessed 
at: goo.gl/FTP8sJ .

What is interesting about all this is revealed in the follow-
ing text taken from the article:

Economists approach pricing problems by asking, “What is the 
demand curve?” Unfortunately, since managers almost never 
“know” the demand curve with any precision, they 
usually abandon the economic approach in frustra-
tion. But managers are not totally ignorant about 
demand, they are just uncertain. Moreover, good 
managers are accustomed to making judgments 
under uncertainty. To make the economics of pricing 
into a useful managerial tool, we have turned the 
economic theory on its head. Instead of demanding 
a precise estimate of actual demand elasticity and 
proceeding to set the optimal price, we begin with 
the price changes that managers might choose to 
make for strategic reasons (e.g., to improve mar-
gins or enhance market growth) and use economic 
theory to calculate the minimum demand elasticity 
necessary to make those price changes profitable. 
The important point was that, in 1994, “manag-

ers almost never ‘know’ the demand curve with 
any precision”. Big data makes it possible to esti-
mate the demand curve for a product with a high 
degree of precision, for much of the time. 

Chart 2: Profit and demand curves. Original image 
at: goo.gl/fpEI8Z

http://goo.gl/FTP8sJ
http://goo.gl/fpEI8Z
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This is a very big advantage. One way in which it is an ad-
vantage is that, when managers have to rely on what comes 
down to “guesstimating”, they tend to pick conservative 
numbers. The smaller the number of items sold – at a higher 
price – the less risk the business takes on. With better data, 
Bunnings is able to predict sales for a large number of items. 
Which means, of course, a lower price.

The other consequence, of course, is that low prices which 
drive increased number of sales also drives store traffic. Once 
again, this gives customers the opportunity to buy additional, 
high margin items.

Margin is the outcome

Putting these two things together, the management of 
brands based on network effects, to obtain an overall good 
result, and a focus on driving volume to produce returns, 
you end up considering the interesting statement former 
Bunnings CEO, John Gillam, made in 2015: “the margin is the 
outcome”. Price is the outcome of this kind of complex stra-
tegic consideration, rather than being tailored to meet a set 
EBIT target. 

Equally, of course, this kind of thinking is going to be most 
evident for complex, highly competitive areas such as cord-
less power tools. In more commodified areas such as fasten-
ers, timber and PVC pipe, competitive pressures, production 
costs and scale will have more direct and immediate effects 
on price and margin.

Your money’s worth
How much tool can you buy for $150? The short answer is, 

today, that it will be more than in 2015, but not necessarily 
that much better than in 2016. 

There are two forces at work here. One is the extent to 
which, as advanced technology becomes more common, the 
price decreases, making it available at lower price points. The 
other is the entry of new technologies, typically at higher 
price-points, which make new features and capabilities avail-
able. 

However, 2016 was a better year for new technology enter-
ing the market at the higher end. In the case of Bunnings, 
much of that new technology came from a slightly surprising 
source: the Techtronic Industries (TTI) brand AEG.

AEG bears some resemblance to TTI’s Home Depot only, 
“captive” brand Ridgid. Its products in the past owed much to 
its lower-end sister brand Ryobi, with a more European take 
on styling. (A good example of this are the AEG 12-volt drill 
and impact driver.)

Over the past two years, however, AEG has come to follow 
both Ridgid and TTI’s top brand, Milwaukee (which is not dis-
tributed by Bunnings) more closely. A good example of this is 
a new tool recently released, the AEG 18V brushless oil pulse 
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driver. A similar tool was originally released by TTI as a Ridg-
id tool is the US, where it received good reviews. A standard 
impact driver uses a spring to “capture” torque from the main 
drive, then deliver this as an impact using a hammer. AEG’s 
new driver uses the compression of hydraulic fluid to achieve 
the same effect. The result is a driver that is not only faster 
than a spring-driven impact driver, but also is estimated to 
produce half the noise.

At $299, it is not cheap, but it offers a unique solution for 
some tradies. The same technology has also been used by 
AEG sister brand Ryobi to produce the 
QuietStrike, which tweaks the settings 
to produce the same power as a stan-
dard impact driver, but noise that is the 
same as a standard drill. This hasn’t been 
released in Australia yet, but it should 
make it to Bunnings in 2017.

The price incline
Chart 3 shows the price incline for 

cordless drills at Bunnings for February 
2017. Chart 4 shows the data for February 
2016. The fact that more tools show up 
on the 2017 chart may not be especially 
indicative of anything, just that more 
Bunnings tools fitted into HNN’s narrow 
requirement for cordless drills that were 
either bare skins, or in standalone bat-
tery/charger kits.

The most evident feature of the chart 
is the extent of price activity in the $99 
to $149 area, particularly around the $129 
price-point. As mentioned above, part 
of this is due to overlaps between new-
er brushless and older brushed electric 
motors. It’s also a case of some older 
stalwarts facing off against new entrants. 
For example, the five-year old AEG 12-volt 
drill is up against a new CXT 12-volt drill 
from Makita.

These conflicts continue around the 
$160 to $200 area, with lower-cost brush-
less drill/battery/charger kits competing 
with higher quality but brushed kits. 
From $300 to $400 the competition is 
between higher quality brushless kits.

If these price plateaus are, as HNN has 
suggested, about setting a price/value 
standard for the overall market, what 
has changed since 2016 to create such a 

From Home Depot, the range of Ridgid  cordless drills

From Bunnings Australia, the range of AEG  cordless drills
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strong plateau at the $129 price-point?
Looking at a list of the tools available at this price-point it 

becomes clear that there are two markets being served. One 
is for complete drill kits, and the other is for extension/up-
grade tools for existing battery systems.
Drill kits
• Ryobi 12V Cordless Drill Driver With 2 1.3AH Batteries
• RYOBI 18V ONE+ Drill Kit (drill plus 2x 1.3 amp-hour batter-

ies)
• Ozito Power X Change 18V Compact Hammer Drill Kit 

(Drill plus 1x 3.0 amp-hour battery)
Extension/upgrade
• Makita 18V Li Cordless Drill Driver - Skin Only
• Ryobi One+ 18V Hammer Drill
• Bosch 18V Li-Ion Cordless Drill Driver - Skin Only
• Ozito Power X Change 18V Brushless Hammer Drill

It’s a well-planned product mix. In kits there is a sub-com-
pact Ryobi drill, the base 
standard Ryobi drill kit, and 
the next-one-up Ozito Power 
X-Change kit.

The extension/upgrade 
tools are just as interesting. 
There is the base Makita 18-
volt, the next-one-up Ryobi 
drill, a Bosch “green” drill, 
and – in some ways the real 
surprise – the range topping 
Ozito Power X-Change drill, 
the brushless hammer model.

There are so many product 
interactions taking place at 
this plateau that it’s difficult 
to keep track of them all. The 
baseline “reasonable” drill 
price point has clearly moved 
to $99, which features both 
the base Ozito kit, with a 
compact (non-hammer) drill, 
plus -- interestingly -- a Bosch 
NiCad drill kit. The $129 price-
point is the “basic + extras” 
price-point.

Consumers can pay $129 for 
a decent Ozito or Ryobi drill 
-- but then there is the pros-
pect of the brushless Ozito 
or the Makita. The Makita kit 
for first-time buyer is going 
to cost $179, so $50 more, and Chart 4: Price chart for Bunnings bare skin cordless drills, and cordless drill-only  kits in 2016.

Chart 3: Price chart for Bunnings bare skin cordless drills, and cordless drill-only  kits in 2017.
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the Ozito brushless hammer drill kit is $159. It is a very subtle and 
alluring up-sell. There is a very fine modulation here between the 
quality of the Makita, and the extra features of the Ozito.

While this shows how well-planned this price-point is, it doesn’t 
really explain why $129 has become so significant. There are two 
possible factors. One is that multi-unit dwellings have increased 
as a proportion of households in most major cities. For these 
home-owners the value of a drill/impact driver kit is lost, as they 
simply have no need for an impact driver. Secondly, this is probably 
one of the last years for reliable trade in people seeking to upgrade 
from their NiCad drills. In general, NiCad battery life maxes out at 
about six years, and the last year when buying a NiCad drill made 
real sense would have been 2011.

Analysis
Reviewing the data presented, it does seem unlikely that Bun-

nings has reduced its margin discipline, at least so far. It seems 
more likely that the company will find ways to sell more in areas 
with better margins. Outside of power tools, that would include 
outdoor furniture, bathroom fittings, and high-end, “designer” bar-
becues. 

Within power tools, one possibility will be for Bunnings to more 
aggressively pursue the heavier end of the commercial market, in-
cluding construction. The AEG line now sells only one battery char-
ger/battery combo, and that is for the very large six-amp battery. In 
addition to the oil-pulse driver, AEG also offers a cordless mitre saw, 
and has moved into commercial grade outdoor power equipment, 
powered by a 56-volt battery. In recent store surveys, HNN has not-
ed that AEG has a very prominent position in displays, more than 
its limited range would suggest it deserves.

The ongoing message is just how intensely Bunnings can com-
pete in cordless power tools in the $99 to to $199 range. Its brand 
strategy presents consumers with a wide range of options, and 
constant encouragement to spend the extra $20, $30 or even $50 to 
purchase a better tool.

http://abscosheds.com.au/
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As HNN has commented in the past, we are constantly 
surprised by how Bunnings continues to evolve, both its 
product lines and its stores. On a recent trip down to South 
Geelong, to the West of Melbourne in Victoria, we visited one 
of the Bunnings Warehouses there, and took a look at some 
of its latest developments.

The Special Orders desk at Bunnings now sits beside the 
kitchen, bath and floor coverings areas. It combines kitchen 
design systems and guidance with specialty ordering of sup-
plies, including non-stocked power tools.

This is a very sensible integration, and no doubt a source 
of both cost savings, and better staff satisfaction.

Bunnings  
South Geelong
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Version 1: Masters
Beginning with some of the earlier 

Masters stores, Hafele products were 
displayed in a unique, transparent rack, 
which emulated the under-sink and other 
cupboards in the kitchen. Customers 
could easily see how the product worked, 
by opening and closing the doors of the 
display.

Version 2: Bunnings
HNN spotted the first Bunnings evo-

lution of this design in the Metro format 
Bunnings store in Melbourne’s Colling-
wood. A similar concept, with a pull-out 
of wirerack shelving included.

Version 3: Bunnings
In the South Geelong store, HNN spotted what 

is likely a further evolution of this idea. The un-
dercounter display is more extensive, and it has 
now been better integrated with more product 
information.

Evolution of Kitchen Hardware Display
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Kitchen/Bathroom Display Integration

Kaboodle has made some interesting 
changes to its kitchen range, and the way 
it is marketing this. This is reflected in 
its in-store displays, with an emphasis on 
simpler designs and lighter colours. 

Bunnings has also worked on integrat-
ing more products into these displays, 
such as the blinds featured on the left.

The display of complete bathrooms, 
with baths and showers remains diffi-
cult to achieve. Bunnings has achieved a 
slightly better look at stores such as its 
one in Melbourne’s Northland by provid-
ing a raised floor “podium”.

One of the biggest changes, however, 
has been an increased integration be-
tween kitchen and bathroom displays. 
These are, in some stores, adjacent and 
interlocked. Bunnings has also improved 
the vignettes it uses to display its bath-
room wares.

http://hnn.bz/
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AEG

Ryobi

Makita

Ozito Power X-Change

Cordless Outdoor Power Equipment
Bunnings has moved to a stronger branding of this category, 

awarding each brand its own exclusive bay in the category aisle, 
with Ryobi taking up three to four times the space of the other 
brands. AEG on its introduction had been pretty much “shoe-
horned” into the aisle but in the new layout, despite its limited 
range, takes up a full bay.

http://hnn.bz/
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Tool Displays

Ryobi continues to command the larg-
est display area in most stores. It is the 
brand that impresses with the largest 
variety of tools of any brand.

A major feature of the tool bays is that 
the tool boxes are also on display, adding 
to visual impact, sources of information, 
and ease of selection. 

However, the amount of space devoted 
to AEG tools seems to be increasing. In 
addition to this display space, there is a 
second area where AEG mitre saws are 
on display.

The Bosch “Blue” brand is given a 
prominent position as well. Sometimes 
Bosch “Green” is displayed alongside, 
while in other stores the two are sepa-
rate.

This is the area for tools that are un-
der $150. It combines a range of most-
ly drills, offering a “one stop” place to 
browse for customers who are seeking 
an inexpensive solution.

http://hnn.bz/
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Scale

Bunnings continues to make very good use of pure scale to 
promote its products. In these three cases – bathroom basins, 
lighting and kitchen sinks – the large display is less overwhelm-
ing, and more simplifying. With all the options available in a 
single visual field, it is easier to narrow down a choice.

It is also, quite simply, a bit of fun as well.

http://hnn.bz/
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Bunning remains 
the unchallenged 
king of the mid-
aisle drop-pallette 
display. Perfect 
product selection, 
perfect product 
pairings.

Bunnings also 
has a great talent 
in selecting that 
special something 
product that people 
don’t know they 
want/need until 
they see it. 

Here is a $1700 
ride-on mower, and 
noise protectors 
with built-in Blue-
tooth headphones.

The faves and 
the not-so-faves? 
In every Bunnings 
HNN has been to, 
it seems as though 
the DeWalt “pago-
da” for FlexVOLT 
tools has been 
moved out of the 
tool display area.

Homelite (an-
other TTI brand) is 
often featured, but 
HNN hasn’t seen it 
on a front end-cap 
before.

The Small Things

http://hnn.bz/


OneMix Rapid Set is a proportioned blend of 
cement, aggregate, sand and additives which 
requires no mixing – just add clean water. 
Hardens in 15 minutes, with a compressive 
strength of 25MPa when fully cured. Ideal for 
setting fence posts, letter boxes, and other 
non-structural uses in the home and garden.

OneMix Mortar is a ready to use proportioned 
blend of cement and sand suitable for brick 
and blockwork applications such as letterbox-
es, BBQs, garden edging, setting stonework 
and general purpose grouting. For use by 
both the professional or home handy person.

OneMix Concrete is a ready to use propor-
tioned blend of cement, aggregate and sand 
for use where a quality concrete is required. 
Compressive strength of 25MPa when fully 
cured. Suits smaller jobs such as pathways, 
slabs and garden edging. For use by both 
professionals and the home handy person.

OneMix Post Mix is a ready to use propor-
tioned blend of cement, aggregate and sand 
suitable for non-structural concrete applica-
tions. It’s an economical alternative to One-
Mix Concrete designed specifically for post 
hole applications. Compressive strength of 
15MPa - 20MPa when fully cured.

OneMix Paver Sand is a graded sand with a 
bonding agent additive and is suitable for fill-
ing joints in paving applications. Sunstate has 
access to a range of sand products suitable for 
paving applications and landscaping works. 
Other sand products can be made available 
depending on market demand.

OneMix is a new range of bagged drymix products, 
Australian made with Australian materials by Sunstate 
Cement. OneMix is shipped in state of the art Form-Fill-
Seal plastic packaging technology, in 10kg, 20kg and 
30kg sizes, for convenience and excellent shelf life.  PH: (07) 3895 9800  

FAX: (07) 3895 9801
enquiries@onemix.com auwww.onemix.com.au

mailto:enquiries%40onemix.com%20au?subject=HINEWS%3A%20
http://onemix.com.au/
http://onemix.com.au/
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Ocean Grove Home Hardware

Top left: Front of store from main street; top right:back of store opens on parking lot; bottom left: multiple award winner for HTH Group; less than a 
kilometre from the store, the vista of the sea, and a place to sit. 

How is it that less than two minutes after you 
walk into a hardware store, you know whether it is a 
good one or not? It remains a mystery to HNN, even 
though we’ve spent a lot of time walking into and 
out of hardware stores of a wide range of types and 
sizes. 

Walking into the Ocean Grove Home Hardware, 
just south of Victoria’s second city, Geelong, it didn’t 
take us even that long to work out this was a good 
hardware store. It is, in a very welcoming way, an 
older-style store, jammed with product lines, so that 
the shelves and floorspace seem almost overfilled. 

http://hnn.bz/
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That said, it remains easy to navigate, and 
surprisingly easy to find items in.

As with many enterprises down along this 
region, which is at the start of the Great Ocean 
Road, the store does cater to people shopping 
for things other than just hardware. A small, 
tasteful annex to the main store sells the kinds 
of home goods and knick-knacks that many of 
us pick up on our travels. 

Backing this up, however, is a lot of serious 
gear up the back of the store. There is timber, 
a good display of Valspar paint, and decent 
amount of power and hand tools. 

HNN stopped in early on a Saturday morning, 
and during the time we were there the store 
just seemed to get more and more full of people, 
including older retirees and young mothers 
pushing prams. It’s obviously one of the favour-
ite places to drop by in this community.

It’s not only the community that thinks it is 
great. The store has won awards over the last 
several years for being the best mid-format 
store in the HTH Group.

Ocean Grove itself is also a really great place 
to stop off on your way down the Great Ocean 
Road. There are some lovely vistas out over the 
ocean, cafes, and that relaxed sense you get in 
some towns that nestle close to the coast.

Cleverly, and essential for a store of this type, the owners have designed a main pathway 
through the centre of the store, linking the front and back entrances. This gives the space a 
sense of orientation, of having a “spine” – plus it makes it possible to pick up some “walk-
through” foot traffice on their way to the parking lot by the shortest means available.

A busy space, but also a well-ordered one. There is a broad selection of outdoor power 
equipment available for sale here.

One of those “weekend 
shacks” you find down south 
of Geelong.

View from from the town.

Signs of construction activity

http://hnn.bz/
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A well-organised tool bay 
makes it easy to locate the hand 
tool you need. This opens off the 
main path through the store, 
with the low furniture placed 
in front providing a display, but 
also clear sight-lines to the wall 
display behind it.

Gift shops are very difficult to design well, and Ocean Grove 
has done a great job with theirs. There is lots to choose from, 
but it avoids the “twee” feeling of many of these places. It com-
bines items of interest to visitors, with practical homewares 
long-term residents would also find useful.

Uncle Jack’s, just across the 
road from Ocean Grove hard-
ware, is definitely the place to go 
for Saturday morning coffee in 
the town.

http://hnn.bz/
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While the style today tends to favour the out-of-box dis-
play of power tools, there is a lot to be said for in-box display 
as well. Aside from making stocking easier, it does provide 
customers with ready access to box information.

Another example of really intelligent 
use of space an shelving, creating another 
product vista running through the store.

http://hnn.bz/
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Independent Hardware Group 2017 
Sapphire Build Success Expo

The newly-formed Independent Hardware 
Group (IHG) held its first tradeshow/expo 
event at the Gold Coast Exhibition and Con-
vention Centre on 2 February 2017. IHG is the 
entity that was quickly formed at the end 
of 2016, after Metcash went ahead with the 
purchase of the Home Timber & Hardware 
Group (HTH) from Hydrox Holdings, the failed 
partnership Woolworths’ formed with US big 
box hardware retailer Lowe’s Companies. IHG 
sandwiches together Metcash’s prior hardware 
operations, including Mitre 10 and True Value, 
with HTH’s Home Hardware and Thrifty Link, 
along with other operations.

With the negotiations running up to the last 
minute in October 2016, the organisers of this 
expo were not really given enough time to put 
together a fully combined show. However, ac-
cording to all accounts received by HNN, most 
suppliers and attendees felt that Metcash had 
done as good a job as could be expected. 

http://hnn.bz/
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Perhaps the most noticeable “hiccup” was that 
signage at the event, according to accounts, 
featured Mitre 10’s name, but not any of the 
HTH brands. Some Mitre 10 executives are said 
to have apologised for the gaffe. Certainly both 
suppliers and attendees seem to have under-
stood that more could not be expected of the 
fledgling IHG, given the timeframe.

Other smaller difficulties included not having 
enough seats for everyone who wanted to at-
tend some events. In general, though, everyone 
HNN spoke with agreed it was a well-run event, 
that was appreciated by the attendees.

Suppler perspective

Some suppliers were very enthusiastic about 
the event. Stephen Sandeman of Imex Austra-
lia in particular commented that it was a great 
opportunity. He said

It was especially good to get the publicity 
through to the former Home Timber and 
Hardware members, because whilst they were 
familiar with our products many of them hadn’t 
had experience with our merchandising.

The Imex range of trade quality equipment is 
proving to be a good fit for the new combined 
group’s trade orientated future direction. We 
have tools to save every tradesman time, and  
increase accuracy, efficiency and productivity.

Mr Sandeman had even more great news to 
tell people about at the show:

Our  Measuremart concept “store within a 
store” which our stand was based on is now a 
recognised addition to Mitre 10’s new Sapphire 
store roll-out and the Imex range of lasers and 
measuring equipment is now core range in their 
product offer.

To cap this good news off, the Imex stand at 
the show won the top award for a 3 x 3 stand.

 Other suppliers were somewhat more neutral 
about the event. Most agreed it was good to 
attend, and many appreciated the opportunity 
to contact stores on either the Mitre 10 or HTH 
side that they would not normally have easy 
access to. Many, however, indicated privately to 
HNN that in reality the return on the invest-
ment in attending the show was not everything 
they could have hoped for. They were happy to 
show their support for the IHG, but cited other 
avenues of reaching out to customers that 
would have been more cost effective.

That said, suppliers were universally im-
pressed that Metcash included sessions where 
key elements of the branding and other man-
agement aspects were discussed, with top-level 
executives from Metcash attending. While sev-
eral said there remained a great many aspects 
of the arrangements between Mitre 10 and 
HTH that needed to be cleared up, they were 
sure that Metcash was doing what it could to 
help resolve problems, as it worked through 
calendar 2017 to integrate the two groups.

The sessions at the expo were reportedly moderately well-attended.

Scott Cam was in attendance, seen posing here with the team from Sym-Pac software, who 
make specialised accounting packages for the home improvement industry.

http://hnn.bz/
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COWDROY

Cowdroy really wowed the attendees 
with its V8 Supercar parked by the 
stand. The stand staff were the ultimate 
brand pit crew for the event, answering 
questions and helping better understand 
the extensive range of Cowdroy products.

http://hnn.bz/
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METHVEN

Methven brought its award-winning, 
unique shower products to the expo. 
The New Zealand company continues 
to expand overseas, with great 
design providing it with an entree to 
a wide range of global markets.

http://hnn.bz/
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Imex Australia

Imex had a really great 
show. Not only did they 
win the best 3 x 3 stand 
award, they got to meet 
Scott Cam. Plus its range 
is now part of the elite 
range for Sapphire 
stores.

http://hnn.bz/
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HB Fuller

Trio Group Australia

HB Fuller saw significant 
activity at its stand as 
it marketed its many 
products, including its 
broad range of caulks.

Trio Group Australia also 
enjoyed its activities at 
the expo. The company 
continues to market its 
highly innovative Patriot 
lock, which provides 
enhanced safety and 
security.

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

start text

in this  
update:

TreeHouse 
is selling the 
Tesla battery

The Home 
Depot is using 
renewable 
energy

Lowe’s Canada 
is boosting its 
Ace network

The Home 
Depot is 
offering more 
delivery 
services for its 
pro customers

The Home Depot 
expects to offer pros 
(tradies) delivery service 
in almost all its markets 
in early 2017 as it beefs 
up its outside sales 
and online capabilities. 
This follows last year’s 
acquisition of the home 
repair and maintenance 
products firm Interline. 

The plan calls for 
delivery promises to be 
phased in; first offering 
same-day service and a 
four-hour window, and 
eventually service with-
in a two-hour window. 
In addition, “hotshot 
couriers” continue to be 
offered at 500 Home Depot stores nationwide, 
according to J.T. Rieves, vice president of The 
Home Depot’s pro business said:

He also noted that when he used to meet with 
customers, their number one complaint was 
delivery.

Just 4% of Home Depot’s customers account 
for roughly 40% of its USD88.5 billion in annual 
sales. This group is Mr Rieves’ focus, and his-
torically it has focused on maintenance crews, 
painters, repairmen, and small remodellers 
(light commercial) more than on the kinds of 
builders that timber and building materials 
operations serve.

Very few get products delivered currently, he 
said. In fact, even as the delivery service gets 
ramped up, Home Depot continues to promote 
a service it calls BOPUS – Buy Online, Pick Up in 
Store. This system saves time for remodellers, 
small builders as well as maintenance and 
repair crews. Mr Rieves said:

If I can get the average pro to come three more 
times a year, that’s a billion dollars in revenue.

The Home Depot’s efforts to rev up its deliv-
ery capabilities got turbocharged in 2015 when 
it bought Interline Brands for USD1.63 billion 
and merged it into Mr Rieves’ operation. He 

mentioned four things Interline brought to The 
Home Depot:

• Interline’s 700 outside sales reps will more 
than triple the 200-member OSR (Open 
Space Ratio) team that The Home Depot 
had been using to sell to pros.

• Interline has 900 trucks, thus making it 
easier for The Home Depot to deliver goods 
to a job site. One of Interline’s claims to 
fame was speed of delivery, Mr Rieves said, 
and its pricing was based partly on how 
fast it could deliver goods.

• Products that Interline had sold via cat-
alogue and the web will be available for 
order at the Pro desk inside Home Depot 
stores; heating and ventilation systems is 
one example.

• Interline’s web offerings are being merged 
into The Home Depot’s online system.

The Home Depot also plans to continue the 
60-day payment terms on house accounts that 
it implemented last year. But for the most part, 
Mr Rieves said, his focus is on getting Interline’s 
staff fully integrated into The Home Depot.

https://goo.gl/X1wRB1

usa update
Pro delivery service
expanded at HD

http://hnn.bz/
https://goo.gl/X1wRB1 
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Eco-friendly, home 
improvement store 
TreeHouse in Aus-
tin, Texas is the first 
retailer that Tesla has 
authorised to sell the 
Powerwall, its battery 
for residential homes. 
Co-founder Jason Bal-
lard said:

We want to show off 
the Tesla power packs 
as the beating heart of 
TreeHouse, and we’ll 
be selling a residential 

version.
TreeHouse plans to 

open its second store 
in Dallas by June 
2017. Its energy-effi-
cient features are a 
complement to the 
store’s mix of envi-
ronmentally-friendly 
and healthy-living 
products, designs and 
services. 

More than 500 solar 
panels on a pitched, 
saw-toothed roof will 

store energy in two gi-
ant Tesla power packs 
that will be displayed 
as a feature behind 
glass inside the 25,000 
square-foot store.

Tesla is also opening 
a Supercharger station, 
the only one inside the 
city of Dallas, next to 
TreeHouse’s outdoor 
living display area. 
Tesla’s Superchargers, 
which are mostly locat-
ed on major highways 

for long-distance 
travellers, recharge its 
electric car models in 
minutes rather than 
hours.

The almost complet-
ed store and another 
one built inside an 
existing building will 
give the five-year-old 
company a footprint 
for how it plans to ex-
pand to other markets, 
Mr Ballard said.

At the new Tree-
House store, windows 
in the stair-step roof 
will provide natural 
light during the day. 
The walls were made 
onsite of concrete, 
which Mr Ballard said, 
has a high thermal co-
efficient and holds the 
cool air inside when it’s 
hot outside.

The store will have a 
working kitchen in a 
healthy home area that 
will feature cooking, 
sleeping and lighting 
products. A mezzanine 
will house classrooms 
and a reading lounge 

area. Non-toxic paints 
get their own show-
room. Mr Ballard said:

The days of a retail 
warehouse full of 
products are over. I 
think people want a 
place where they can 
go dream and consult 
and create a wish list. 
We’re not your mom’s 
big box store.

TreeHouse is try-
ing to disrupt home 
improvement retailing 
dominated by big box 
retailers Home Depot 
and Lowe’s. Ballard 
added:

There are 100 million 
homes in America, and 
we eventually want to 
be within striking dis-
tance of all of them.

https://goo.gl/hC7nJh
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Tesla battery selling through
TreeHouse store

The Home Depot takes on a wind energy project
The Home Depot 

has made its first 
major investment in a 
wind-powered renew-
able energy project. 
The energy purchased 
from the wind farm is 
enough to power 100 
Home Depot stores 
for a year while also 
providing USD150,000 
in local community 

benefits.
The Los Mirasoles 

Wind Farm, owned 
and operated by EDP 
Renewables North 
America, is located in 
Texas. Through a 20-
year power purchase 
agreement (PPA), The 
Home Depot’s annual 
purchase of 50 mega-
watts (MW) is a fifth 

of the wind farm’s 250 
MW capacity.

The farm utilises Ves-
tas V110 2.0 MW wind 
turbines and produces 
enough power to pro-
vide more than 70,000 
average US homes 
with clean electricity 
each year.

As a part of its re-
newable energy initia-

tive, The Home Depot’s 
goal is to procure 135 
MW of various renew-
able energy sources, in-
cluding solar and wind, 
by the end of 2020.

In addition to the 
wind farm, it also 
procures energy from 
solar farms in Dela-
ware and Massachu-
setts with a combined 

annual output of 14.5 
million kilowatt hours 
(kWh). More than 150 
stores and distribution 
centre use on-site fuel 
cells that produce 
roughly 85% of the 
electricity each store 
needs to operate.

http://hnn.bz/
https://goo.gl/hC7nJh
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Lowe’s Canada to grow 
Ace network

Ace Hardware retailers in Canada are poised to receive 
more attractive product pricing, marketing support, a dedi-
cated website with a platform for online sales and a broader 
offering.

Lowe’s Canada said it is investing resources to support and 
grow the entire independent retailer network and to further 
leverage the Ace dealer support program. 

After a detailed business review that included custom-
ers, products, programs and facilities, a decision has been 
reached to integrate the Ace Canada distribution and busi-
ness centres into existing Lowe’s Canada facilities. This will 
allow Ace dealers to benefit from lower cost of goods and to 
connect to Lowe’s Canada retail intelligence. Alain Brisebois, 
executive vice president of Affiliated Dealers, said:

The Ace brand has a strong reputation for quality prod-
ucts and services. The purpose of this transition is to drive 
growth throughout the Ace Canada dealer network. Inte-
grating these operations in the Lowe’s Canada facilities and 
systems is a pre-requisite to offering dealers a dedicated 
website with a platform for online sales and allowing them 
to take advantage of an omni-channel strategy.

Lowe’s Canada said it will make every effort to ensure a 
smooth transition with resources that actively supports 
employees, dealers, vendors and customers. It will also 
continue to recruit and grow the Ace dealer network across 
the country.

https://goo.gl/8QCfdV

PIC courtesy of Hardlines
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B&Q is set to 
open a smaller 
format store in 
London

Sales for 
Kingspan 
products 
increase 
despite Brexit

Delivewry 
focus at Wickes

PJ Davis 
discusses 
Bunnings’ first 
UK store

During a pre-opening 
tour for its first UK 
store in St Albans for 
mainstream media, 
Bunnings managing 
director for UK and 
Ireland, Peter “PJ” Da-
vis told the Australian 
Financial Review:

The format is the 
same. But don’t think 
for a moment we’ve 
duplicated the range 
from Australia.

He explains the range 
has been tweaked 
to take into account 
British tastes. For 
example, there is more 
space devoted to stor-
age products because 
houses are smaller in 
Britain. The plumbing, 
lighting and kitchen 
sections are given 
greater emphasis while 
a “significant amount” 
of space is devoted to 
bird seed. He said:

We will have a much 
bigger range of bird 
feed than in Australia. 
We’ll have four stacks 
of shelves full of it – 
that is a big deal.

The unpredictable 
British summer has 
meant there is less of 
a focus on outdoor 
living, but there is, of 
course, a vast range of 
barbecues, from small 
coal-fuelled cookers to 
full outdoor kitchens 
complete with a sink.

A substantial pro-
portion of tools at 

rival retailers, B&Q 
and Wickes come from 
homebrand products – 
the opposite approach 
from Bunnings, which 
is offering a wide range 
predominantly made 
by manufacturers such 
as Ryobi and Bosch. Mr 
Davis explains:

We’ve done a lot of re-
search...and we believe 
very strongly that the 
research shows people 
are after a wide choice 
of leading brands.

And we also believe 
that innovation leads 
to people wanting to 
do [DIY] things. If you 
are in this market you 
don’t just compete with 
other home improve-
ment retailers...people 
make choices about 
whether they go out to 
dinner on a Saturday 
night or paint their 
lounge rooms.

That’s a lifestyle 

choice that people have 
got to make based on 
income and we are 
making these lifestyle 
choices easier and bet-
ter for a customer.

According to Mr 
Davis, getting people to 
spend money on their 
homes instead of going 
out for dinner is the 
biggest challenge. He 
added:

We’re getting to those 
customers by getting 
them excited by the 
choice of products.

Customer 
demographics

The St Albans store 
is one of four planned 
prototypes for the 
DIY chain that will 
replace Homebase over 
the next five years. 
The Homebase of 
old sought to attract 
female DIY shoppers 

with “personalised 
mood boards” and 
attractive displays of 
cushions, throws and 
other nicknacks from 
brands including Laura 
Ashley and Habitat.

But Mr Davis has 
removed the chintz, 
bringing in a new era 
of basic warehouse 
chic, where special 
offers at the checkouts 
include incinerator 
bins and disposable 
boiler suits. He said:

We’ve made the 
decision to be a home 
improvement and gar-
den retailer and have 
got rid of the duvets, 
cushions and coffee 
cups. We’re going back 
to the core of home im-
provement and garden. 
We don’t want to sell 
the soft side. There are 
plenty of other retail-
ers, like Dunelm, Ikea 

europe update
Bunnings’ entry into 
UK becomes real

Bunnings managing director for UK and Ireland, Peter “PJ” Davis

continues next page
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and Next, doing a good 
job of that.

It will also hold DIY 
workshops for “the 
whole family”. Mr 
Davis said:

Our very first store 
[in Australia] had a 
children’s playground 
and a cafe...because we 
had a belief one of our 
biggest customer seg-
ments are the growing 
family.

In the UK, it has 
a similar approach 
towards target custom-
ers. He explains:

People who have had 
their first child, bought 
their first home and 
want to improve their 
lifestyle.

Unlike Australia, UK 
shoppers will be able 
to buy Bunnings goods 
online. It is selling on-
line in the UK, because 
it has to, but Mr Davis 
said it won’t do click 
and collect or “any of 
that rubbish”. He said:

The most obvious 
thing is to have prod-
ucts on the shelf and to 
come and pick them up. 
I think click and collect 
is borne from retailers 
not being reliable or 

out of stock.

Staffing

Bunnings hopes 
better service will help 
differentiate it from 
the competition. It 
has almost doubled 
the number of staff 
at St Albans to 68 – a 
number that includes 
former carpenters, 
plumbers and land-
scape gardeners.

It has also agreed to 
pay all staff, including 
those under 25, the 
national living wage 
of at least GBP7.20 
(AUD11.70) an hour.

The Bunnings UK 
management team 
has told local media 
that Bunnings will 
axe the controversial 
zero-hour work con-
tracts that leave many 
employees across the 
retail sector with no 
guaranteed hours of 
work from one week 
to the next. It has been 
blamed for the rise of 
insecure employment 
in Britain and stagnant 
wages.

The decision is ex-
pected to add AUD10 

million to the annual 
pay packets of the Brit-
ish staff it inherited 
with the acquisition of 
Homebase, which hired 
hundreds of staff on 
these contracts.

Mr Davis said the 
decision was made in 
order to “build a strong 
culture within the 
company”.

It’s costing us more 
but we thought it was 
a fairer way of distin-
guishing between staff.

Mr Davis said that 
Bunnings was also 
overhauling Homebase 
staff holiday entitle-
ments to end a so-
called “use it or lose it” 
restrictions for a more 
favourable option.

The move will add 
pressure of rival B&Q 
owner Kingfisher 
which has come under 
criticism for axing 
staff overtime pay and 
benefits in order to 
offset the costs of the 
national living wage. 

Business 
environment

Industry observers 
see a downturn in the 

British home improve-
ment market. Factors 
impacting the change 
include the availability 
of cheap tradesmen 
from eastern Europe 
which has created a 
“do it for me” culture, 
a lack of interest 
among young peo-
ple in tackling home 
improvement projects 
and relatively weak 
wages growth since 
the financial crisis. 

Mr Davis agrees 
these factors exist but 
argues they should not 
hamper sales.

Yeah, tradesmen are 
a lot cheaper here...
but we want to sell to 
tradesmen too. They 
still buy home improve-
ment [products].

According to Mr Da-
vis, many “do it for me” 
customers still pur-
chase home improve-
ment products such 
as paint or plumbing 
supplies themselves 
before paying the 
tradesmen to finish the 
job. He said:

[Tradesman] won’t 
often want to shop for 
you...’Buy it yourself 
and I’ll put it in’ is one 

of the bigger markets 
everyone forgets about. 
That’s a market that is 
very strong here.

Bunnings sees a 
chance to take on 
market leader B&Q. Mr 
Davis also views Wick-
es, Screwfix and Selco 
Builders Warehouse 
as threats. He told The 
Guardian:

We think there’s a real 
opportunity to grow in 
the UK. The housing 
stock in this country is 
reasonably old com-
pared with what we 
are used to in Australia 
and the British are 
keen gardeners. No 
one has a market share 
of more than 15%…We 
think the large amount 
of players is an oppor-
tunity.

Bunnings has been 
set a three-year target 
to break-even in the 
UK. He said:

We hope to do better 
but this is a long-term 
investment. I plan to be 
here between three and 
five years.

https://goo.gl/GryU5B
https://goo.gl/5nWpi2
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Wickes is emphasising fast and 
precise delivery

DIY and building 
retailer, Wickes de-
scribes the reasons for 
upgrading its custom-
er logistics options in-
cluding one-hour click 
& collect, along with 
same-day and sched-
uled delivery. Duncan 
Kendal, supply chain 
director at Wickes, 
said:

Generally speaking 
Wickes is not at the 
forefront of innova-
tion.

Despite this, the 
company is moving 
ahead when it comes 
to logistics and deliv-
ery options. Mr Kendal 
explains:

We’re a truly multi-
channel business – we 
still have people on 
the end of telephones 
because some of the 
things our customers 
are doing are quite 
complex.

Speaking at the 
Metapack Delivery 
Conference in London 
recently, Mr Kendal 
also noted how Wickes 
customers require 
more diverse delivery 
options than the typ-
ical retailer, from tins 
of paint to a 150-part 
kitchen.

But while Wickes 
offers one-hour click & 
collect, day-of-choice 
delivery and even 
same-day delivery, 
compared to the speed 
of the rest of the retail 
industry he doesn’t 

believe this is a huge 
achievement. Mr Ken-
dal said:

Everyone else is mov-
ing much quicker even 
if we’re good in this 
sector. The unfortu-
nate truth is all those 
consumers are being 
trained by what ‘good’ 
looks like – there’s Am-
azon’s relentless deliv-
ery achievement, Argos 
with its same-day deliv-
ery at a ridiculously 
low price, and even 
carriers like DPD are 
doing a great job with 
precise technology.

It would be dead 
easy if we thought 
we had to service just 
our consumers in our 
shops – we wouldn’t do 
anything.

Mr Kendal described 
how Wickes customers 

are becoming increas-
ingly specific with 
their delivery require-
ments.

‘I can’t get it in my 
car’, ‘I need it tomor-
row for when the job 
starts’ or ‘I want to 
pick it up when I’m out 
and about shopping’ – 
speed and precision is 
the new norm.

He said the retailer 
at first did not think 
a building materials 
company would need 
to offer the same deliv-
ery options as the rest 
of the retail industry. 
“But if you build it, 
they will come,” he 
said, noting how click 
& collect is signifi-
cantly Wickes’ fastest 
growing channel.

Wickes has partnered 
with On The Dot to 

provide same-day 
or nominated-hour 
delivery for 70% of 
its product ranges. 
Instead of customers 
coming into store with-
in an hour to pick up 
a product using click 
& collect, On The Dot 
picks up the product 
and couriers it to the 
customers instead for a 
charge of GBP9.95. Mr 
Kendal said:

We’ve got one process 
driving more than one 
fulfilment option. You 
need to take time look-
ing at what you have, 
rather than looking 
at drones – you need 
to utilise your existing 
assets.

He noted how a cus-
tomer spent GBP1.59 
on a plug and paid the 
additional GBP9.95 

for same-day delivery 
when they lived less 
than 1.5km away, while 
another customer or-
dered GBP2,000 worth 
of goods for delivery in 
four days time.

It’s not just about 
speed, but precision 
– time is money. It 
would be great if we 
could sustain charging 
GBP9.95, but I expect it 
to be eroded away over 
time.

https://goo.gl/
HWCLKZ
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Kingspan says sales up since Brexit
 Sales of building sup-

plies in Britain have 
improved since it voted 
to leave the European 
Union last June and 
there is no evidence 
yet that Brexit’s impact 
will ultimately be 
negative for the sector, 
according to Irish firm 
Kingspan.

Kingspan is the larg-
est producer of build-
ing insulation in Brit-
ain, Ireland, Canada 
and Australasia. It beat 
analyst expectations to 
report profits up 33% 
for 2016, buoyed by a 
strengthening of UK 
sales in the second half 
of the year.

Trading profit was 

341 million euros for 
the year, compared to 
an average forecast of 
330 million in a Reuters 
poll of seven analysts. 
Chief executive Gene 
Murtagh told Reuters:

Bizarrely activity has 
been better since June 
23 than it was before. 
We had a particularly 
strong finish to the 
year. The foregone 
conclusion is it’s going 
to be negative, but I 
don’t know enough to 
say that. We’ve no idea 
what Brexit actually 
means.

Kingspan’s order 
book for 2017 is “solidly 
ahead” of the same 
point last year, he said.

But the 
company 
is seeing 
evidence 
of a shift in 
economic 
growth 
patterns in 
continental 
Europe, 
with Ger-
many flat 
and activity 
in Belgium 
and the 
Netherlands improv-
ing, and particularly 
strong growth in 
France.

There is no sign yet 
of a boost to the US 
construction sector 
following the election 

of President Donald 
Trump, he added.

A key challenge for 
Kingspan this year will 
be passing on recent 
rapid rises in cost 
inflation in steel and 
chemical, Mr Murtagh 
said. While the compa-

ny is confident it can 
pass it on, it may take 
some time, he said.

https://goo.gl/
UWUGdb

B&Q tries on a smaller size

Home improvement 
retailer B&Q has 
confirmed it will trial 
its first small-format 
store in North London.

Officially opening in 
early March 2017, the 
new smaller 3,000sq ft 
store will be situated 
on Holloway Road and 
will feature a down-
sized product offering, 
as well as a focus on 
supporting services. 
A B&Q spokesperson 
said:

On Friday 10 March, 
B&Q will open a 
smaller format store 
in Central London at 

482-488 Holloway Road. 
The trial store will be 
just over 3,000sq ft in 
size, and will provide 
customers with an 
offer focused on home 
decor, repair and 
maintenance, with a 
suite of supporting 
services. B&Q will 
also enable customers 
access to its full range 
of over 35,000 products 
via Home Delivery and 
Click & Collect, all at 
the same great nation-
al prices.

The DIY chain has 
recently reopened 10 
revamped stores in 

areas including Milton 
Keynes, Bristol and 
New Malden, as it 

steps up its efforts to 
compete with Bun-
nings UK.

https://goo.gl/eUJTSe

Image from John Ryan Twitter @newstores

http://hnn.bz/
https://goo.gl/eUJTSe 


75

hnn.bz

BenjiLock is not a 
traditional padlock. 
A key can be used 
to open it but it’s a 
lock that can also be 
opened using one’s 
fingerprint. It was 
unveiled at this year’s 
Consumer Electronics 
Show (CES) in Las 
Vegas.

BenjiLock was devel-
oped by the Los Ange-
les-based company of 
the same name, which 
was founded in 2013 by 
CEO Robbie Cabral.

The lock features 
a 7-pin cylinder and 
will come with a 
built-in rechargeable 
Lithium-ion battery, 
charging cable and 
set of keys when it 
ships later this year at 
USD79.99 (AUD103.64), 
the company said. 
Consumers will be 
able to choose be-
tween sky white, jet 
black, stainless steel, 
copper and brass 
SKUs.

There have been 
similar products on 
the market, Mr Cabral 
conceded. Tapplock is 
another padlock using 
fingerprint sensors. 
But competing devices 

don’t tend to have a 
tough, stainless steel 
body, he said. Ben-
jiLock also has a boron 
alloy shackle.

Rival products also 
don’t tend to provide 
the same “hybrid” solu-
tion for unlocking as 
BenjiLock. Mr Cabral 
notes that a key can 
come in handy when 
the fingerprint sensor 
isn’t working for some 
reason.

BenjiLock was 

named a 2017 CES 
Innovation Awards 
honouree in the smart 
home category. The 
Innovation Awards 
program is run by CES 
producer the Consum-
er Technology Associa-
tion (CTA). 

But it’s open to 
debate whether 
BenjiLock is a true 
smart-home product. 
Smart, yes. The device 
is clearly designed to 
be used just about 

anywhere — from 
the home to the office 
to school to the gym. 
However smart-home 
products are also 
typically controlled by 
a smartphone or tablet 
app, or via a computer.

Tapplock, in com-
parison, works in 
conjunction with 
a mobile app that 
can be used to grant 
access to family and 
friends and control 
the date and time the 
lock can be accessed. 
Unlike BenjiLock, the 
Canadian makers of 
that device turned to 
crowdfunding to help 
reach the market. Tap-
plock was successfully 
funded March 12 after 
raising USD328,959 
(AUD426,397) via Indi-
egogo.

The BenjiLock 
fingerprint sensor’s 

ambient LED light is 
what makes the device 
smart once the user 
records his or her 
scan, according to Mr 
Cabral. Although the 
smart functionality 
is minimal, he said, 
his goal is to “build a 
relationship with the 
consumer of security,” 
adding later versions 
of the device will “in-
clude apps and much 
more.”

The lock is charged 
via a Micro-USB cable 
and the charge “lasts 
a whole year with one 
single charge” based 
on tests in which it 
was used four times 
per day, he said.

https://goo.gl/qVUq3e
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Everdure by Heston 
Blumenthal barbecues 
have been acknowl-
edged for their form, 
functional design 
and aesthetic quality. 
Both charcoal and 
gas ranges received a 
2017 iF Design Award, 
according to Appliance 
Retailer. Commenting 
on the win, Mr Blu-
menthal said:

...Over the past two 
years a series amount 
of thought went into 
every aspect of devel-
opment, with both 
teams working closely 
together, endlessly 

designing and testing 
prototypes to make 
sure the range was just 
right. I was thrilled 
with the end result so 
it is great to have that 
celebrated.

The Hub Fusion and 
Cube in the charcoal 
range impressed judg-
es with its innovative 
Fast Flame Ignition 
System, Rotiscope 
technology and aes-
thetic design. The Fur-
nace and Force from 
the gas range, show-
cased speed, precision 
and flexibility. Shriro 
Australia CEO, Mike 

Westrup said:
These awards are 

a testament to the 
innovation and out-
standing design of the 
Everdure by Heston 
Blumenthal product 
portfolio. Heston, in 
collaboration with our 
product development 
team and designers, 
worked tirelessly to 
bring to market a 
range combining the 
latest technology and 
design 
aesthet-
ics, with 
ease of 
use and 
atten-
tion to 
detail. 
We are 
proud 
to have 
been ac-
knowl-
edged by 
such a 

prestigious panel of in-
dustry expert and have 
our entire product 
range celebrated on an 
international scale.

A total of 5,575 en-
tries from 59 countries 
were submitted for 
this year’s award. An 
international panel of 
58 jurors, consisting of 
independent experts 
in industry, design 
and architecture from 
around the world an-

nounced the winners.
The iF Design 

Awards night is 
scheduled to be held 
on March 10, 2017 in 
Munich, Germany.

https://goo.gl/v8FrWs

BBQ design 
award

The Kwikset Con-
vert™ lock has been 
given a 2017 TechHome 
Mark of Excellence 
Award as Security 
Product of the Year. 

Presented by the 
Consumer Technology 
Association (CTA), the 
Mark of Excellence 
Awards recognise the 
best in custom inte-
gration and installed 
technology. It is an 
annual competition 

in which manufactur-
ers, distributors and 
systems integrators 
compete in more than 
30 award categories.

Kwikset Convert is 
the company’s new 
Z-Wave™ Smart Lock 
Conversion Kit. The 
kit will turn me-
chanical locks – even 
non-Kwikset locks – 
into smart, electronic 
locks, bringing the 
convenience of key-

less entry and home 
automation to new 
consumer audiences. 

The new Kwikset 
Convert should appeal 
to design-driven home-
owners who want a 
smart lock but also 
want to maintain the 
style of the front door 
or match an existing 
handleset, and don’t 

want to change out 
their existing dead-
bolt. It could also 
appeal to renters, 
as well as owners of 
both apartments and 
single-family home-
owners whose land-
lords does not allow 
changing out the locks 
on their front door.

Kwikset Convert, 

in combination with 
any one of numerous 
home automation 
hubs, can provide an 
easy-to-install, cost-ef-
fective entry into 
home automation.

https://goo.gl/0Wl-
HG1

Convert lock 
wins 
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The latest profes-
sional models from 
Stihl will come with a 
host of enhancements. 
The string trimmers, 
edgers, KombiMotors 
and bed redefiner are 
designed with larger 
fuel tanks, providing 
30% longer run times 
than the previous 
models.

These units boast a 
simplified three-step 
start procedure en-

abled by the semi-au-
tomatic choke lever, 
saving users time on 
the job and reducing 
the chance of flooding 
the engine. Each prod-
uct’s vertical pleated 
paper air filter allows 
for better filtration, 
extended replacement 
intervals and long 
service life.

In addition, the 
redesigned and 
lighter gearbox on 

the pole pruners and 
extended-reach hedge 
trimmers shift weight 
to the powerhead of 
the unit for balance 
and maneuverability. 
It can help users work 
for longer periods with 
less fatigue.

The introduction of 
these new professional 
products is part of one 
of the largest product 
launches in company 
history. Other Stihl 
products to be intro-
duced in 2017 include 
nine battery products, 
as part of the new Sti-
hl Lightning Battery 
System™ and nine 
additional gas-pow-
ered models, featuring 
a line of Stihl pressure 
washers.

https://goo.gl/eZISBd

Gas-powered 
products
target pros

products

Framing 
nailer is 
reborn

Building on its 
tradition of reliability, 
durability, and speed, 
the recently launched 
PowerMaster Pro 
from Paslode adds fea-
tures to help profes-
sional framers become 
even more productive.

It has a quick 2-step 
rear-load magazine 
and a lighter tool 
weight (at 7.9lbs or 
3.6kgs) for reduced fa-
tigue all day long. The 
PowerMaster engine is 
a “proven workhorse”, 

and ensures nails 
drive flush into the 
toughest timber. This 
helps users maintain 
jobsite momentum.

Paslode’s innovative 
30-degree RounDrive® 
fasteners complement 
the PowerMaster Pro 
system for peak per-
formance. The compa-
ny’s nails are designed 
and manufactured to 
work optimally with 
its tools to reduce 
jams, minimising 
downtime. Product 

manager, Scott Sisney 
said:

Paslode designs 
fastening systems that 
deliver on our promise 
to make framers’ jobs 
easier. Not only did we 
improve day-to-day 
performance with 

the updates, we also 
kept the simplistic 
engine design for easy 
on-site maintenance 
and increased up time. 
It lasts and endures, 
which allows the job 
to be completed easier 
and faster.

https://goo.gl/eZISBd 


http://goo.gl/nH4u0r
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Living its cause to create 
amazing water experienc-
es that don’t cost the earth, 
Methven has a selection 
of Satinjet® showers that 
already quailfy for the new 
Water Efficiency Labelling 
Scheme (WELS) 4-star, 7.5 
litres per minute comfort 
rating.

To achieve this new 
(WELS) 4-star comfort rat-
ing, showers must operate 
at flow rates of 7.5 litres of 
water per minute or less 
– yet still deliver superior 
performance and comfort. 
WELS recently expanded 
its normal water flow rate 
test to also include spray 
force and coverage to val-
idate a shower’s comfort. 
Showers that pass these 
new testing standards will 
be identified by a new 
4-star label design.

Methven chief operating 
officer for the Australian 
market, Troy Mortleman 
said this new classification 
provides customers with 
additional confidence 
when buying showers.

“Our patented Satinjet 
showers naturally lend 
themselves to this new 
comfort rating as they 
have been meticulously 
designed to achieve the 
best possible shower 
experience, whilst being 
conscious of how we use 
nature’s most precious 
resource,” he said.

“And the re-classification 
of these showers is truly 
a testament to the design 
and engineering expertise 
of our award-winning New 
Zealand team.”

A selection of Methven’s 
Satinjet® shower col-
lections have been rec-
ognised for their superior 

performance and have 
earned this new rating. 
This rating provides con-
sumers with more informa-
tion and confidence than 
they’ve had to date when 
purchasing a shower. The 
experience only feels bet-
ter knowing it also saves 
resources without sacrific-
ing experience.

In 2017, Methven plans 
to further expand the 
number of 4-star showers 
in their range as the com-
pany continues its commit-
ment to offering amazing 

showers which don’t cost 
the earth.

Methven Satinjet® show-
ers use patented twin-jet 
technology to create over 
300,000 droplets of water 
per second. The result is a 

fully immersive shower ex-
perience which only your 
skin can truly understand. 
Visit methven.com to learn 
more.

Committed to the Environment  
Without Sacrificing Experience

Satinjet showers qualify for WELS four-star rating

Contact Methven:
1300 638 483

www.methven.com

Kiri Rail Shower, left, and Maku Satinjet Rail Shower, right.

http://methven.com
https://www.methven.com/au/homepage
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For today’s savvy home 
bathroom designer, the 
ultimate mark of prestige 
is fast becoming environ-
mental awareness. The 
high end of that market 
is defined by products 
that manage to be both 
environmentally aware 
and, through great design, 
actually enhance the user’s 
experience of their bath 
time as a luxurious treat at 
the start and end of their 
day.

Few products satisfy that 
requirement as well as 
Methven’s award-winning 
Satinjet range of show-
erhead products. The 
water flow-rate for Satinjet 
products is between 7.5 
litres a minute (L/min) and 
9.0 L/min, which means 
they qualify for the highest, 
three-star rating under the 

Australian Government’s 
Water Efficiency Labelling 
and Standards Scheme 
(WELS). 

This contrasts with stan-
dard showers, which can 
use over 20 L/min. 

Satinjet uses an effective-
ly patented technology, 
and as such it is unique 
to Methven products. 
Satinjet is designed and 
engineered in New Zea-
land and carries a Lifetime 
Warranty.

Making consumers 
happy

Consumer testing iden-
tified spray force and 
coverage as being the 
most important showering 
characteristics. Based on 
this research, Methven’s 
design team was able to 

evolve Satinjet technology 
by improving the pressure 
and spray coverage to cre-
ate an even more luxurious 
showering experience at 
the low flow rate of 9L/min.

 Standard showers use 
single jets of water that 
produce a needle-like 
spray, whereas the pat-
ented Satinjet technology 
works by colliding twin-
jets of water to produce 
over 300,000 droplets per 
second. Improved jet ge-
ometry ensures optimum 
droplet size and velocity. 
This makes for a more 
efficient performance es-
pecially at lower flow rates. 
The re-defined jet interac-
tion has been fine-tuned 

by Methven’s designers 
to create superior spray 
coverage and warmth.

Award winning

Methven’s efforts have 
not escaped the atten-
tion of the world’s design 
community. Methven has 
won many prestigious 
awards, including Red Dot 
Design Awards (Germany), 
German Design Council 
Awards, Good Design 
Awards (USA), Good De-
sign Green Award (USA), 
UK Designer Awards, 
Australian International 
Design Awards and NZ 
Best Design Awards.

Methven Satinjet Showerhead
Satinjet sets standards for affordable high-efficiency 

showerheads with luxury performance

Water-stream comparison. On the left, a standard showerhead. On the 
right, the Satinjet provides a more diffuse stream of water.

Contact Methven:
1300 638 483

https://www.methven.com/au/homepage

Curved edges and faces soften the geometric styling of Waipori Satinjet 
shower range, making it a modern alternative to square styles. Waipori 
offers a widespread Satinjet spray coverage for relaxation and cleansing.

https://www.methven.com/au/homepage
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ABSCO Industries 
is a wholly owned 
Australian company 
manufacturing a 
large range of steel 
products including 
garden sheds, large 
outdoor structures 
and garden beds.

From its manufac-
turing facility in Bris-
bane, ABSCO offers 
an extensive range 
of over 350 different 
types of outdoor 
products. ABSCO 
Industries has been 
the major supplier 
of these products to 
the hardware and 
outdoor building 
industries for over 
40 years. The good 
reputation that we 
built up during those 
years is now being 
recognised through-
out Australia and 
rapidly expanding 
overseas markets.

SNAPTiTE 
Technology

ABSCO products 
feature the unique 
patented SNAPTiTE 
technology. This rev-
olutionary assembly 
system dramatically 

reduces the time and 
effort required. ABS-
CO Sheds assemble 
up to 80% faster than 
its competitors.

Most components 
are marked with part 
numbers which are 
also clearly identi-
fied throughout the 
three dimensional 
drawings displayed 
in the assembly 
instruction booklet. 
SNAPTiTE reduces 
screws by 75%! It 
permanently locks 
all perimeter chan-
nels to all roof and 
wall sheets without 
the need for tools 
and fasteners. Most 
other connection 
points have been 
fully pre-punched to 
maximise the ease of 
assembly.

ABSCO has an 
ongoing dedication 
to product develop-
ment. Being small 
and nimble allows 
ABSCO to design 
products that are 
on trend and bring 
them to market 
quicker than a tradi-
tional manufacturer.

At ABSCO Industries, it is our mission to manufacture the best 

outdoor storage and garden products available anywhere.

For more information,  
please visit our website at  
www.abscosheds.com.au

http://www.abscosheds.com.au
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Sunstate Cement has 
long been recognised as 
one of Australia’s premier 
suppliers of bulk cement 
products in its home state 
of Queensland, and north-
ern New South Wales. Its 
products have been used 
on many iconic Australian 
construction projects, in-
cluding the Clem 7 Tunnel 
and the Gateway Bridge. 

Its reputation for reliabil-
ity is backed up by Sun-
state’s ISO 9001 standards 
compliance, and its NATA 
accredited laboratory 
which tests daily to ensure 
products meet all neces-
sary standards.

OneMix

In 2017 the company is 
building on this reputation 
for excellence with the 
release of its new OneMix 
range of bagged drymix 
products. 

These include Concrete 
mix, Rapid Set concrete, 
Post Mix concrete, Mortar 
and Paver Sand. OneMix 
is supplied in 10kg, 20kg 
and 30kg Form-Fill-Seal 
plastic bags. 

This means the product 
can be safely stored (un-
opened) in the outdoors. 
It also provides extended 
shelf life, eliminates leak-
age, keeping bags dust 
free and the display clean.

Experience

Sunstate Cement Ltd. is 
jointly owned by two of 
Australia’s largest cement 
manufacturers, Adelaide 
Brighton Cement Ltd. and 
Boral Cement (a division of 
Boral Limited). This gives 
the company access to the 
broadest possible range of 
technical expertise, as well 
as new product develop-
ments.

Values
The company pursues 

five key values in its busi-
ness:
• Safety – Sunstate be-

lieves that “all injuries 
are preventable”

• Respect – The company 
places the customer at 
the centre of its activi-
ties, and also pursues 
values of diversity and 
equality

• Teamwork – The com-
pany values all contri-
butions and works to 
achieve mutual goals

• Focus – Sunstate be-
lieves in continuous 
improvement in the 
pursuit of specific goals

• Sustainability – The com-
pany seeks to minimise 
environmental impacts 
by using resources 
responsibly and eco-
nomically

OneMix 
Sunstate Cement has released a range of bagged 
drymix products for consumers and professionals

Concrete

OneMix Concrete is 
a ready to use pro-
portioned blend of 
cement, aggregate 
and sand suitable for 
applications where 
a quality concrete is 
required.
• Suitable for the 

professional or home 
handy person

• Consistent quality ce-
ment, aggregate and 
sand ensures high 
performance

• Compressive 
strength of 25MPa 
when fully cured

• Convenient and easy 
to use

OneMix Concrete is 
well suited for smaller 
concreting jobs such 
as pathways, slabs, 
footings and garden 
edging. OneMix Con-
crete is also suitable 
for securing posts 
and uprights in the 
ground etc.

www.onemix.com.au
Sunstate Cement’s facility at Brisbane Port, QLD

continued next page

http://www.onemix.com.au
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OneMix – continued

OneMix Paver Sand 
is a graded sand with 
a bonding agent ad-
ditive and is suitable 
for filling joints in 
paving applications.

Sunstate has access 
to a range of sand 
products suitable for 
paving applications 
and landscaping 
works.

Other sand products 
can be made avail-
able depending on 
market demand.

OneMix Post Mix is 
a ready to use pro-
portioned blend of 
cement, aggregate 
and sand suitable for 
non-structural con-
crete applications.
• Designed specifically 

for post hole applica-
tions

• Economical alter-
native to OneMix 
Concrete

• Compressive 
strength of 15MPa 
- 20MPa when fully 
cured

OneMix Post Mix is 
designed for setting 
fence posts, logs and 
letterboxes into the 
ground. OneMix Post 
Mix is not suitable for 
use in structural and/
or load bearing appli-
cations.

OneMix Mortar is 
a ready to use pro-
portioned blend of 
cement and sand suit-
able for all block and 
brick projects where 
a quality mortar is 
required.
• Suitable for the 

professional or home 
handy person

• Consistent quality 
cement and sand 
ensures high perfor-
mance

• Excellent workability

OneMix Mortar is 
suitable for a wide 
range of brick and 
blockwork applica-
tions such as letter-
boxes, BBQs, garden 
edging, setting stone-
work and general 
purpose grouting.

OneMix Rapid Set is 
a ready to use pro-
portioned blend of 
cement, aggregate, 
sand and additives 
designed to rapidly 
harden without any 
mixing.
• No mixing is re-

quired, just add clean 
water

• Will harden in 15 
minutes when used 
as directed

• Compressive 
strength of 25MPa 
when fully cured

OneMix Rapid Set 
is ideal for setting 
fence posts, clothes 
lines and letter box-
es, as well as other 
non-structural uses 
around the home and 
garden where fast 
setting is required.

Rapid Set Mortar Post Mix Paver Sand

enquiries@onemix.com.au
www.onemix.com.au

 PH: (07) 3895 9800  
FAX: (07) 3895 9801

mailto:enquiries%40onemix.com.au?subject=HINEWS%3A%20
http://www.onemix.com.au
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The origins of the L.S. 
Starrett company go back 
to 1880 when Laroy Star-
rett, a farmer from the state 
of Maine in the US, set 
out to make a new kind of 
combination square. The 
problem in producing the 
square was that the heat 
generated in grinding the 
straight edge would lead 
to the formation of an im-
perfect edge. In what was 
to become a trademark 
for the Starrett company, 
Mr Starrett solved this 
problem in production and 
metallurgy, and produced 
a square that became a 
“hot seller” in the market. 
Soon Starrett added a 
range of other measuring 
tools, such as steel tapes, 
callipers and micrometers. 

The next advance in met-
allurgy Mr Starrett brought 
to the field came with the 
production of hacksaw 
blades. Unsatisfied with 
the quality of blade that 
then-standard processes 
produced, he developed 
the unique “bi-metal” 
blade. Bi-metal unique 
technology joins two strips 
of high-speed steel wires 
to a backing steel in a solid 
phase, using the principle 
of solid-state diffusion 
bonding.

 Bi-metal unique technol-
ogy is totally different from 
traditional weld or laser 
bonding, which rely on 
metal fusion as the union 
agent at the interface.

Hole Saws

The newest version of 
this bi-metal process has 
now been released in 
Starrett’s latest hole saw 

products, the Fast Cut and 
the Deep Cut lines.

Fast Cut

The new Fast Cut Bi-Met-
al Hole Saws contain an 
extra cobalt HSS tooth 
material for enhanced 
heat and wear resistance, 
along with a new 5.5 TPI 
positive rake tooth design, 
to ensure a smoother and 
faster cut when compared 
against our previous Con-
stant Pitch Hole Saw. 

The features include:
• New tooth material with 

extra cobalt for en-
hanced heat and wear 
resistance - improving 
the product life.

• New 5.5 TPI positive 
rake tooth form pro-
vides less torque for a 
smoother, faster cut in 
all materials.

• 30% extra gullet volume 
for better material pen-
etration.

• Ideal for stainless steel 
and mild steel sheet, 
tubes and other mate-
rials with a thickness of 
up to 3mm (1/8”).

• Size range: 14mm 
- 210mm (9/16” - 
8.9/32”).

• 41mm (1.5/8”) hole saw 
depth.

Deep Cut

The new Deep Cut 
Bi-Metal Hole Saws com-
bine the aggressive tooth 
form from our previous 
Dual Pitch Hole Saws, with 
the new extra cobalt HSS 
teeth to provide enhanced 
heat and wear resistance. 
The features include:
• 51mm (2”) hole saw 

depth improves cutting 

performance on tubes, 
particularly where there 
is a need to cut through 
both sides.

• New tooth material with 
extra cobalt for en-
hanced heat and wear 
resistance - improving 
the product life.

• Ideal for solid materials 
greater than 3mm (1/8”) 
in thickness.

• Aggressive material 
penetration and kerf 
clearance.

• Size range: 19mm - 
210mm (3/4” - 8.9/32”).

• 51mm (2”) hole saw 
depth - requires arbors 
with an extended length 

pilot drill (e.g. A1E, A2E 
or A17-38E etc.).

Packaging
In addition to innovative 

products, Starrett also 
offers attractive packaging 
and PoS materials. These 
EVA (Ethylene Vinyl Ace-
tate) cases offer protection 
for Starrett’s hole saws, 
and make a great sales 
tool as well. 

The kits are designed for 
specific uses, including 
locksmiths, electricians, 
plumbers, industrial uses, 
and general purpose kits.

Starrett Australia introduces new bi-metal hole saws

Contact Starrett Australia:
Tel: 61 2 9620 6944
Fax: 61 2 9620 6988

info@starett.com.au
au.starett.com

Unit 2, 57 Prince William Drive  
Seven Hills, NSW 2147

Starrett hole saws come in handy kits, which make great PoS displays

mailto:info%40starett.com.au?subject=HINEWS%3A%20
http://au.starett.com
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Rocky Point Mulching is a 
family-owned and operat-
ed Sugar Cane Farm and 
Sugar Cane Mulch pro-
cessing plant. The compa-
ny is completely vertically 
integrated, as it grows, 
processes and packs its 
own mulch.

The company’s history 
reaches back to 1949, with 
the purchase of a block 
of land in the 
Rocky Point area 
of Queensland 
by the company’s 
founders, Alexan-
der and Phyl Keith.
Accidental  
innovations

In the ear-
ly 1990s, as a 
drought swept 
through the agri-
cultural areas, the 
demand for stock-
feed increased 
substantially. The 
sons of Alexander 
Keith developed 
mechanical processes 
which enabled them to 
harvest the sugarcane in 
its green state. It could 
then be used to produce 
high-nutrient stockfeed.

When the rain finally 
returned, the Keith family 
found itself with a large 
number of bales of the 
sugarcane which were wet. 
Improvising, they sold this 
material as mulch to local 
growers of avocados. 

Now into its third gener-
ation of the family, Rocky 
Point Mulching products 
have expanded to include 
a full range of premium 
feeder and decorative 
mulches, potting mixes, 
growing media, sands, 
animal bedding and more, 
with the products supplied 

throughout Australia.
As the company has 

evolved, sustainability 
has become increasingly 
important to Rocky Point 
Mulching. Concerns 
about sustainability to the 
environment influence 
every component of the 
business, including the 
bi-products created during 
manufacturing, and en-

suring that transportation 
logistics are as efficient 
as possible to minimise 
carbon footprint.

One particular area 
where Rocky Point scores 
high marks, is that Rocky 
Point Mulching Potting 
Mixes do not contain peat 
or peat product. Environ-
mental damage has been 
done to some areas where 
intensive mining of peat 
has taken place. 
Lawn Star

Rocky Point Mulching’s 
Lawn Star Premium Top 
Dress & Feed is a superior 
blend designed to enrich 
and rejuvenate lawns. This 
carefully screened and for-
mulated mix is packed with 
excellent mineral content 

for levelling undulations 
in lawns, and slow-release 
fertiliser to produce a 
green, healthy lawn. 

The slow release fertiliser 
in Lawn Star is designed 
to feed the lawn for three 
to four months after top 
dressing. It is perfectly 
balanced with mineral 
content and nutrient rich 
organic matter along with 

wetting granules to help 
improve dry, tired lawns.
Active 8

Rocky Point Mulching’s 
Active 8 is a well-balanced 
soil improver designed 
for the home gardener 

to plant directly into, with 
no fuss. Active 8 contains 
a rich earthly blend of 
organic compost, com-
posted chicken manure, 
composted cow manure, 
blood and bone, gypsum, 
fish meal, seaweed extract, 
iron, zeolite, trace ele-
ments and humates.

Its benefits include:
• Creates a balanced, nu-

trient rich growing en-
vironment that ensures 
spectacular growth

• Ideal for planting raised 
garden beds, planter 
boxes, herb gardens & 
large containers

• Active 8 can be used on 
all garden types, but is 
best suited for vegeta-
ble gardens

• Designed to absorb and 
retain water

• Ideal in the preparation 
of planting fruit trees 
and building up garden 
beds

• Increases soil nutrient 
holding capacity

• Reduces the loss of 
nutrients by avoiding 
leaching

• Active 8 is prepared 
and tested under strict 
conditions and is fully 
certified to the Austra-
lian Standard 4454

Rocky Point Mulching 
Three generations of family producing high quality, 

environmentally friendly garden products

Phone: 07 5546 2470
 Fax: 07 5546 2570

Email: baled@rpmulching.com.au
Web: www.rpmulching.com.au

709 Stapylton-Jacobs Well Road
Woongoolba QLD 4207

http://www.rpmulching.com.au
mailto:%20baled%40rpmulching.com.au?subject=Enquiry%20from%20HI%20News
http://www.rpmulching.com.au
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Malco shear attachments 
are labour saving and cost 
effective.

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

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

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

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

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

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

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

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

Contact  
BND Australia on 

1300 883 520  
for your nearest retailer. 

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

http://bndaustralia.com.au/
 

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

tools even more capable

http://bndaustralia.com.au/    
http://bndaustralia.com.au/    
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Providing retail manage-
ment software is some-
thing of a balancing act 
between its true cost (the 
software itself, installation 
and ongoing support), the 
features it provides, and 
the way the product fits 
with the specific needs of 
individual retailers. 

What makes Merlin 
Software’s Cobalt Retail 
outstanding in its field is 
that it has found the right 
balance between these 
elements. By designing 
not only the software, but 
its provision and support 
services, Merlin enables 
its clients to get just the 
right features, along with 
the best levels of support 
and service. This makes 
using the software conve-
nient and easy, while also 
providing a high value 
proposition.

At the core of these 
innovations is Merlin’s 
understanding that the 
best way to deliver retail 
software is through what 
has been called “software 
as a service”. Rather than, 
as in the old days, selling 
software as a standalone 
product, then charging 
extra for everything — such 
as support and upgrades 
— Merlin provides Cobalt 
Retail for a single month-
ly fee that covers most 
of what a retailer needs, 
including regular quarterly 
upgrades.

As a result, there’s no ini-
tial capital investment, only 
a monthly budget friendly 
figure to rely on (subject 
to each client’s installation 
requirements).

This also means that 
Merlin works to maintain a 
constant relationship with 

its customers. The software 
costs are also much easier 
to forecast and plan, with 
the system remaining up-
to-date, and functioning at 
its highest efficiency.

History

Merlin has been provid-
ing software for over 30 
years, and its Cobalt Retail 
product has been around 
for 15 years. Its happy 
clients include the Sanders 
H Hardware in South Aus-
tralia, the famous Pedders 
Suspension Australia-wide 
Group, and TAFCO Rural 
Supplies in Victoria.

Installation

 Replacing existing and 
familiar software — even 
if it is just MYOB or other 
non-customised solutions 
— can be a difficult task. 
There is bound to be some 
business disruption, and a 
learning curve. Even when 
it is evident the long-term 
advantages make the 
short-term inconveniences 
well worth it, that initial 
few weeks spent adopting 
a new system can seem 
daunting.

Merlin has really thought 
through this process with 
its Cobalt Retail software. 
To begin with, rather than 
having retailers struggle 
installing software on 
their existing computers, 
Merlin supplies a com-
plete, high-specification, 
fully warrantied server with 
the software completely 
pre-loaded. There are 
simply no concerns at all 
about making an installa-
tion work. 

This server is simply 

plugged into the existing 
network in the retail man-
agement location. To make 
integrating the server as 
easy and cost-effective as 
possible, Merlin offers a 
range of assistance even at 
this level. The monthly fee 
for using Merlin includes 
a generous allotment of 
time for initial assistance 
with installation, including 
remote access by Merlin 
staff, who can work directly 
on the server via an inter-
net connection.

Merlin is equally happy to 
provide technical assis-
tance and information to 
third-party or in-house IT 
support teams, or directly 
to retailers themselves, if 
they prefer to look after 
their own installation 
details. Merlin leaves that 
choice entirely up to its 
Cobalt Retail clients.

Getting started

When the Cobalt Retail 
software is up and running, 

there remains (of course) 
still quite a bit of setup 
work to get done. Merlin 
has worked hard to make 
sure this process is as easy 
as possible for its clients. 
For example, in creating 
new databases for the 
client information, Merlin 
supplies its clients with 
a set of master spread-
sheets. The client fills out 
the database details in the 
spreadsheet (or exports 
the details from an exist-
ing system), then uploads 
these into Cobalt Retail, 
and the necessary data-
bases are automatically 
created.

Once again, Merlin is 
happy to provide online 
support to make this task 
easier and faster for its 
clients. The company can 
also provide on-site staff to 
work through the process.

Merlin Software
Merlin’s  is Australian retail management  

software-as-a-service tailored for hardware stores

The Merlin Software team at the Hardware & Building Traders’ 2016 
National Conference in Townsville, Queensland. From left: Michael Procyk, 
Sam Roberts and David Beard. 
Merlin Software organises user group meetings, and regularly attends 
tradeshows, making it easy for clients to interact directly with the team.

Continues  
following page

http://www.merlinsoftware.com.au/
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Inside Cobalt Retail
Cobalt Retail consists of 

five separate modules: 
Point of Sale (Pos), Ac-
counting, Payroll, Com-
mission Sales, and Ecom-
merce. 

Clients are free to select 
all or any of these modules 
to use.
PoS: Sales

Cobalt Retail’s PoS mod-
ule has been designed to 
enable the user to access 
almost all of its functions 
from a single screen. 

The Sales component 
includes cash, account 
and layby sales, as well as 
estimates and suspend-
ed sales. It also provides 
management features, 
such as creating accounts 
and products, changing 
price level, and calculat-
ing discounts to maintain 
margins. It also integrates 
with the Accounting and 
Ecommerce modules.

From a management per-
spective, the Sales compo-
nent enables a wide range 
of reporting features.

All of these functions are 
designed to scale as need-
ed. Cobalt Retail works just 
as well for a single store 
operation, on up to fran-
chises with over 100 sites.
PoS: Stock

Hardware retailers need a 
really robust stock data-
base. The Stock compo-
nent can allocate three sort 
levels of sub-categories to 
product files. Stock move-
ment is fully integrated 
with Cobalt Accounting. 
Receipting of stock into 
Cobalt Retail will automat-
ically generate a creditor 
invoice (or accrual). Suppli-
er information allows stock 
to be ordered and tracked, 
and stock-take facilities 
ensure accuracy.

Of course, the system 
scales easily. Retailers can 
maintain a product and 
pricing file for a single 

store, or a group  
network. 

Merlin has a history of 
working with large buying 
groups to create integra-
tions with their ordering 
systems and other fea-
tures. This helps to achieve 
the best result for both the 
stores and the group.
PoS: Customer

Cobalt Retail’s Custom-
er component combines 
aspects of accounting with 
functions from customer 
relationship management 
(CRM) software to help 
retailers get the most from 
their client relationships. 
The Debtors Ledger looks 
after customer accounts 
on an ongoing and histor-
ical basis, never deleting 
transactions, so that past 
accounts can be easily 
viewed.

Individual pricing con-
tracts can be recorded, 
customer accounts can be 
consolidated, customer 
details can be used for 
marketing purposes.
Accounting module

Cobalt Retail’s Account-
ing component fully 
integrates the Sales and 
Payroll modules. Adding 
supplier invoice details 
when stock is receipted, 
for example, will update 
Accounting, eliminating 
the double-handling found 
on some other systems. 
Cobalt Retail  
Payroll

Designed for small to 
medium businesses, 
and fully compliant with 
Australian Taxation Office 
requirements, Cobalt 
Retail Payroll had help 
eliminate such annoyances 
as as repetitive data entry 
into separate systems after 
a pay run. Its facilities in-
clude: Tracking employee 
information and accrued 
leave, importing or enter-
ing tax scales as released 

by the ATO, and prepara-
tion of PAYG taxation.
Cobalt Retail  
Ecommerce

The Ecommerce module 
of Cobalt Retail is de-
signed to make it as easy 
as possible for web de-
signers to access the data 
they need directly from 
Cobalt Retail. This leaves 
them free to use the latest 
web techniques to deliver 
the best possible web site. 
Cobalt Retail  
Multi-Site

Users with more than 
one retail site using Cobalt 
Retail can access the soft-
wares multi-site systems. 
Based on internet technol-
ogy, Cobalt Retail Multi-
Site combines the best of 
connected systems, with 
the addition of individ-
ual site robustness. The 

system enables “real time” 
control of sites. Should 
one site suffer an interrup-
tion to internet connectiv-
ity, it continues to function 
for normal sales functions, 
then reports back to the 
centralised system auto-
matically whenever con-
nection is restored.

Services
Merlin provides a full 

range of services to 
support its Cobalt Retail 
product. These include:
• Configuration of the 

system to suit your 
business

• Training of relevant staff 
in each modulePOS, 
computer and other IT 
hardware and software

• Hardware quotes from 
major suppliers

• Website and email host-
ing under your domain 
name (charges apply)

Contact Merlin Software:
08 8354 1600

sales@merlinsoftware.com.au
www.merlinsoftware.com.au

240-280 Morphett Road. North Plympton, SA 5037

Merlin Software’s Cobalt retail management system provides a modern, 
clean interface, that works the way today’s empolyees expect software to 
work.

Click here to visit Merlin 
Software’s YouTube chan-
nel for more information.

mailto:sales%40merlinsoftware.com.au?subject=HI%20News%20enquiry
http://merlinsoftware.com.au
http://www.merlinsoftware.com.au/
https://www.youtube.com/channel/UCUbqnOS3Mxv6Cb_THYeKxtw
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Cowdroy’s Weatherseal 
range can be integrated into 
any design, or fitted by the 
consumer to existing doors or 
windows. The range is made 
as easy as possible to install 
and come complete with fit-
ting instructions and self-adhe-
sive backing tape. They are a 
cost-effective way to seal gaps 
and cut energy bills.

The range of weatherseals 
and gap fillers can be fitted to 
jambs, faces or edges of most 
windows and doors. Choosing 
the right product depends on 
the specific needs.

CM11 Gap Filler
Gap Filler seals gaps in most 

windows and doors that are 
3mm to 4mm. It is easy to ap-
ply and saves time and money 
on expensive sealants when 
large gaps or cracks require 
filling.

It is suitable for domestic and 
commercial applications and is 
available in 6mm, 10mm and 
15mm diameters. The product 
comes in a 5m roll and is avail-
able in white.

CM14 Foam  
Windows & Door Seal

This continuous foam seal 
may be fitted to jambs, faces 
or edges of most windows and 
doors. It is suitable for most 
windows and doors and seals 
against the heat, cold, dust, 
draughts, noise and insects.

It is available in three dif-
ferent sizes. CM14 measures 
9mm x 6mm, suitable to seal 
gaps 3mm to 5mm and is 5m 
long. It is available in grey and 
white.

CM14A is 19mm x 6mm, 
suitable to seal gaps 3mm to 
5mm, is 5m long and is white.

CM14B is 12mm x 12mm, 
seals gaps 8mm to 11mm, is 
2.5m long and is white.

CM48 Rubber  
Windows & Door Seal

This continuous rubber seal 
may be fitted to jambs, fac-
es or edges of windows and 
doors. It suits most windows 
and doors and will seal against 
the rain, heat, cold, dust, 
draughts, noise, insects and 
seals against rodents. It will 
seal gaps 3mm to 5mm, is 5m 
long and comes in white or 
brown.

CM59 Rubber  
Window & Door Seal

This continuous rubber seal 
can be fitted to jambs, faces 
and edges of windows and 
doors. It suits most windows 
and doors and seals against 
the rain, heat, cold, dust, 
draughts, noise, insects and 
rodents. It seals gaps 2mm to 
3mm, is 5m long and comes in 
white and brown.

CM61 Brush  
Window & Door Seal

This continuous brush seal 
may be fitted to jambs, fac-
es or edges of windows and 
doors and seals against the 
heat, cold, dust, draughts and 
insects. It suits all windows and 
doors and seals gaps 3mm to 
5mm. It is 5m long and comes 
in grey.

 
Contact Cowdroy

Cowdroy can be contract by 
phone at:

1800COWDROY
or by email at:

sales@cowdroy.com.au
The Cowdroy website is 

located at:
www.cowdroy.com.au

Cowdroy Weatherseal range
Easy-to-install range of weather seals and gap fillers 

for windows and doors

mailto:sales@cowdroy.com.au 
http://www.cowdroy.com.au


http://hbt.net.au/

