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One of the very valid criticisms that get made about economists and other peo-
ple who think about how societies and communities could work, is that they too 
often decide that there is only one solution to a situation. And most often, as these 
people tend to be urban-dwelling, desk-working sorts of people, that single solu-
tion they choose tends to work best in urban environments, and especially when 
they are driven by people who work at desks.

This is not exactly anything new. The famous Greek philosopher Plato decided 
in his best known work, The Republic, that the world would be a lot better off if it 
were ruled by philosopher kings. And if you’ve hung around a pub for any length 
of time, you’ve probably heard all about how the world would work if it were con-
trolled by electricians, car salesmen, or teachers.

At HNN we found ourselves thinking a lot about this when we went to visit the 
lovely town of Inversell in the New England region of New South Wales, where 
the local hardware store was being re-branded as an Hardware & Building Traders 
(HBT) H Hardware store.

Part of the story of what is now the Inverell H Hardware Store is the fact that 
it came close to failing back in 2008. As you would expect from that date, it all had 
to do with a builder who owed a lot of money and managed to go bust, leaving the 
store in the lurch.

The store survived partly because its owners, Leigh and Erin Muggleton, are not 
the sort to quit on anything, but also because not one, but really several communi-
ty and business networks provided them with material help,  aid and good advice 
-- including, importantly, the local Westpac bank.

It’s a story that really gave us pause, and made us think a lot about how busi-
ness works in Australia. We are, certainly, strong advocates for many of the chang-
es that have been promoted in urban areas, the move to a more “creative” economy, 
based on information, and informal networks of people who can come together to 
rapidly set about achieving short term goals.

But what about this other kind of network? These bonds of trust that have 
been established over decades and sometimes generations of experience, friend-
ship and shared community values? How are they used?

What we came to understand was that these two types of networks work in 
quite different ways. The urban, “creative economy” network is based on finding a 
goal to achieve, then building a network that can deliver the goal.

The other kind of network, the community one, most prominently 
found in regional areas, really works the other way around. Everything 
begins with the network itself, and the question that gets asked is not 
“how do we do this?” but rather “what can our existing network success-
fully produce?”

It’s a real falsity to think that one kind of network should dominate, 
or come to replace the other. In fact, after our experience in Inverell, we 
think much of the future of business here might come down to finding 
ways in which these networks can connect to each other.

comment

Leigh Muggleton with happy customer, 
local councillor Dianna Baker
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• Jolimont site 
sold to Bunnings

• Warwick store up 
for sale

• Investor takes up 
Bendigo store

• Lockyer Valley 
store part of QLD 
expansion

• Palmerston store 
relocates

• East Albury store 
to take shape 
mid-year

• Bunnings New 
Zealand building 
a new store

• Bunnings’ posi-
tion on Tasma-
nian timber

• Bunnings con-
structing Lilydale 
store in VIC

• Dandenong 
store moving 
into ex-Masters 
location

Bunnings is building 
a $16 million store the 
outer eastern suburb 
of Lilydale (VIC), at the 
site of the old Olive 
Tree Shop-
ping Centre 
on Main 
Street. The 
store is 
expected 
to open in 
mid-May.

Yarra 
Ranges 
Mayor Noel 
Cliff said 
the opening 
of the 
retail giant 
would be 
good for the 
shopping 
precinct. He 
told Leader 
Newspa-
pers:

Lilydale 
needs to 
start filling 
that centre. 
It will hope-
fully bring 
activity into 
Lilydale and 
liven up the place.

The planning applica-
tion, lodged by the big 
box retailer in July last 
year, met with con-
troversy on Lilydale 
Leader’s Facebook 
page, with more than 
160 comments.

Local resident, James 
Head said he thought 

the local population 
was not big enough 
to support both small 
businesses and large 
chain stores. While 

Sandra Williams said 
plans could affect traf-
fic congestion near the 
train station.

But others thought 
it was a great idea. An-
drew Driscoll said: “To-
tally a great idea. Espe-
cially if it’s combined 
with Dan Murphy’s”. 
And Lauren Jarvis said 

the store was closer to 
her home and had ex-
tended opening hours 
on weekends.

Ex-Masters store 
in Dandenong

In the Melbourne 
south eastern suburb 
of Dandenong, the 
Bunnings store is relo-
cating to Dandenong 
South (VIC), formerly a 
Masters store. Bun-
nings general manager 

– property, Andrew 
Marks said the com-
pany had entered into 
an agreement with the 
landlord of a site at 

South Gipps-
land Highway 
and Princes 
Highway to 
convert it into a 
new Bunnings 
store. He told 
Dandenong 
Journal:

Following 
necessary 
conversion and 
reformatting 
works, all team 

members from 
the current 
Bunnings 
Warehouse 
Dandenong, will 
relocate to the 
new store.

Mr Marks said 
works would 
start in the 
coming months, 
with the store 
set to open in 
the middle of 
the year.

https://goo.gl/sLAqqh
https://goo.gl/uH-

46GN

Lilydale to gets its own 
Bunnings

The old Olive Tree Shopping Centre in Lilydale (VIC)

http://hnn.bz/
https://goo.gl/sLAqqh 
https://goo.gl/uH46GN 
https://goo.gl/uH46GN 
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Bunnings said it will 
not sell timber sourced 
from contentious 
Tasmanian forests that 
the State Government 
wants to re-open to 
logging earlier than 
planned.

Labor leader Rebecca 
White recently tabled a 
letter in State Parlia-
ment sent by Bunnings 
managing director 
Michael Schneider to 
Premier Will Hodgman 
and former Labor lead-
er Bryan Green.

Mr Schneider wrote 
that Bunnings had “no 
desire” to be drawn 
into the debate over 
the government’s 
forestry Bill, but that 
the company had been 
asked to confirm its 
position.

We have been consis-
tent in stating publicly 

that we welcome an 
outcome that supports 
the timber industry, 
local communities and 
the environment. Our 
Tasmanian suppliers 
have advised us that 
they will not be sourc-
ing our timber from 
outside their existing 
coupes.

Bunnings had a 
“long-standing com-
mitment to pursue sus-
tainability across our 
operations by striving 
to make them socially 
responsible and eco-
nomically viable,” Mr 
Schneider said.

The company had 
“committed a zero-tol-
erance approach to ille-
gally logged timber al-
most two decades ago...
and we can now state 
with confidence that 
more than 99% of our 

timber products are 
sourced from low-risk 
plantations or verified 
legal and sustainable 
forest operations”.

“We recognise con-
sumers are increasing-
ly aware of issues re-
lating to procurement 
and expect to know the 
source of timber they 
purchase,” Mr Schnei-
der said.

The government 
tabled legislation to 
open 356,000 hectares 
of forests that had 
been set aside under 
the former Tasmanian 
Forests Agreement, 
including forests on 
Bruny Island, Wielang-
ta, the Tarkine and the 
Blue Tier, from July 
next year. It wants to 
allow logging on this 
land otherwise protect-
ed under a moratorium 

until 2020.
Premier Will Hodg-

man told Parliament 
that he respected Bun-
nings’ right to choose 
not to use the wood, 
but said the legislation 

would help end sub-
sidies to the industry 
and support jobs and 
regional areas.

https://goo.gl/yBtNkl
https://goo.gl/o0vE1k

Bunnings takes a stance on timber

Tasmanian Premier Will Hodgman

Bunnings being built in Westgate, NZ
The fast develop-

ing regional town of 
Westgate, north-west 
of Auckland in New 
Zealand is set to get a 
Bunnings store. Plans 
for this Bunnings 
Warehouse were an-
nounced in February 
2016 with an opening 
date in the first half of 
the 2017 financial year.

Bunnings Warehouse 
in Westgate would 
be spread over a 
17,000sqm site.

But the signs on the 
proposed store’s site 
had been taken down. 
This prompted specu-
lation on social media 

that Mitre 10 Mega 
in Westgate was the 
reason the Bunnings 
Warehouse signs had 

been taken down.
Theories included 

that rival Mitre 10 
Mega had launched 
legal action to stop 

Bunnings operating in 
Westgate; an over-
spend at another store 
forced Bunnings to sell 

the land; that the com-
pany failed to obtain 
resource consent; and 
a rumour Bunnings 
had taken Auckland 

Council to court over 
proposed road chang-
es.

However, Bunnings 

Group senior public 
relations co-ordinator, 
Veronica Castro, told 
Fairfax New Zealand 
the signs and mesh 

hoarding were taken 
down because they 
were damaged in a 
storm and needed to be 
replaced.

Bunnings Group gen-
eral manager New Zea-
land, Jacqui Coombes 
said construction of 
the new store will 
begin in the coming 
months. Ms Coombes 
said the details of the 
project had not been 
finalised yet and an 
opening date would be 
announced as soon as 
possible.

https://goo.gl/BbXZa4

NorthWest Shopping Centre in Westgate, New Zealand

http://hnn.bz/
https://goo.gl/yBtNkl 
https://goo.gl/o0vE1k 
https://goo.gl/BbXZa4
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Mid-year start for East Albury store
Bunnings is looking 

at a mid-2017 building 
date start on its East 
Albury (NSW) ware-
house.

A former Kimberly 
Clark factory site is 
being cleared to make 
way for this store. 
Once complete, it will 
be one of the biggest in 
Australia and replace 
the existing store lo-
cated on Young Street 
in Albury.

Bunnings’ trade 
centre in Wodonga is 
also relocating to East 
Albury.

Demolition work 
on the factory, which 
shut nearly two years 
ago, where Bunnings 
will be built is nearing 
completion.

Ballarat-based 
construction firm, H. 
Troon, has been con-

firmed as the builder 
for the $20 million 
project. Troon has 
built Bunnings stores 
in Queensland, NSW, 
Victoria and Tasma-
nia. Bunnings general 
manager – property, 
Andrew Marks said:

The new warehouse 
is expected to create 
approximately 70 
new jobs once open, 
as well as continued 
employment for team 
members transferring 
over from the existing 
warehouse and trade 
centre.

Construction is due 
to commence in mid-
2017…The new store is 
expected to open early 
2018.

Bunnings gained 
development approval 
from Albury Council 
last year to build the 

20,000sqm warehouse 
plus 400 car parks.

A 24-hour service sta-
tion and convenience 
store is being built 
on the opposite side 
of Drome Street next 
door to the McDon-
alds restaurant. Plans 

have also been lodged 
recently with council 
for Total Tools to build 
next door to McDon-
alds.

Peards Garden 
Centre, located nearby 
received development 
consent for a reconfig-

uration of the business 
estimated to cost 
almost $1 million.

https://goo.gl/iPCh9A

Bunnings Palmerston is on the move

The big box retailer 
is planning a new de-
velopment about 4km 
from its existing site 
which is close to the 
Palmerston CBD in the 

Northern Territory.
Bunnings general 

manager – property 
Andrew Marks said 
the company was in 
the process of pre-

paring a development 
application for a new 
Bunnings Warehouse 
just off the Stuart 
Highway at Pierssene 
Road, Yarrawonga (NT). 

He said:
If approved, Bun-

nings will be investing 
approximately $58 
million in the devel-
opment. This includes 
the fitout and stock 
for the new store. [It] 
will be a bigger and 
better warehouse. It 
will replace the existing 
Palmerston Warehouse 
on the corner of Roy-
stonea and University 
Avenues.

Mr Marks said the 
new Bunnings Ware-
house Palmerston was 
expected to provide 
employment for more 
than 230 local resi-

dents, and create more 
than 250 jobs during 
construction.

Bunnings did not say 
what it would do with 
its current Palmerston 
site.

https://goo.gl/nsEdNZ

The East Albury warehouse will be located on the corner of Borella Road and Drome Street

http://hnn.bz/
https://goo.gl/iPCh9A 
https://goo.gl/nsEdNZ 
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The Bunnings store 
in Warwick (QLD) has 
been offered to the 
market via expres-
sions of interest which 
closed on April 12. Bun-
nings Group Limited 
has a five-year lease 
through to October 

2018 and are paying an 
annual net rental of 
$172,096 per annum. In 
his pitch to potential 
buyers, Markus Eames 
from commercial real 
estate brokers, Cush-
man & Wakefield said:

The property offers 

excellent frontage in an 
established commercial 
precinct with principal 
centre zoning. Posi-
tioned in Warwick’s 
CBD the property is 
in close proximity to 
other key retail and 
business premises…

Not only does this 
asset represent a great 
rental return from 
Australia’s leading 
hardware retailer, 
there is also fantastic 
future upside with a 
prime land component 
of 6916sqm over 10 

lots combined with a 
2075sqm of building 
which will provide a 
number of future alter-
natives for redevelop-
ment.

https://goo.gl/vC5Vt0

Bunnings buys Jolimont site

Bunnings Warwick property for sale

Bunnings has bought 
a 9984sqm landmark 
development site on 
Hay Street, Jolimont 
(WA). Bunnings general 
manager – proper-
ty Andrew Marks 
confirmed to Western 
Suburbs Weekly it had 
purchased the site. He 
said:

Plans for the devel-
opment of a new store 
are in the early stages, 

and will be subject to 
development approv-
al. If approved, it is 
expected that the new 
site would replace the 
current Homebase Sub-
iaco store…

The City of Sub-
iaco-owned land 
attracted multiple 
bidders at the on-
site auction held by 
Colliers International. 
Agent Tory Packer said 

the site between Tighe 
and Bishop Streets had 
more of a commercial 
target market. She 
said:

There were a few 
commercial players in-
volved in the enquiring 
and bidding. And there 
was quite a crowd; 
maybe 30 to 35 people.

https://goo.gl/xNEh2s

http://hnn.bz/
https://goo.gl/vC5Vt0 
https://goo.gl/xNEh2s
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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Planning for a 
new Bunnings store 
in Gatton (QLD) is 
going ahead following 
approval from the 
Lockyer Valley Region-
al Council. A council 
spokesperson told The 
Chronicle planning 
approval was given to 

Bunnings in December 
2015 for 289 Eastern 
Drive, Gatton.

The Bunnings loca-
tion sits just outside of 
the town, a few min-
utes from the CBD. The 
spokesperson said:

The property is 7.84ha 
in size, with Bunnings 

to occupy 2.14ha of the 
total area.

However, since the 
project was approved, 
no work has started at 
the site which would 
be the town’s only 
hardware store after 
the closure of Mitre 10 
in early 2016.

The Lockyer Valley 
has one other major 
hardware store, Plain-
land’s Hardware and 
Rural Centre at Plain-
land about 10 minutes 
from Gatton. The 
spokesperson added:

A start date for con-
struction is not known 
as there is no require-
ment for a developer to 
provide this informa-
tion to council.

The spokesper-
son said the big box 
retailer had four years 
to commence con-
struction, which could 
push the start date to 
December 2019 at the 
latest.

Bunnings proper-
ty general manager 
Andrew Marks could 
not confirm a start 

date, but did confirm 
the approval for the 
new Bunnings store. 
He said:

The timing and de-
tails of the project have 
not been finalised at 
this stage.

The Bunnings Gatton 
store comes after the 
current construction 
of a second warehouse 
for Toowoomba and 
one for Dalby, which 
has yet to begin con-
struction, but is set to 
be finished by the end 
of the year.  

The Gatton location 
is part of Bunnings’ ex-
pansion in Queensland 
announced in 2014.

https://goo.gl/k5Edk0

Bunnings Bendigo sold for $14.46m
The sale of a Bun-

nings warehouse 
located in Kangaroo 
Flat, Bendigo (VIC) for 
$14.46 million was a 
highlight for real estate 
agents Burgess Rawson 
recently – and not just 
because it achieved the 
top result of the day.

The 8600sqm on the 
Calder Freeway looked 
set to be surprisingly 
passed in on a vendor 
bid of $14.4 million 
before the owner, 
72-year-old Guiseppe 
Scaturchio, stood up 
and demanded that 
auctioneer David 
Scholes, who had been 
growing increasingly 
impatient, give him 
more time. Fairfax 

Media reports that Mr 
Scaturchio said:

You spent 30 minutes 
selling a service sta-
tion, this is a Bunnings.

He then resumed 
whispered discussions 
with his selling agent 
Raoul Holderhead, who 
had been dashing back 
and forwards across 
the auction room at 
Crown casino between 
his vendor and the 
highest bidder, a local 
investor.

In the end, the 
Bunnings sold on a 
relatively high yield of 
6% for the Wesfarm-
ers-leased property.

A factor in the 
lacklustre bidding 
was the relative short 

length of the Bunnings 
lease of just five years 
(with renewal options) 
meaning an investor 
might be left with an 
empty warehouse in a 
few years.

A Bunnings in 

Bathurst in regional 
NSW underpinned by 
a 12-year Wesfarmers 
lease sold for $25.5 mil-
lion last December on 
a yield of 5.35% while 
Bunnings warehouses 
in Osborne Park in WA 

and Swan Hill in Victo-
ria transacted on yields 
recently of 4.65% and 
5.09% respectively.

https://goo.gl/SZk6Xb

Another Bunnings for Lockyer Valley

http://hnn.bz/
https://goo.gl/k5Edk0 
https://goo.gl/SZk6Xb 


http://otter.com.au/


14

hnn.bz

in this  
update:

start text

indie updateindie update

in this  
update:

start text

in this  
update:

• More changes at 
K&D including 
loss of CEO

Tasmanian-based 
Kemp & Denning 
Limited (K&D) has lost 
its CEO as it undergoes 
a series of property 
sales and a restructure 
of its business mod-
el. According to The 
Mercury, chief exec-
utive Nick Fazzolari 
is understood to have 
returned to Melbourne 
and a replacement is 
yet to be appointed.

In recent months, 
K&D announced it is 
selling its Glenorchy 
site to developer Errol 
Stewart for $6 million 
and the closure of its 
warehouse store in 
Devonport.

https://goo.gl/sqQ46n
Chairman Greg Good-

man said it was busi-
ness as usual at the 
Hobart, Cambridge and 
Kingston sites, adding 
the Melville Street 
store was not for sale. 
The moves come amid 
a tough operating 
environment for the 
115-year-old company, 
which recorded an “ex-
tremely disappointing” 
result last year.

K&D’s most recent 
annual report revealed 
an after-tax loss of 
$558,846, compared 
with a $242,738 loss the 
year before.

The company expe-
rienced a 10% fall in 

revenue from $90.08 
million to $81.93 mil-
lion, according to the 
report lodged with the 
Australian Securities 
and Investments Com-
mission.

Former chairman 
Ray Brown’s director’s 
report said competi-
tors had opened a 90% 
increase in retail trade 
space. The report said:

Directors have con-
stantly focused on deal-
ing with the changes, 
the sheer weight of 
the increased compe-
tition has rendered 
our current business 
model unsustainable. 
The board has decid-
ed to transform our 
business model so that 
it is predominantly 
trade focused. During 
the transformation to 
trade any assets that 
are not delivering a 
satisfactory return will 

be realised and excess 
capital returned to 
shareholders.

Mr Fazzolari’s report 
at the time said:

Our business will con-
tinue to focus on core 
segments and activities 
we can defend and 
grow while we manage 
in an orderly manner 
the existing of non-per-
forming segments.

The poor results and 
outlook have had a 
negative effect on the 
company’s value. K&D 
is a public unlisted 
company with 2,683,635 
issued shares over-
whelmingly held by 
the Kemp family.

In 2014, trading in the 
shares was between 
$13 and $13.50 indicat-
ing a company value of 
$36 million. The most 
recent trade of 3600 
shares at $3.26 on Feb-
ruary 16, 2017 indicated 

a value of $8.7 million.
As at May 31, the com-

pany owned freehold 
land worth $15.7 mil-
lion, buildings worth 
$10.7 million and net 
assets of $35 million.

In 2012,  Wool-
worths-owned subsid-
iary John Danks and 
Son made a non-bind-
ing indicative offer of 
$68 million for K&D 
but was rebuffed. Two 
years later, the compa-
ny called for expres-
sions of interest but 
did not accept any of 
the three approaches.

https://goo.gl/oAP-
JHN

https://goo.gl/6xfC6X

K&D loses CEO amid 
ongoing changes

http://hnn.bz/
https://goo.gl/sqQ46n 
https://goo.gl/oAPJHN 
https://goo.gl/oAPJHN 
https://goo.gl/6xfC6X
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• Exclusive 
distribution of 
Billy Goat range 
through Briggs & 
Stratton

• Epicor software 
used by LSC

• AkzoNobel aims 
for carbon neu-
tral status

• Newell’s sell off 
of tools unit is 
part of growth 
plan

• A different ap-
proach to power 
tool advertising 
from Echo

supplier update
Echo Power Tools 
power ad campaign

A new campaign 
from Cramer-Krasselt 
(C-K) pits the perfor-
mance of Echo’s range 
of power tools against 
forces in nature and 
machine, including 
hurricanes, muscle cars 
and combat choppers, 
instead of the typical 
comparisons to com-
petitive brands. C-K 
creative director Nick 
Marrazza, explains:

Echo is all about pow-
er, always has been. 
But now they wanted 
to own the ‘power’ in 
outdoor power equip-
ment. So, we needed 
to demonstrate the 
power of the tools, 
but we didn’t want to 
get into a comparison 
war with other tool 
brands. Because that’s 
just boring. Instead, 
we showed how Echo 

tools out-power some 
of the most powerful 
elements on earth.

Three TV spots for 
the North American 
market drive home the 
power. In one, an Echo 
backpack blower is 
shown as more power-
ful than the winds of 
a category five hurri-
cane.

In a spot for the Echo 
chainsaw, it is com-
pared to a muscle car. 
“A super-charged mus-
cle car goes from zero 
to 60 in 3.1 seconds. 
The chain of an Echo 
chainsaw: zero to 60 in 
just 1.2 seconds.”

Finally, an Echo trim-
mer is compared to the 
power of a helicopter. 
“The blades of a com-
bat chopper spin at the 
rate of 380 RPM. Not 
even close to an Echo 

trimmer.”
While the brand 

previously targeted 
the weekend warrior, 
Echo is now looking 
to improve its market 
share among profes-
sional landscapers, 
said Wayne Thomsen, 
vice-president – mar-
keting at Echo.

While cordless bat-
tery powered equip-
ment is growing, the 
professional landscap-
er still heavily relies on 
gas-powered equip-
ment for its power and 
durability. Echo only 
makes gas-powered 
equipment. Mr Thom-
sen told Marketing 
Daily:

We want this audi-
ence to take us seri-
ously. So, we made a 
departure from airport 
TSA and trolls to 

change how the brand 
is viewed in the catego-
ry. Previous campaigns 
targeted that weekend 
warrior landscape, 
fixing up their back-
yards. We still want to 
target homeowners but 
we want to elevate the 
brand for professionals 
to take notice.

Echo will also pro-
mote this campaign 
through Facebook, Ins-
tagram and YouTube.

You can see the video 
here:

https://goo.gl/Vg2EeA
https://goo.gl/mEf-

GxV

http://hnn.bz/
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AkzoNobel commits to carbon neutrality

Tool sell off part of growth plan
Newell Brands’ recent 

sale of its tools opera-
tions to Stanley Black 
& Decker realised near-
ly USDF1.95 billion for 
the company, includ-
ing the retention of 
accounts receivable.

As part of the deal – 
first announced in Oct 
2016 – Newell sold the 
Irwin, Lenox and Hilm-
or brands of its tools 
business. However, the 
company decided to 
keep its Dymo Indus-
trial labelling business.

The proceeds from 
this transaction will 
mainly be utilised in 
reducing the com-
pany’s debt. This, in 
turn, will take Newell 
closer to its leverage 
ratio target of 3 to 3.5 
times EBITDA (earn-
ings before interest, 
tax, depreciation and 
amortisation) in two to 

three years from the 
merger with Jarden 
Corp. which concluded 
in April 2016.  

The divestiture 
forms part of Newell’s 
“Growth Game Plan” 
of transforming into 
an operating company 
from a holding com-
pany, along with fresh 
investment plans and 
ideas for its combined 
portfolio with Jarden. 
Accordingly, Newell an-
nounced plans to make 
its operating structure 
simpler, by reducing 
its 32 business units to 
16 operating divisions. 
Additionally, this will 
include the establish-
ment of an all-new 
e-commerce unit that 
operates internation-
ally.

Newell has also 
unveiled plans to sell 
off its winter sports 

businesses; the heaters, 
humidifiers, and fans 
operations within the 
consumer solutions 
segment and the home 
solutions unit’s con-
sumer storage contain-
er business.

The company 
recently agreed to 
sell the Rubbermaid 
consumer storage totes 
business and also put 
up the Pine Mountain 

and part of Diamond 
brands, for sale. Nota-
bly, the company is on 
track with its plan of 
exiting product lines 
with annual sales in 
the range of USD200-
300 million across its 
combined business 
with Jarden, over 
the next two to three 
years.

These changes reflect 
the company’s focus on 

simplifying its oper-
ating structure, and 
highlights its commit-
ment toward making 
prudent investments 
in areas with higher 
growth potential.

https://goo.gl/I8x5W0
https://goo.gl/O7lYCz

Irwin Tools was sold off as part of Newell Brands’ divestment

AkzoNobel said it has 
become the first paint 
and coatings manu-
facturer to pledge to 
become carbon neutral 
and use 100% renew-

able energy by 2050.
The company aims 

to build on a sustain-
ability agenda which 
has seen its share of 
renewable energy rise 

to 40%, with almost 
half of the firm’s global 
sites having improved 
their energy footprint 
last year. Chief execu-
tive Ton Buchner said:

We continue 
to identify ar-
eas of oppor-
tunity which 
will drive us 
forward and 
help reduce 
our industry’s 
dependence 
on fossil fu-
els. This new 
vision for 
2050 will pro-
pel us further 

along that path, while 
enabling us to make 
a measurable contri-
bution to the United 
Nations Sustainable 
Development Goals.

The commitment will 
be applied throughout 
the Netherlands-based 
firm’s entire supply 
chain, helping AkzoNo-
bel to continue to re-
duce its overall carbon 
emissions, which fell 
from 27 million tonnes 
in 2013 to 24 million 
tonnes in 2016.

In addition to its car-
bon reduction commit-
ment, Akzonobel also 

pledges to sit at the 
forefront of the paint 
industry’s transition 
to a circular economy. 
Late last year, the firm 
unveiled a not-for-prof-
it paint remanufactur-
ing facility in North 
West England, as part 
of a plan to produce 
100,000 litres of reman-
ufactured paint by the 
end of 2017.

https://goo.gl/G4K4Ut

http://hnn.bz/
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LSC chooses Epicor for ERP

Locksmiths’ Supply 
Company (LSC) is 
using Epicor Soft-
ware’s cloud resource 
planning solution to 
manage all supply 
chain and distribution 
tasks.

LSC selected Epicor 
ERP as part of its 
strategy to keep pace 
with the locksmithing 
industry as it moves 
from a mechanical 
environment to a 
digital one, with the 

company distributing 
over 30,000 hardware, 
software and service 
products. Paul Newton, 
LSC’s project team 
leader, said:

Security is a growth 
industry and techno-
logical advancements 
are being made all 
the time. Our staff are 
used to seeing smart 
technology built into 
the products we sell, 
from the humble car 
key right up to home 

automation, commer-
cial and automotive 
security.

In order to remain 
competitive and retain 
staff, the onus was 
on us as managers 
to provide modern 
software which is 
flexible, intuitive and 
instinctive rather than 
proprietary, complex 
and unwieldy.

Mr Newton said 
LSC wanted an ERP 
(enterprise resource 

planning) solution 
that would also reduce 
the manual sharing of 
information between 
staff, and could cen-
tralise access to this 
information for greater 
transparency. He said:

We knew we needed 
streamlined processes 
in terms of supply and 
distribution in order 
to continue to grow…
We churn out huge 
volumes of orders and 
have to make sure we 
supply customers as 
efficiently as possible 
without introducing 
time delays into the 
supply chain. With 
Epicor ERP, staff will be 
able to complete more 
sophisticated demand 
forecasting, and also 
maintain the integ-
rity of our stock and 
manage our national 

supply chain even more 
effectively.

Vince Randall, 
vice-president for 
Australia and New 
Zealand, Epicor, said:

The implementation 
of Epicor ERP will 
streamline functions 
such as sales and order 
management, ware-
house management, 
inventory optimisation 
and forecasting. This 
will permit them to 
focus on bringing new 
technologies to market 
and training and ser-
vicing their customer 
base, growing even 
further.

https://goo.gl/kaTS4r

Billy Goat distribution in Australia
Briggs & Stratton 

Corporation has begun 
its exclusive Austra-
lian distributorship 
of products from Billy 
Goat Industries.

Billy Goat is a man-
ufacturer of specialty 
turf equipment, used 
mainly by profession-
al landscapers and 
gardeners. The range 
includes aerators, turf 
cutters, overseeders, 
power rakes, brush 
cutters, walk behind 
blowers, lawn vacuums 
and debris loaders.

The Billy Goat brand 
will now benefit from 
the support that Briggs 

& Stratton provides 
its dealer network and 
consumers, as well as 
the hire and rental 
industry. Dean Harri-
ott, managing director 
– Australasia, said:

We are delighted to 
be taking on Billy Goat 
and the opportunity to 
accelerate the growth 
of the brand in Austra-
lia with the backing 
of Briggs & Stratton’s 
resources, innovations 
in engines and exten-
sive network.

Will Coates, president 
and CEO of Billy Goat 
Industries, adds:

It was clear to me and 

my brother, Drew, that 
partnering with Briggs 
& Stratton will give us 
the best opportunity to 
continue with the Billy 
Goat brand.

The Australian Hire 
and Rental Indus-
try Association 
values the hire 
and rental market 
in Australia at $6 
billion annually, 
with the equip-
ment hire and 
rental market 
worth two thirds 
of that market. 
It is expected to 
enjoy annualised 
growth of 2.7% 

over the next five 
years, according to 
IBISWorld.

The gardening 
services industry in 
Australia is worth in 
excess of $3 billion 

annually and expected 
to experience growth 
of 2.2% over the next 
five years.

supplier 
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• A DIY kitechen 
offering from 
Freedom

• Cutting out the 
costs wwhen 
selling paint

Adelaide-based Axis 
Group has launched a 
new online business, 
Monsta, that provides 
shoppers with prod-
ucts direct from the 
manufacturer and 
home delivery. The 
business is currently 
selling paint products, 
which are low odour 
and low in volatile 
organic compounds.

Founder Phil Scar-
digno said working in 
the DIY and hardware 
market for more than 
20 years led him to 
create Monsta. He told 
Adelaide Now:

In Australia, DIYers 
pay high prices...be-
cause the big compa-
nies add layer of costs 
to their way of doing 

business that ends up 
with the average punt-
er paying more than 

they should in retail 
stores…What we have 
done with our range is 
we offer the premium 
product at the base 
rate.

This means Mons-

ta paints come with 
mould inhibitor, anti-
bacterial properties, 

easy cleaning and high 
durability.

Looking ahead, Mr 
Scardigno plans to add 
new items to the Mons-
ta range, including roof 
products and different 

surface coatings and 
adhesives. He said:

We are a growing 
South Australian 
business and we are 
pretty excited about 
the future. We won’t be 
moving jobs interstate, 
so if people want to 
work for us they can 
come to Adelaide.

Axis Group currently 
employs 26 staff and 
Mr Scardigno antic-
ipates hiring many 
more.

https://goo.gl/dJkAW8

Selling paint direct to 
consumers

retail update

The team from Monsta

Freedom Kitchens offers DIY product
Freedom Kitch-

ens has launched 
ready-to-assemble 
kitchens, as it enters 
the DIY market.

The new range will be 
distributed throughout 
kitchen showrooms 
within Freedom Fur-
niture stores. It was 
developed in response 
to feedback about the 
lack of high quality 
options on the mar-
ket, according to the 
company. Director of 
marketing and retail, 
Tracy Smedley said:

The essential kitch-
en range is a real 
game-changer because 
it’s filling a gap in 
the DIY market for a 
product that’s been ex-
pertly designed, using 
high quality materi-
als. They’re still cost 
effective, but without 
compromising material 
quality. Because we 
deliver the cabinetry 
ready to assemble 
rather than factory as-
sembled, we’re able to 
offer the DIY customer 
outstanding value.

Freedom also said 
customers will get a 
designer service in-
cluded, with a designer 
visiting their home 

for a consult and site 
check.

https://goo.gl/C9j6OS

http://hnn.bz/
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Australian “find-a-
tradie” web service, 
ServiceSeeking.com.
au, has released some 
data which reveals 
which areas of Aus-
tralia are under-ser-
viced by tradies, and 
consequently have 
higher prices. They 
derived this data by 
analysing a sample of 

52,000 quotes submit-
ted during the FY17 Q2. 
HNN has worked this 
data up into a table 
(see following page) 
where the trades are 
listed by profession, 
and then in order of 
the most lucrative 
areas to work in. 

Below is a table that 
summaries the top 

eight tradie locations 
to work around Austra-
lia, for all trades.

For plasterers, the 
best bet would be 
either the mid north 
coast of NSW, or the 
Grampians region in 
Victoria. 

Electricians look like 
they could make out 
along the Great Ocean 

Road area of Victoria, 
which has 70% fewer 
of that trade than the 
national average. 

Finally, for carpen-
ters, the two best 
places would be the 
Macedon Ranges in 
northern Victoria, or 
the Blue Mountains 
outside Sydney, NSW.

a few  
quick stats:

• HIA renovation 
stats for Australia 
overall predict 
that spending 
will grow by 
1.6% in 2016/17, 
and by 2.0% in 
2017/18.

• NSW: 10.1% & 
-2.9%

• VIC: 4.7% & 0.1%
• QLD: -4.8% & 

10.5%
• SA: -0.1% & 

-2.6%
• WA: -10.6% & 

5.7%
• TAS: 3.5% & 4.4%
• NT: 14.5% & 

-11.4%
• ACT: -4.9% & 

8.6%

statistics
Sponsored by

Where will tradies get 
paid the most?

Industry Area Region % comparison  
to national 

average
Painter North Eastern Northern VIC -87%

Painter Bunbury & surrounds Southern WA -84%

Plumber Busselton-Dunsborough & 
Surrounds

Southern WA -83%

Tiler Busselton-Dunsborough & 
Surrounds

Southern WA -81%

Builder Geelong & District Melbourne -75%

Painter Cairns & District Coastal QLD -75%

Painter Ballarat & Western District South West VIC -75%

Builder Mandurah & surrounds Southern WA -74%

http://hnn.bz/
http://abscosheds.com.au/
http://abscosheds.com.au/
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stats

Industry Area Region State % comparison  
to national avg

Builder Geelong & District Melbourne VIC -75%

Builder Mandurah & surrounds Southern WA WA -74%

Builder Dubbo & Orana Regional NSW NSW -69%

Builder Shoalhaven South Coast NSW NSW -66%

Builder Ipswich & West Moreton South East QLD QLD -57%

Builder North East Melbourne VIC -47%

Builder Redlands City Brisbane QLD -43%

Carpenter Macedon Ranges Northern VIC VIC -70%

Carpenter Blue Mountains & Surrounds Sydney NSW -68%

Carpenter Cairns & District Coastal QLD QLD -57%

Carpenter Central West Regional NSW NSW -52%

Carpenter Grampians South West VIC VIC -48%

Carpenter Gold Coast South East QLD QLD -36%

Carpenter Hunter Valley – Lower Hunter, Central & Northern NSW NSW -28%

Carpenter Eastern Suburbs Perth WA -24%

Electrician Great Ocean Rd / Otway Ranges South West VIC VIC -70%

Electrician Townsville & District Coastal QLD QLD -57%

Electrician Port Stephens Hunter, Central & Northern NSW NSW -55%

Electrician Toowoomba & District South East QLD QLD -51%

Electrician Grampians South West VIC VIC -47%

Electrician Lake Macquarie East Hunter, Central & Northern NSW NSW -42%

Painter North Eastern Northern VIC VIC -87%

Painter Bunbury & surrounds Southern WA WA -84%

Painter Cairns & District Coastal QLD QLD -75%

Painter Ballarat & Western District South West VIC VIC -75%

Painter Sunshine Coast South East QLD QLD -59%

Painter Newcastle Hunter, Central & Northern NSW NSW -49%

Plasterer Mid North Coast Regional NSW NSW -57%

Plasterer Grampians South West VIC VIC -57%

Plasterer Gold Coast South East QLD QLD -40%

Plasterer North West Melbourne VIC -29%

Plasterer City & North Brisbane QLD -24%

Plasterer Murray Region South Coast NSW NSW -17%

Plumber Busselton-Dunsborough
& Surrounds

Southern WA WA -83%

Plumber Far South Coast Sydney NSW -69%

Plumber Central Central & West QLD QLD -66%

Plumber Macedon Ranges Northern VIC VIC -56%

Plumber Perth Hills Perth WA -43%

Plumber North West Melbourne VIC -25%

Plumber City & North Brisbane QLD -16%

Tiler Busselton-Dunsborough & Sur-
rounds

Southern WA WA -81%

Tiler Hawkesbury South Coast NSW NSW -64%

Statistics supplied by ServiceSeeking.com.au, a site that matches homeowners with tradies

http://hnn.bz/
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• Kingfisher is 
reporting at the 
end of its first 
year into a five-
year transforma-
tion plan

• So far, the 
available metrics 
indicate the 
transformation is 
proceeding with 
few hitches

• Performance 
for the UK and 
Ireland was 
relatively OK

• Screwfix once 
again delivered 
high growth

• Performance 
for France was 
sub-par, with 
the suggestion 
that pending 
elections are 
distorting the DIY 
market

• Poland was also a 
good performer, 
with the market 
buoyed by gov-
ernment grants 
to families.

European, UK-based big-box home improve-
ment retailer Kingfisher has released its results 
for FY2016/17. While its situation remains 
complex, as the company continues its ambi-
tious five-year plan to reset its approach to 
home improvement retail, the indications at the 
conclusion of the first year of the plan are good, 
shown by positive like-for-like sales, and the 
achievement of goals laid out more than a year 
ago.

HNN sees these developments by Kingfisher 
to be very significant. As a consequence, we will 
be reporting on them over 
the course of two articles, 
with the concluding article 
appearing in the next 
edition of HI News. In this 
article, we will be covering 
mainly the financial data. In 
the next article we will look 
more closely at the trans-
formation that Kingfisher 
in bringing to the European 
home improvement retail 
market.

Results

Kingfisher managed to 
return an overall positive 
result. Total sales revenue 
was GBP11,225 million, up 
by 7.51% on the previous 
corresponding period (pcp), 
which was 2015/16. Like-
for-like revenue growth 
was 2.3% over the pcp, an 
increase of 1.5% on the pcp 
figure of 0.8%.

In constant currency 
terms, total adjusted sales 
were up by 1.7% across all 
regions. The UK and Ireland 
lifted by 2.4%, and France 
declined by 1.4% over the 
pcp, below national trends. 

Other international sales increased by a total of 
7% on the pcp. 

Due to its ongoing transformation activities, 
the profit picture for Kingfisher remains some-
what “multiple”. Pure bottom-line profit, taking 
into account all exceptional items, results in a 
profit for this financial year of GBP610 million, 
as compared to a pcp profit of just GBP412 
million, representing a 48% increase. Taking 
out exceptional items, profit for FY 2016/17 was 
GBP599 million, and for the pcp it was GBP511 
million, representing an increase of 17.2%.

Kingfisher 
Results FY2016/17

Results for 2016/17

Category 2016/17 2015/16 Change

Sales 
Revenue 
(overall)

11,225.0 10,441.0 7.51%

Like-for-
like revenue 
growth 
(constant 
currency)

2.3% 0.8% 1.50%

Gross profit 4,175.0 3,896.0 7.16%
Net profit 

(before 
exceptional 
items)

599.0 511.0 17.22%

Earnings per 
share (diluted)

£0.27 £0.18 9.20%

GBP millions

Kingfisher 

http://hnn.bz/
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 Kingfisher’s chief financial officer, Karen 
Witts, stated in remarks to analysts at the 
results presentation that key business metrics 
were performing well. She pointed in particular 
to the company’s main tool for judging return, 
return on capital employed (ROCE):

Our key returns metric, lease-adjusted ROCE, 
grew by 20 basis points, from 12.3% to 12.5% this 
year, reflecting our underlying profit perfor-
mance and favourable foreign exchange move-
ments, offset by transformation costs.

Regional performance

In the UK results overall for the company’s 
main B&Q chain continued to fall, down by 3.3% 
in constant currency terms on the pcp. How-
ever, B&Q’s like-for-like sales increased by 3.5% 
in constant currency on the pcp. The company 
stated that retail profit for its UK operations 
was up by nearly 10%.

The star performer across the group remains 
its Screwfix operations in the UK and Ireland. 
These returned growth of 13.9%, like-for-like in 
constant currency. Total increase in constant 
currency terms was 23.2%. However, overall 
sales from Screwfix UK accounted for 11.6% of 
total group sales, which means the total con-
tribution of Screwfix in group terms was 2.7%. 
Screwfix has now opened its 500th store. In 
remarks to analysts, Ms Witts said its perfor-
mance was down to:

Further strong performance from the special-
ist trade desks, strong digital growth, and new 
and extended ranges.

While France record-
ed weakness in sales 
growth, the company 
said the profit picture 
was better. Ms Witts 
commented that, for 
France:

...despite weaker sales, 
retail profit held broadly 
flat, reflecting higher 
gross margins, which 
benefited from less 
promotional activity, 
coupled with good cost 
control.

Kingfisher’s CEO, Vero-
nique Laury, also pointed 
out that whatever the 
current market weak-
ness may be, the compa-

ny does occupy a good position in France:
But where are we right now? I think, first, we 

should remind that we have a strong position 
in France. As an example, in the top 20 cities, 
in half of them we are leading. We have main-
tained profitability, even despite such challeng-
es. We have a good return, very good return, on 
capital employed. We are at 15%, so it’s good.

Ms Laury also commented that while ecom-
merce in France is at a level that is below that 
of ecommerce in other markets such as the UK, 
it is a market that is growing strongly, and that 
she believes Kingfisher has been something of a 
late entrant to that market. 

Poland also performed well, delivering a total 
increase of 10.1% in constant currency terms 
over the pcp, and a lift of 7.5% for like-for-like in 
constant currency. Ms Witts said:

Poland had a strong year with like-for-like 
sales up 7.5%, benefiting from new ranges and a 
supportive market, including the impact of new 
family benefits for all families with two children 
or more.

Ongoing transitions

HNN will delve deeper into the Kingfisher 
results in our next issue. The highlights are that 
Kingfisher is meeting most of the goals it had 
set itself for the first year of its five-year plan. 
Rolling out an integrated IT system may be 
lagging slightly, but transformations to gener-
al merchandising operations appear to be on 
track, and in some cases slightly below expected 
costs. 

http://hnn.bz/
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Online commerce in particular seems to be 
doing a little better than expected. Ms Laury, 
commented:

We’ve seen a big growth on online sales in the 
UK this year, because of more digital marketing. 
And we have now analytics to understand it, 
and we will be able to apply it in the other coun-
tries. This is one thing. We are focusing on three 
major capabilities right now: search, new mobile 
platform, and one-page checkout. And that will 
bring us in really to the top of the competition in 
terms of digital capabilities.

We are implementing those functionalities in 
Screwfix. They are -- or we are implementing 
them in Screwfix. We are now doing it in B&Q. 
And in France, we are going to implement those 
before the end of the year, on the back of this 
year. 

One of the most important statements Ms 
Laury made, and one that was repeated by 
others was this:

I think the other thing I want to say, in addi-
tion of the delivery of the milestone, this year 
has been, for us, a year of learning; a year of 
mistakes, a year of learning. And we will see 
later on, with Steve, what we are doing with it; 
how we are taking into account those learnings 
in order to prepare ourselves for this year, and 
the years beyond, that are going to be massive in 
terms of transformation.

But the overall organization has learnt a lot, 
and I think that was really necessary as a first 
year of the plan.

Ms Laury offered some comments on what 
was involved in that learning. She admitted that 
the company had made some mistakes, and that 
some transitional moves had not turned out as 
well as expected. However, she also said that 
overall the transition was moving better than 
she expected, as her 10 years with the company 
prior to being made CEO had prepared her for 
more resistance to change.

Ms Laury also provided some small peeks 
into exactly how comprehensive the company’s 
research into its customer base has been:

We visited 1,000 bathrooms across Europe, and 
we visited 200 gardens across Europe. We built 
that knowledge. As an example, in bathroom, 
I won’t say too much, we know exactly what 
people are storing in their bathrooms: 12 towels, 
15 varnish bottle, 10 shampoo, 13 shower, so we 
know all of that. We’ve really built a strong un-
derstanding about how people are living.

One of the products Ms Laury mentioned 
was a system of modular fencing for homes. 

She said that not only was this fencing easy to 
assemble, but it took care of what turned out to 
be a very important obstacle for many house-
holders: access to their rear garden. She said a 
majority of customers co!uld only access the 
garden through their houses. This made getting 
materials to the back garden very difficult. Thus 
the modular fencing was also designed to make 
it easy to carry down narrow hallways and 
through awkward doors.

Bunnings

In response to a question by an analyst, Ms 
Laury commented on the new Bunnings UK 
store that had recently opened. The analyst 
asked if seeing the new Bunnings operation had 
made her change her approach to B&Q in any 
way.

I’ve been to the Bunnings store 10 days ago, 
or two weeks ago. I’m not going to comment 
on that store, but I’m spending more than two 
hours in it so I think I quite can tell you where 
each category is. Surprisingly, I haven’t been 
asked by anyone what I wanted, which I thought 
was a little bit odd. 

But, anyway, no, we are not changing our plan, 
definitely. We are not. And I think it’s the same 
thing that with France. We are not acting to 
compete with Leroy Merlin. We are not going 
to actively change our plan to compete against 
Bunnings. I think our plan is going completely 
to address the customer needs in the UK, and I 
don’t think we need to change it because Bun-
nings is there. 

I think Bunnings is a good competition, a 
good competitor. I’ve always said that it’s most 
stimulating to have good competition than not 
good competition. And I think their proposition 
is very different from what we are building right 
now as -- in our ONE Kingfisher plan. And I 
think this is right. This is what we want. 

Analysis

Looking at the numbers, and the feedback 
from Kingfisher executives, it would appear 
that the company has made a good start down 
the pathway to building a new Kingfisher. That 
said, it is likely that the next two years will be 
crucial to the success of the enterprise. 

Its overall approach, a strong reliance on own-
brands that have been tailored to match the 
actual needs of customers, presented in a way 
that “makes sense” to customers, and reduces 

http://hnn.bz/
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the friction of performing renovations, remains 
risky and difficult to execute.

That said, if Kingfisher could bring this off, the re-
sult will be a means of selling home improvement 
that is uniquely tailored to the actual customers 
the company serves, rather than the “assumed” 
and outdated customer profile that has dominated 
home improvement retail in Europe over the past 
decade (at least). 

In our next issue HNN will be looking a little 
more closely at how Kingfisher is implementing 
what it has learned, and what the consequences 
may be for its competitors, including the new Bun-
nings UK and Ireland stores.

http://hnn.bz/
http://hbt.net.au/
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• The Home Depot 
reported yet 
another year of 
record-break-
ing results, at 
USD95.6 billion 
in sales

• The Pro category 
has been ouper-
forming DIY

• Fencing and 
pressure-treated 
decking were 
popular with Pro 
customers

• Carpet, out-
door power 
equipment and 
laminate flooring 
were popular 
with DIY custom-
ers

US-based big box retailer The Home Depot 
(HD) has released its results for its FY2016/17. 
Sales revenue was USD94,595 million, up by 
6.86% on the previous corresponding period 
(pcp), which was FY2015/16. Earnings before 
interest and taxation (EBIT) were USD13,427 
million, up by 14.04% on the pcp. Net earnings 
were USD7957 million, up by 13.53% on the pcp. 
Overall like-for-like (comp) 
sales were 5.6%, while comp 
sales for US stores only were 
6.2%.

In his remarks to invest-
ment analysts on the release 
of the results, the company’s 
CEO, Craig Menear, com-
mented that he was particu-
larly pleased with the com-
pany’s ongoing development 
of its online sales. He said:

Our interconnected busi-
ness made great strides in 
2016. The team substantially 
completed the HD.com rede-
sign with enhanced features 
for better search and faster 
checkout, upgraded the 
mobile app and introduced 
a dynamic estimated time 
of arrival feature to provide 
customers a faster and more 
accurate delivery date based 
on location. We measure the 
success of these changes by 
the increased traffic and con-
version rates that we have 
seen across our intercon-
nected platforms as well as 
improved customer service 
scores.

Mr Menear went on to 
state that online sales grew 
by 19% over the pcp, and was 
now responsible for 5.9% of 
the company’s overall sales. 
He also said that some 45% 

of online orders were still picked up by custom-
ers directly from a Home Depot store.

The company’s executive vice president for 
merchandising, Ted Decker, commented that 
“pro” (tradie) sales grew more strongly than DIY 
sales.

Once again pro sales grew faster than the com-
pany comp. We saw strong comps in pro heavy 

Home Depot results  
FY2016/17 full year

Results for FY 2016

Category 2016/17 
Q4

2015/16 
Q4 Change

Sales 
Revenue

94,595.0 88,519.0 6.86%

Earnings 
before interest 
and taxation

13,427.0 11,774.0 14.04%

Net earnings 7,957.0 7,009.0 13.53%
Store-on-

store (comp) 
revenue 
growth

5.6% 5.6% 0.00%

Operating 
margin

14.2% 13.3% 0.89%

Sales per 
square foot

$0 $371

Avg. ticket 
size

$60 $59 2.90%

USD millions

Home Depot

http://hnn.bz/
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categories like fencing, pressure-treated decking, commer-
cial and industrial lighting, electrical wiring, and interior 
doors. 

Nonetheless, DIY also performed well, he stated.
We also saw strength with our DIY customer. Classes that 

outperformed included special order carpet, outdoor power, 
laminate flooring and storage.

In response to an analyst question, Mr Decker went into 
some more detail about the measures the company takes to 
keep its pro customers happy.

The other thing that we continue to focus on is certainly 
being in-stock and having great value every day. We also 
strive to have the brands that the pros want in the inno-
vative product that we seek to deliver. And this happens 
throughout the store. For example, we are launching an 
even lighter drywall this quarter. It’s 25% lighter, which 
helps the pro complete their jobs and saves them time and 
certainly a lot of backache. The Milwaukee outdoor power 
equipment, this is pro runtime in power without the need 
of, obviously, messy fuels. So a lot of this is product in value 
that our merchants strive to bring every day for the pro 
customer.

Mr Decker also mentioned that the flooring category 
continued to develop in interesting ways.

We are getting great product innovation on vinyl flooring. 
So today’s vinyl flooring is not the 50s and 60s kitchens lami-
nate, or vinyl rather. So you’re starting to see what is called 
luxury vinyl plank introduced into many use cases.

Tile continues to perform very well. But the thing that’s 
really working for us right now is the soft side. You haven’t 
heard us talk about the soft side in some time.

Our hard set has been doing great for several quarters. 
And we are now seeing the soft side pickup vary significant-
ly, so we have both ends of that business working for us 
right now which is what produced the double-digit comps.

Analysis

Home Depot’s mix of online and physical store markets 
continues to deliver high sales and growing profit margins 
in markets which are overall positive but with some mixed 
characteristics regionally in the US. 

The company has invested heavily in distribution infra-
structure related to online sales, and it will be interesting 
to see the extent to which that best plays out over the next 
five years. It has continued to evolve its online business 
culture. HI
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• Lowe’s recorded 
strong sales of 
over USD65 bil-
lion for the year

• Net earnings also 
rose substantially

• The company 
believes strong 
merchandising 
practice in areas 
such as kitch-
ens has helped 
to drive sales 
higher

US-based home improved big-box chain 
Lowe’s Companies has reported results for its 
FY2016/17. Overall sales revenue was USD65,017 
million, up by 10.06% on the previous corre-
sponding period (pcp), which was FY2015/16. Net 
earnings also climbed, up by 21.48% on the pcp, 
at USD3093 million. Store-on-store (comp) sales 
increased by 4.2%, an increases that was 0.4% 
less than in the pcp.

Lowe’s chief customer officer, Mike McDermott 
commented on some of the merchandising 
techniques Lowe’s is using to drive its results, 
especially in kitchens.

In order to sell the complete kitchen, we 
display our products including cabinets and 
countertops immedi-
ately adjacent to our 
appliance offering. We’re 
leveraging our customer 
experience design capa-
bilities to create store 
sets and inspire custom-
ers to envision a variety 
of project possibilities, 
such as a series of kitch-
en vignettes to show 
all the elements of a 
complex installation, like 
a kitchen remodel pulled 
together into a beautiful 
finished project.

In response to a ques-
tion from an analyst, Mr 
McDermott also out-
lined how Lowe’s would 
be handling its market-
ing during 2017:

So you’ll see us the very 
focused on connecting 
with customers with 
more personalised mes-
sages really tailored to 
meet their specific needs, 
and we’ll continue to 
reach out and leverage 
the advances we’ve 

made in our assortment and our offering with 
pro-customer. So we’ve got a lot of activity going 
on in marketing I feel very, very good about our 
new campaign and the team is really poised for 
success in 2017.

No mention was made by Lowe’s of is ongoing 
dispute with Australia’s Woolworths over the 
winding down of the Hydrox Holdings joint 
venture which funded the Masters Home Im-
provement venture.

Results for Full Year 2016/17

Category 2016/17 2015/16 Change

Sales 
Revenue

65,017.0 59,074.0 10.06%

Net earnings 3,093.0 2,546.0 21.48%
Store-on-

store (comp) 
revenue 
growth

4.2% 4.6% -0.40%

Earnings per 
share (diluted)

$3.47 $2.73 27.11%

Avg. ticket 
size

$69.58 $67.34 3.33%

USD millions

Lowe’s Companies

Lowe’s Companies 
FY2016/17 full year results

http://hnn.bz/
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One thing that HNN’s visit to Inverell, New 
South Wales (NSW) for the re-branding of In-
verell Building Supplies as an Hardware and 
Building Traders (HBT) “H” branded hardware 
store firmly brought home to us was the isola-
tion of some rural regions. After much scroll-
ing around Google Maps, and rattling of print-
outs of train and bus timetables, we ended 
up doing what probably most business trav-
ellers do — paying Rex Airways more than 
you might expect for a ride in a twin-propel-
ler airplane (which, fortunately, remained a 
twin-propeller airplane, at least for the dura-
tion of that flight).

THE BIG RE-BRAND
INVERELL H HARDWARE & THE ART OF THE LOCAL



30

hnn.bz

Yet, as it turned out, it was certainly worth it. Not just be-
cause Inverell is a lovely town well deserving of a visit for any 
reason, and the rebranded store — now Inverell H Hardware 
— is a good store, and that the owners, Leigh and Erin Mug-
gleton, are one of those interesting, fun couples you meet in 
the hardware retail industry. That mattered, but what also 
showed up was a sense of what the future might really hold 
for regional areas and hardware.

It’s a future where a sense of history, the community 
memory and community ties continue to matter, and where, 
rather than inhibiting change and adaptation, they enable it, 
helping to promote new growth, and better prospects.

Not, of course, that this is all a story of “plain sailing”. As 
with almost all independent hardware retailers, the Muggle-
ton’s story is one of survival as well, getting through an event 
that almost certainly should have terminated their business, 
but ended up strengthening it instead. That’s important for 
many reasons, not least because the store carries a staff of 16 
floor reps, many of them under 30 years old.

Opening events

HNN had come to Inverell for the actual launch of the H 
branded store on 24 March 2017. The night before the launch, 
the store’s owners, Leigh and Erin, hosted a dinner at a local 
Thai restaurant, mainly to thank suppliers for their support 
in making the changeover to the new branding. Steve Fatileh 
and Mike Loricco from HBT were there as well. 

The next morning, bright and early, the real launch was 
held. There was a large amount of eggs & bacon cooked for 
the brekkie, and the major suppliers set up stands where 
they provided advice about their products to some of the 
store’s key customers who attended. The local radio station, 
Star-FM was also there, giving away doughnuts.

Leigh made a speech to thank everyone who had partici-
pated in making the rebranding possible, and a local council-
lor, Dianna Baker, who was there coincidentally as a custom-
er, gave a quick speech as well, speaking of the store’s place in 
the community.

Mr Fatileh also spoke, highlighting how 
important the store was to HBT itself, a 
prominent presence in the New England 
area, and how glad HBT was to see anoth-
er large store added to its growing list of H 
branded hardware stores.

A little history

Inverell is in the fabled table high-
lands area of New England. New England 
is a region of New South Wales (NSW) 
that stretches north to the border with 
Queensland, and takes in the townships of 

Inverell H Hardware
• After 15 years of operating as an 

HBT member, Inverell Building 
Supplies has decided to re-brand 
as an HBT H Hardware store

• Like many regional hardware 
stores, the story of this store 
includes some difficult times, 
which the owners got through 
with support from the local 
community and their suppliers

• The decision to go with the 
branding was a tough one to 
take, as both effort and expense 
is involved, but with some 
financial contributions from key 
suppliers it became more viable

• One of the general drivers of the 
decision is just that the store 
has grown, and now carries 
around 16,000 items in invento-
ry, with a value approaching $1 
million

Leigh Muggleton made a brief address at the re-branding launch breakfast
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Moree, Boggabilla, Tenterfield, Glen Innes, Armidale, Walcha, 
Tamworth, Gunnedah and Narrabri, with Inverell a little 
north and slightly east of its exact centre. 

It is a region that has a long held belief in its own unique 
identity. In 1915, the New State Movement was launched, with 
the goal to separate this region from the rest of NSW. In 1934, 
a Royal Commission affirmed this region as distinct and sep-
arate from the rest of the state. This sentiment was revived 
after World War II, and a gathering in Armidale in 1948 clari-
fied the boundaries of the region.

Events in the 1970s blurred much of this focus on division. 
The agricultural sector, on which New England heavily relied, 
found itself in trouble. Britain joined the European Economic 
Community in 1973, which saw, for example, Australian butter 
exports drop by 90%. A bumper wheat crop at the end of the 
1960s destabilised world markets. Regional concerns were 
overridden by national — and 
even international — ones. Once 
responsible for 78% of Australia’s 
exports in FY 1952/53, the share of 
agricultural goods fell to 21% by FY 
1995/96. 

The recent economy

Today, with Australia placing 
more importance on becoming 
a “creative” economy, through 
a focus on developing services 
as a centre of high growth, the 
prospects of regional areas such 
as New England might seem less 
than hopeful. 

Yet this seems to not really be 
the case. US urban economists 
such as Richard Florida have 
pointed to how “creative cities” en-
able people from diverse fields to 
build temporary connections, and 
rapidly hook-up creative networks. 
In Australia, academics such as 
Chris Gibson, who lectures on eco-
nomic geography at the University 
of Wollongong, have added to ur-
ban creativity the creative process-
es at work in regional areas. 

The difference between the two 
is that where in cities businesses 
and other creative enterprises 
develop goals, then build networks 
which can realise these, in regional 
areas the order is reversed. People 

Outline of the New England area, NSW. This follows the border with 
Queensland to the north

Inverell H Hardware is in a relatively isolated area, but there is still 
ample competition in neighbouring towns.
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begin with networks that have been well-established be-
tween people — and between people and institutions — over 
decades and generations, then develop goals based on the 
capabilities those networks can provide.

Just how close the Inverell H Hardware business and Leigh 
are to the local community was brought home to us on our 
first afternoon in the town. It had been raining over the week 
before we got there, but the skies had mostly cleared, leaving 
a heavy humidity in the air. 

Leigh stood for a moment in the doorway of his store, his 
eyes searching the heavens above the way only the eyes of 
country people who live in the drier areas can, as though 
questioning every single cloud.

“I like the rain,” he told us. “For me, it is like liquid gold. 
When it rains, I know I will get paid.”

It was a quiet comment, but it spoke volumes about the 
links between Leigh, the store, and the community around. 
That willingness to carry people through the tougher times, 
and the ability to share in the good fortune of all when hard 
work and simple, enduring toughness finally get their reward.

The Inverell story

The story of Leigh and his development of Inverell Build-
ing Supplies, now Inverell H Hardware, is one where the pres-
ence of these networks — professional, personal and regional 
— can be clearly seen. 

Leigh’s history with Inverell itself goes back close to 25 
years ago, in the early 1990s, when he first came to the town. 
He was working at the time at BK Oliver Frames & Trusses, 
the Home Hardware store located in Inverell. 

Whatever his ambitions might have been, he didn’t have an 
opportunity to act on them immediately, as a family illness 
saw him take on a job with BBC Hardware as sales a rep, in 
the years immediately prior to its acquisition by Bunnings. In 
fact, during his time there, Leigh left to go work for Bunnings, 
but only lasted there for three months or so. Against the 
odds, he managed to get rehired 
afterwards by BBC. As Leigh 
explains:

Apparently I’m the only fella that 
John Reece who was state man-
ager of BBC had taken back. You 
could go to work in a different 
industry but if you went to the op-
position that was treason. That was 
the word he used.
He heard I wasn’t happy [working 
at Bunnings] so he rang me and 
said “come back to see me”. I spent 
30 minutes in this sterile office, the 
table had to be 12ft long. He sat 

The Haymes paint chip display in the store. Australian independent paint company Hay-
mes have provided valuable support for the re-brand. 
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there and the whole time he spoke in a very quiet whisper so 
I had to lean forward. John told me succinctly, but not nastily, 
why he doesn’t take people back. Jason O’Hagan, who was 
state trade manager and is now the managing director of 
Weathertex is also sitting there. He said, “What, do you want to 
come back? Talk to Jason.” Then he leaves his office. It was the 
most incredible interview that I had in my life. 
While Leigh was not fired in the general “cull” of BBC staff 

that took place in 2001 when Bunnings took over, he chose to 
leave in 2002. 

Inverell, which he had first seen ten years or so before was 
still in his mind.

I thought, what can I do in Inverell? Because we wanted to 
come back. Then someone said, “Why don’t you start a trade 
hardware?” Because 90% of [that business] was going out of 
town, and the local Home Hardware owner was very expen-
sive. Funny how he came good when we started! 
But that’s what we chose to do. And the rest, as they say, is 
history.
Starting from scratch, with a minimal investment wasn’t 

the easiest of beginnings.
We started in about September, 14 and-a-half years ago [end 
of 2002], and we didn’t have a shop to sell stuff. There was just 
a bit of furniture in the corner. When I came in and looked, my 
wife said, I thought you are starting a hardware store, not a 
flipping warehouse!
Besides the selling space being quite bare, Leigh was also 

uncertain if the location was exactly right. 
Apparently the space was always here, it was the furniture 
place in town and it sold out to someone else. They let us rent 
it and I thought “this is too far out of town”. Inverell is funny in 
that from the Main Street, even for a slow person, it could take 
less than two minutes to get here, and this is considered a 
long way to come. 
Leigh was not deterred by the lack of store fitout. In fact, 

he thought (at first) they might not need much.
I told my wife it was going to be trade, and you might not 
need [a lot of fitout], but within two-and-a-half years [the busi-
ness] went through the roof and we needed more space. At 
the time, we put in an extension of 8m x 30m at the back, and 
that’s where we are up to.
The store measures 2100sqm 

with another 1000sqm for land. 
And Leigh is pretty clear about 
why the store was such a success, 
from the very beginning.

People drive 30km to come into 
town, but once they come they 
know they can park, and there is 
someone here who can differenti-
ate from a hex bolt and a cup head 
bolt. [That knowledge] makes a big The store has expanded to cope with the volume of business it generates.
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difference.
Another critical element to the store’s success was that 

it was one of the early members of the HBT buying group, 
from its inception. While the store was not able to meet the 
criteria for eligibility at the time, then HBT group manager, 
Tim Starkey, after “doing the numbers”, realised the store had 
good potential. 

It turned out, like many of Mr Starkey’s “gut” decisions, to 
be a good one. The store went on to win HBT’s coveted Store 
of the Year award for 2013.

Trouble
It wasn’t until about six years after its founding, in 2008, 

when Inverell Building Supplies hit its first major obstacle. 
And it was a really big one. This is how Leigh tells it:

Like all things, we’ve had the good and bad. We had one 
builder who was a good friend that was buying from us. His 
word was his bond. But he rang me one day and said he was 
in a dark place, and he said, “I’ll let you know soon”.
In this town everybody knows if you change your shoes, and 
someone said did you hear that [the builder] had gone broke? 
I said “You’re kidding!”. Because they owed $290,000.
It was an enormous shock. Leigh faced some tough deci-

sions. 
If we had sold up and we would have received 10% on our 
goods, I could have come out with a couple of thousand, 
or maybe $10,000 down. I could go somewhere and get a 
decent job and just pay it off. Yes, that can level you for some 
time but I am very thankful that we are still here and still going. 
So you can either trip your lip and carry on about that or keep 
going. 
In fact, what happened was a fairly astonishing series of 

events. The people of the town, including his bank, Westpac, 
and Leigh’s customers, all rallied around to help support the 
business through its tough times. 

At first, I just sat in the chair and thought, what do you do? I 
called the bank manager and I couldn’t believe it. The bank 
covered the debt within a week.
You would not believe some of the builders. There were six of 
them that came in and said “Would you like us to take this to 
$100,000? And we’ll just get that 
back whenever without interest.” 
Then all the others started paying. 
Probably had two then 10% of them 
paying within 35 to 45 days. Now 
there were at 43% paying within 
about 40 days properly and 3% 
within about 30 days.
On the other end of the cash 

flow, many suppliers helped out, 
extending payment terms as much 
as they could. HBT, hearing of 

Support from the Inverell branch of the Westpac bank was crucial in helping Leigh Mug-
gleton keep the hardware store going after a major default by a customer.
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Leigh’s troubles, also reached out to offer help and advice.
You know who helped us? That a fellow at Orange who is on 
the board, David Kent. He rang me and asked me how I was 
going. It was such a lovely thing that he reached out, and I 
think I can mention Tim [Starkey] who we obviously we miss 
dearly. That day, he rang and said you’ve got to have an “office 
Nazi”.
Getting the “office Nazi”, who was already a partner in 

the business, Robin Cameron (who is anything but a “Nazi”), 
turned out to be just what the business needed to not only 
get itself out of its problems, but also to increase its growth 
rate. 

 I am a softy although I’ve tightened a little bit but I didn’t want 
to become a mongrel which is hard. We had to have Robin, 
our business partner who took over and since then its happy 
days, as they say.
As a result, Leigh is pretty sure that the business could 

weather a similar setback (not that they would let that hap-
pen) without having to draw much on outside resources.

Becoming an “H” Hardware
Part of the store’s ongoing growth has been its decision 

to rebrand itself as an H Hardware store. While Leigh and 
Erin had been considering the move for a number of years, 
the trigger was the 2016 HBT Conference in Townsville, 
Queensland. 

For such a large store, the task of rebranding has absorbed 
a considerable amount of resources and taken longer than 
expected. According to Leigh:

We started at the end of January [2017] and we wanted it 
done by end of February but the amount of rain that we’ve had 
has made it really difficult. It’s virtually done now with some 
paint on arrows that need to be done outside. The timeframe 
has been about six weeks but it’s actually been about three 
months, to be fair. It’s definitely getting there.
While it is an expensive undertaking, suppliers rallied 

around, with the encouragement of HBT.
It was really great to do even though we dragged our feet a bit 
but with the help of our suppliers, 17 of them really helped. 
You’ve got - just to name a few - Koala Nails, Fletchers, Mac-
sim, Gunnersen’s, Bluescope Lysaght, Soudal and at the 12th 
hour Romak came in.
Haymes really looked after us. They threw in $1000 and have 
given me the paint [for the store] at half price. 
We got about $16,000 and it will probably cost us about 
$40,000. I’m just very thankful and we just need to sell a few 
bolts and nuts and tins of paint to get the other $25,000 back. 
But you wouldn’t do it unless you think you could, and there 
are a lot of other benefits with the companies involved.
Leigh believes that the changes to the store with the re-

branding have already had some positive results — though 
he is a bit bemused about some of them!

Robin Cameron has always been a partner in the 
business, and makes a crucial contribution to its 
financial management.
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The merchandising is fantastic. It’s really bought an awareness, 
and obviously I think that will just keep growing.
We had one fellow who came in and said “You’re hardware 
store?” And I said, “Yeah, we’ve been here about 15 years.” He 
said “You know what? I’ve never come in because I didn’t see 
any signs or anything.” 
He said, “Do you know what made me come in because I 
didn’t see any signs painted?” [The new H Hardware signs 
were not up yet.] He said, “I saw the wheelbarrows.”
I thought “great” and we’ve seen him here for repeat business.
The only thing is that every day, we’ve always had the wheel-
barrows out there. Always.
So he didn’t pick up on the colour. Now we’ve got hardware in 
the name; I wasn’t sure if it was a good move when we called 
it Inverell Building Supplies. We agonised over whether we 
should have hardware and timber in it. But we thought how 
long do you make the name? I’m glad now that we have H 
Hardware and Inverell in small because that is still our identity, 
as building suppliers.

Merchandising
Part of the move to the H brand includes a shift a little 

more towards the DIY enthusiast. As Leigh describes it:
We were once 90% trade but we are probably now whittling 
it that down to 80% trade and 20% retail or serious do-it-your-
selfers. We are not going to get people who just want to buy 
one plant, and I don’t want to do that. I don’t want to compete 
with Bunnings or the Plants Plus down the road.
The store has also been constantly expanding how much 

stock it carries, though the increase sometimes gives Leigh 
pause.

We have 15,000 to 16,000 different items; we hit over a million 
[dollars in stock] the other day and it scared the heck out of 
me.
We usually average now $940,000 to $970,000 but we did 
over $1,000,000 of stock the other day because a new line 
of wood-fueled heaters came in. We’ve been selling heaters 
almost from the beginning we had mainly the Eureka range 
from Melbourne. You try to sell to keep Australian made stuff 
but at the end of the day you have to play the game to keep 
up and a lot of the Chinese stuff is seriously good (and getting 
better). I’m not against them, you just have to go the flow. This 
is a retail business and now it’s working well.
 Leigh is particularly proud of the paint section.

The paint section is pretty good. We’ve just got to get our 
tradesmen be more prolific but the retail side is not bad. We’re 
getting there, our rep keeps knocking on doors, so we are 
trying hard. 
Leigh is particular keen to see suppliers at the upcoming 

HBT Conference in Sydney, especially those who will be 
launching new products.

Competition
HBT’s “H” hardware branding offers a complete 
package of branded signage
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Inverell is “blessed” by the presence of a Bunnings store, 
though at least it’s not a Warehouse, but one of the smaller 
format units Bunnings has in some regional locations. The 
nearest full warehouse is a 90-minute drive away, in Armi-
dale.

One of the biggest lessons other independents could take 
from Leigh is that he’s not all that particularly concerned 
about competition from the Bunnings. 

It’s unbelievable how much [Bunnings] helps us. Every now 
and again, sure they are pain with gross profit. but overall 
that’s the only way they can sell, they can only sell on price.
And I’ll give you a great example. The other day, an older cou-
ple came in and said do you have 10mm ply? Bunnings said 
they’ll have it up there but we said no sorry we haven’t. But the 
boys — I’ve got the best crew in Australia but I’m a bit biased — 
they said we’ve got 9mm ply. The customers said, that would 
be fantastic. The order would have been worth about $200. 
And you know what was on Bunnings’ shelves — 9mm ply, and 
they didn’t know it. 
I’m not knocking the people there but 
they just don’t have people who know, 
the staff who have product knowledge. I 
say to my guys, try not to say no — unless 
they ask for a Mercedes-Benz! And, with 
confidence, we could say no then.

Analysis
When you look closely at Leigh’s 

really inspirational story about Inverell 
H Hardware, and its origins, it’s clear 
just how important a role networks 
have played in its development. On the 
surface, many of these networks might 
seem to be purely commercial, linking 
the business to banking facilities, the 
supply of goods, customers, and buying 
group activities through HBT. In fact, 
though, while there are commercial 
aspects to all of these networks, they 
also operate as deep community-based 
networks as well.

The main difference between com-
mercial and community networks is 
that, while both work on something of 
a “quid pro quo” basis, when it comes to 
community networks the time between 
the “quid” and the “quo” — the length 
of a “pro” — can stretch out over a year, 
five years, or even, sometimes, 20 years. 
With commercial networks, the “pro” is 
generally about 65 days maximum.

Top: (l&r) Ricky Hills & Jason Tom
Bottom: (l&r) Darren Bailey & Peter Muse
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The currency of the community network, in other words, is trust. 
The currency of a commercial network is utility. 

This is clearly illustrated by Leigh’s example of when his store 
was in trouble through a default. In this case the community 
network failed — a trusted member defaulted on an obligation. 
With a community network when that happens, most of the other 
members of that network are obligated to offer help and assistance, 
even if this means they end up “taking a hit” in the short term.

It’s easy to see how that works in a regional area. With a compar-
atively low population, and low resident turnover, there is a finite 
number of people which a business can serve. Acting inappropri-
ately, or taking a more commercial, short term view, can result in 
damage to future business and growth. Plus, quite frankly, it is part 
of the core social values of these regional areas that you just don’t 
do that. You just don’t.     

The real question that is at the heart of the struggle of indepen-
dent retailers in Australia, not only in hardware/home improve-
ment, but also in sectors such as groceries, is whether in less re-
gional areas, with more diverse networks, the benefits of developed 
community networks can outweigh those of developed commercial 
networks.

It seems likely the key to this kind of success will be finding 
ways to overtly enhance those community networks, to make them 
relevant in a modern setting, and also to develop the means to ef-
fectively package and market them. To the wise people of Inverell, 
who are no doubt very proud of their hardware store, the benefits 
of the “art of the local” are evident. That is less the case in modern, 
urban-based communities.

The staff of the Inverell H Hardware Store celebrate the re-branding.
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points of contact
As with most regional 
hardware retail, paint 
is an important part 
of the Inverell store’s 
product mix. The store 
provides a clear point 
of contact through its 
branded paint counter

The PoS counter remains 
a focal point of customer 
contact and interest. 
Located near the door, 
the counter continues 
the store branding, and 
provides a number of “last 
minute” and “impulse” 
purchase opportunities.

Positioning popular 
“product pods” close 
to where customer 
contact is made, helps 
to attract attention to 
these products.

http://hnn.bz/
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merchandising
For any regional 
hardware store, 
fasteners play a major 
part in sales. Inverell 
has an end-cap and 
aisle display of Macsim 
fasteners, but also 
caters to customer 
needs by stocking some 
Bremick product as 
well.

The Inverell store is a strong supporter 
of HBT’s “Tradies for Ladies — Buy Pink” 
campaign, which helps to fund the 
McGrath Foundation’s support for breast 
cancer nurses in regional Australia.

The layout of the store and the available 
space mean that Leigh and his team can 
use scale in the display of bulkly seasonal 
goods such as wood heaters. These have 
proved a “best seller”, with the store 
offering Australian and imported heaters.

http://hnn.bz/
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branding
The goal of HBT’s 
“H” branding 
of stores is to 
provide a carefully 
designed and well 
thought-out system 
of store branding 
that is well within 
the reach of most 
successful and 
higher-volume 
stores.

For example, HBT 
provides a graphic 
rendering of the 
store building 
in the H colours 
for no charge. It 
also aids store 
owners in finding 
sponsorship funds 
from supplier to 
defray the cost.

Even with that 
help, however, as 
Leigh Muggleton 
can attest, it does 
take considerable 
effort. However, 
the end result 
is a store that 
is cohesively 
branded, more 
customer-friendly, 
and evidently 
part of a growing 
brand identity in 
Australia.

http://hnn.bz/
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social
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1  Local councillor and customer, Dianna Baker with Leigh Muggleton  
2  (l&r) Painter Pat Portage & Tim Higgins  3  (l&r) Leigh & Peter Hor-

wood (Integrity Homes) 
 4  (l-r) Leigh, Steve Fatileh (HBT) & Robin Cameron 
 5  The H branded cake 6  Mike Loricco (HBT) with Leigh

1  (l-r) Scott McFarlane, Michael Howell & Gerry McCullagh 2  (l-r) Steve Fatileh, Leigh, Robin Cameron & Mike Loricco  
 3  Dave Hatte & Erin Muggleton 4  Leigh & Rob Lord 5  Erin & Tim Pobjoy 6  The scene at Inverell’s Yim Thai restaurant

http://hnn.bz/
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suppliers
1 2

3 4

5 6

7 8

1  Dave Hatte 2  (l&r) Gerry McCullagh & Michael Powell  3  Rob Lord 4  Peter Bailey 5  John Woolford  6  Tim Pobjoy 7   
John Lintott & colleague 8  Scott McFarlane

http://hnn.bz/
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road trip

On the way back from Inverell to Armidale for the flight 
home, the HBT and HNN crew stopped by HBT’s other retail-
er in Inverell, Dean Alexander at the Inverell Bearing Centre, 
which is a member of its Industrial & Tools Traders group. 

Dean is looking forward to the HBT 2017 conference in 
Sydney this year, but has found it difficult to find someone 

to keep the business running while he is away. In fact, Dean 
told us, finding people to work in his store had been difficult 
of late. 

His most recent hire — unusual for this sector of the 
industry in a regional area — is a young woman, who is 
studying as well as working at Inverell Bearing Centre.

The crew stopped for petrol in Bundarra, and we found 
ourselves talking to the locally famous Vincenzo. Vincenzo 
is famous for virtually owning the entire town of Bundarra. 
He owns the petrol station, the post office, and the gener-

al store, all of which are run by members of his family. A 
youthful 89 years of age, Vincenzo spends his time fixing 
cars and tending to his many businesses. While Bundarra is 
not really a boom town, he says it certainly keeps him busy.

http://hnn.bz/


http://otter.com.au/
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Hong Kong and US based cordless tool man-
ufacturer Techtronic Industries (TTI) has 
released its results for FY2016. The company 
reported overall good results for all of its di-
visions, with the exception of floorcare. Rev-
enue came in at USD5480 million, up by 8.77% 
on the previous corresponding period (pcp), 
which was FY2015. The company reports that 
in local currency terms growth was 9.8%.

Earnings before interest and taxation (EBIT) 
also rose, by 12.50%, while net earnings rose 
by 15.54% on the pcp, to come in at USD409 
million. Gross margin gained 0.51% or 51 basis 
points, to reach 36.20%.

Techtronic Industries  
Results FY2016 

TTI models future  
on Apple

Top, TTI CEO Joe 
Galli appears on 
Bloomberg TV in 
Asia to answer 
questions about 
the company’s 
results. 
In China con-
cern over trade 
barriers with the 
US has run high 
during the first 
quarter of 2017.

Link:
goo.gl/oZKzIF

http://goo.gl/oZKzIF
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Geographic sales
In comments during the presentation of results, the 

company’s CEO, Joe Galli, said that both Australia and New 
Zealand had been strong markets. Sales in the geographic 
sector to which they contribute, Rest of World (ROW) rose by 
6.17% on the pcp, to reach USD430 million. Mr Galli was quick 
to point out that South Korea was also a strong contributor 
to the ROW results.

North America contributed 10.3% growth, and Europe grew 
by 3.3%.

In terms of overall sales, North America contributed 75.9% 
of revenue, Europe contributed 16.2%, and ROW contributed 
7.9%.

Divisions
TTI received 81.6% of its revenues from its power equip-

ment, hand tools and accessories sales, and 18.4% of revenue 
from its floorcare and appliances businesses. 

The power equipment division recorded growth of 12.6%, or 
13.3% in local currency terms. The power equipment division 
added USD430 million to earnings, an increase of 13.4% on the 
pcp.

Floorcare saw a decline in sales of 5.6%, which in local cur-
rency terms was less of a decline, at 3.3%.

Milwaukee

This is TTI’s high-end power tool 
business, with a focus on construc-
tion and industrial grade tools. Over-
all, the division saw a 21% increase in 
sales in local currency, and growth of 
19.7% in USD terms. North America 
contributed 20.6% growth over the 
pcp, Europe, Middle East and Africa 
(EMEA) contributed 21.3%, and ROW 
contributed 24.7%.

Growth areas for this division 
included work site lighting, and the 
addition of cutting accessories that 
made use of carbide teeth. The latter 
showed up on products such as the 
blades for Milwaukee’s Sawzall recip-
rocating saw. TTI claims that this 
technology enables these blades to 
cut faster and to last up to 30 times 
longer than comparative blades us-
ing a different bi-metal technology.

Techtronic Industries 2016
• TTI has continued to grow, in 

terms of sales revenue, profit 
and performance ratios.

• Power tools have performed 
well, but floorcare has yet to 
deliver on its promise

• TTI is positioning itself as a 
leader in innovation, which 
creates markets so as to take 
advantage of more profitable 
sectors

• As Stanley Black & Decker 
moves beyond its 2010 merger, it 
is becoming a stronger competi-
tor in the field of innovation

• TTI’s strategy is to have a broad 
reach across multiple markets

• TTI is well-positioned to take 
advantage of an increase in 
infrastructure spending by the 
US Government

Results for FY 2016

Category 2016 2015 Change

Sales Revenue 5,480 5,038 8.77%

Gross margin 36.20% 35.69% 0.51%

Earnings before 
interest & taxation 
(EBIT)

450 400 12.50%

Net earnings 409 354 15.54%

Sales Rest of World 
(including Australia)

430 405 6.17%

USD millions

Techtronic Industries
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TTI states that Milwaukee’s hand tool business has also 
grown well. It called out tape measures as a particular 
growth area. It claims its Cheater pipe wrench, which in-
cludes an extensible handle, drove sales sharply higher in this 
category. The Empire level brand, which TTI acquired in mid-
2014, experienced sales growth of over 10%, the company said.

Ryobi

TTI stated that this division produced over 10% growth for 
2016 over the pcp, and that it grew its overall market by over 
one million customers during the year. The company pointed 
to the success of a range of lighting products, and also to the 
innovative Ryobi ONE+ QUIETSTRIKE Pulse Driver, which 
uses oil pulse technology to reduce the noise usually generat-
ed by mechanical, spring-hammer impact drivers.

In outdoor power equipment (OPE), while Ryobi has con-
tinued to grow its range of cordless products, the company is 
also reporting good sales of petrol-fuelled products.

AEG

TTI stated that sales for this division continue to expand 
outside of North America (where it is not offered for sale). 
Products the company pointed to as having some success 
include its five amp-hour battery, the 18V compact brushless 
hammer drill kit, and AEG’s brushless oil pulse driver, which 
builds on technology pioneered by Ridgid, TTI’s captive brand 
for US big box retailer Home Depot.

As HNN mentioned during the previous half-year an-
nouncement, AEG is marketing a range of 58-volt OPE, 
including a mower and a chainsaw.

Floorcare

While this division’s overall sales 
revenue fell for the year, TTI states 
that its operations in North Ameri-
ca recovered during the second half 
of FY2016. The Hoover, Dirt Devil 
and Oreck brands all showed posi-
tive sales numbers. Profit margins 
improved by 0.1%, or 10 basis points. 
The increase was a result of a 
change to the mix of products, with 
TTI exiting low margin products, 
and introducing new, higher margin 
products. 

TTI called out its Hoover Com-
mercial brand’s M-PWR backpack 
products as good performers, 
helping to drive sales growth of Hushtone 6Q Cordless Backpack Vacuum powered by M-PWR 40V technology
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over 10% for this segment. Manufacturing facilities are being 
expanded in Tennessee, with the company already assem-
bling cordless battery platforms.

In Europe, the UK performed well, but was held back by 
currency devaluation consequent to Brexit-related concerns. 
The Vax SlimVac delivered strong sales in the second half of 
FY2016. TTI has expressed strong hopes for its Vax Blade pole 
vacuum, released in late FY2016.

The company has continued to expand its range of ro-
bot-based vacuums, with existing lines proving strong sellers 
in France, along with stick vacuums. In Central Europe TTI 
moved out of low margin wholesale markets, and into higher 
margin distribution.

Potential

Mr Galli identified nine key drivers for growth over the 
coming four years:
• The transition from mains, alternating current (AC) tools 

to cordless tools. This has been the traditional source of 
growth, and Mr Galli believes there is still significant value 
in this market.

• Pneumatic tools. There is room to take tools that are cur-
rently operated through compressors, tanks and hoses, and 
to convert these to cordless operation.

• Petrol fuelled tools. Especially in outdoor power equip-
ment, but in other areas as well, there is a significant fleet 
of tools that could be converted. Conversion is driven by 
concern over air pollution, and a reduction in noise pollu-
tion as well.

• Corded lighting. Both Milwaukee and Ryobi have released 
lighting products using cordless technology with LED 
lighting elements, which replace generator-driven Halogen 
lighting.

• Hand tools. This continues to be a sector where TTI grows 
by introducing innovations to categories that have been 
unchanged for over 20 years.

• Hydraulic. Replacing heavy 
equipment with simpler cord-
less products.

• Ni-Cad. Moving customers still 
using outdated Ni-Cad battery 
systems to Li-ion systems.

• Batteries. A growing market 
for replacing worn-out Li-ion 
batteries.

• Bare tools. After customers have 
bought the basics, expanding 
their tool set becomes much less 
expensive.

Interactive online display shows the Rocket worksite light in action.
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Strategy
In this year’s results address to investment analysts, Mr 

Galli signalled a number of key changes to TTI’s strategy and 
its approach to markets. Though it was not announced as 
such, the details look very much like the launch of a strategy 
designed to carry TTI through the next five years. (An edited 
version of Mr Galli’s address follows this article in HI News.) 

The Apple way

One prominent feature of this strategy is that, where in 
the past Mr Galli has referenced mobile telephone, online 
services and computer maker Apple as a company TTI sought 
to emulate, this year the references were more specific. They 
related largely to a different overall approach to the market. 
Where in the past, Mr Galli has frequently portrayed TTI as 
seeking a more dominant position in world cordless power 
tool markets, his recent references to Apple’s strategies indi-
cate a shift away from this:

So first of all we we think in five years, we are talking about 
serving a market that could be USD35-USD36 billion plus. 
These are internal estimates, this relates to marketplace that 
we are in fact helping to create, and develop, and so our vision 
is to stimulate and create a market, much in the way that Apple 
did with the iPhone and the iPad, and we want to be in a posi-
tion to harvest the benefits of that creation. 
We recognise that we are never going to control the whole 
market, and I think what people miss, none of our competitors 
have to lose for us to win. We have some very good compet-
itors Bosch, Makita, Stanley, DeWalt, these are well-managed 
companies and they are very strong in many geographic 
regions. 
We intend to be real leaders in the market particularly in cord-
less where we already are exhibiting that leadership, but what 
we create here will benefit everyone, and the key is that we 
want to be the Apple, we want to be in the vanguard, and to 
be the company that is creating the opportunity.
This is, in and of itself, an 

attractive strategy. In the 
mobile phone market, phones 
using Alphabet’s Android 
operating system dominate 
the number of active phones, 
but Apple manages to collect 
the majority of the profits. It 
does this by providing largely 
premium products to select-
ed markets, though it also 
reaches out laterally to adja-
cent, less premium markets 
as well.

A discussion of Apple’s strategy by the University of Warwick. Link: goo.gl/D2ZQPY

http:// goo.gl/D2ZQPY
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If the global cordless power tool market does grow to reach 
USD36 billion in sales by 2021, maintaining a 24% share of 
that market would mean a doubling of TTI’s current revenue 
from its power tools division, and a compound annual growth 
rate of 15%. In adopting this strategy, management then 
becomes involved with finding “which” 24% the company has 
of the market, and aiming its strategy to find the sectors that 
will drive growth in profit at a higher rate. 

The increased growth in profit rate is often driven by 
“profit multipliers”, that can remain uncertain until prod-
uct launch. With Apple’s initial iPhone, for example, the key 
profit multiplier turned out to be apps, and the app economy. 
These small programs both greatly increased the utility of 
the iPhone, and also provided a degree of device “lock-in”, as 
they worked only on Apple products. However, at launch, 
Steve Jobs and others were very much against allowing de-
velopers low-level access to the iPhone software.

The profit multipliers for TTI are likely to come about 
through what are sometimes referred to as “internal network 
effects”. The external network effects that benefit TTI are 
quite evident. Mr Galli explained them in some detail during 
the presentation:

The power tool market has changed dramatically. The reason 
this is so exciting, is because of what we call the network effect 
in cordless. In the old days power tools was called a “best of 
of breed” business. So you’d walk into a Home Depot and 
you would buy a Milwaukee Sawzall, a Bosch router, a Makita 
circular saw. And you were considered to be a smart user if 
you knew what brands to buy for what category. And there was 
no interconnectivity so your truck looked like a rainbow of co-
lours, and it did not have and it did not matter if one tool could 
talk to another, because there was no synergy, no connectivity. 
That is all over now. The power tool market is going to go to 
cordless in fact the whole power equipment market is going to 
go to cordless including floor care. And the opportunity for us 
is because we have the broadest net-
work, the broadest range of products 
that work off the same battery plat-
forms, we think that we can convince 
the user to buy our kits to start and 
lock them into our network over the 
long haul. And this is a way where 
you can build a much higher level of 
marketshare at a much higher level 
growth than the old best-of-breed 
days.
Later in his presentation, Mr 

Galli went into more detail about 
how network effects had enabled 
the company to increase its average 
selling price (ASP).

While this chart describes the effects of network connects on price, value, profit, it also 
illustrates some principles of how network effects work for cordless power tool users. The 
core element is now having a network of tools contributing additional value beyond cost. 
Some of that value, for power tool users, is potential, expected value. For a tradesperson 
in particular, these network effects derisk, because the replacement/acquisition cost of 
tools has been reduced.
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And let us not forget, there is a significant opportunity in 
cordless that is very different from the old days of power tools. 
So a user walks into Home Depot today. They buy a combo-kit 
of Milwaukee tools, say a drill, an impact driver and a saw. 
Suddenly our rep sits with him and says you know if you buy, 
you’ve already made an investment in this USD1000 combo 
kit, you can buy bare tools, tools without batteries or chargers, 
you can buy them for fraction of the cost of a loaded cordless 
product. So instead of paying USD250 for a cordless circular 
saw you can buy one for USD89, a bare tool, and use the bat-
tery you already have to power that circular saw. 
So we have, we have trained our sales reps 
network very carefully to encourage you users 
to add on to their purchase. And so the ASPs 
[average selling prices] of our sales have gone 
from in the old days where we were USD99 or 
USD199, and today it is very common for us to 
sell USD1000 worth of tools or USD2000 worth 
of tools to one user who was planning to spend 
a couple hundred dollars, and suddenly they 
realise the economic benefit of these bare tools. 
If you go into our retail partners or our industrial 
distributors, you will see bare tool walls now, that 
are on display. We are not the only company in 
this business, we’re just the furthest ahead. And 
we intend to market the bare tool benefits in 
Milwaukee, in Ryobi and in floor care and in all 
pockets of our company. It’s a major deal.
Internal network effects are slightly differ-

ent from the above, in that they arise from the 
network created by the tools that are already 
owned by a customer. We’ll return to this later 
when we further discuss strategy.

A less flattering view

While this Apple-like strategy makes sense, 
and could on its own be a good path to take, it’s 
also clear that TTI is experiencing increased 
pressure from some of its competitors, espe-
cially Stanley Black & Decker (SBD) and its De-
Walt brand. During 2016 DeWalt launched its 
FLEXVolt platform, which allows customers to 
use one battery for both its 18-volt tools and a 
new 54-volt platform (marketed at 20-volt and 
60-volt in the US). The 54-volt platform pro-
vides high-power tools that are of particular 
use on unpowered building and construction 
worksites.

These FLEXVolt tools themselves have un-
expected side benefits. Increased power means 
decreased runtime when doing things such 
as cutting rebar with a grinder. This means 

While TTI has moved to further limit distribution of its Milwaukee brand 
in Australia, locking out some independent hardware retailers, DeWalt 
has entered into a very welcoming expansion phase. Here DeWalt 
reps take the time to demonstrate the latest DeWalt FLEXVolt tools to 
members of Hardware & Building Traders (HBT). The new tools met with 
an enthusiastic reception.
Top: Cameron Beecroft, training manager for Stanley Black & Decker
Bottom: Tony Mirabile, from Beyond Tools
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that in a matchup between a 54-volt DeWalt grinder with an 
equivalent battery to a Milwaukee 18-volt grinder, the former 
will likely get more cutting done. Respected US website Pro-
ToolsReview has matched the two in one of its tests:

goo.gl/2oUj0j

In many ways, FLEXVolt is an indication that SBD conclud-
ed the basic work of merging the two companies some five 
years in (2010 to 2015) and then set about developing some 
breakthrough products. Those years gave TTI some valuable 
breathing room to build its brand further, but now SBD is 
back on the attack. This is also indicated by the company’s re-
cent set of acquisitions, including the valuable Sears’ Crafts-
man brand (though this has some restrictions).

DeWalt has also teased a system for its tools that would be 
similar to Milwaukee’s One-Key Bluetooth-enabled tool sys-
tem. While this does not seem to have been released as yet, 
Bosch has apparently released its version of One-Key. Instead 
of making specific Bluetooth-connected tools, the Bosch tools 
offer this connectivity as a separate, optional module.

It is interesting that neither of these systems, based on 
their specifications, seems to offer any real advances over 
One-Key. They are more “me too” efforts, effectively “covering” 
the bet that TTI has made on this technology.

Milwaukee has done little to grow its One-Key product. 
It has added a general purpose Bluetooth tracking device 
that can be adhered to any tool, dubbed the “Tick”. This 
duplicates the capabilities of products from Bosch and 
DeWalt.

Developmental cadence

One other Apple-like effect that Mr Galli mentioned 
was the increased turnover of tools by customers, as 
they sought to use the latest tools on their worksites:

One of the things that you see with the whole iPhone mar-
ket is that people today replace their phones much more 
often than they used to in the old days, before cordless 
phones existed. The same is true in power tools. The users 
don’t want to be caught on a jobsite by their customers 
using a cordless tool that is three or four years out of date. 
So the replacement cycle of power tools is changing rap-
idly. It is not iPhone and it is not iPad yet, but is a lot more 
frequently. In the old days power tools would be in place 
six, eight, even 10 years. Now three years is kind of the 
average cycle. It varies based on the user. 
This also aligns with some of Mr Galli’s comments 

about actively recruiting the Millennial generation as 
product developers and future company leaders:

It is one of the things about having so many Millennials 
around, the Millennials all want to save the world, but 
they also live on social media, and they think their iPhone 
should control everything, so you’re going to see TTI blaz-

Milwaukee adds the “Tick” to its product range, enabling 
users to track any tool through One-Key phone app.

http://goo.gl/2oUj0j
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ing a trail when it comes to iPhone and Bluetooth capabilities 
on our products, whether it’s in floorcare or power tools. 
This is an enormous advantage that I think is underestimated, 
I think to have a group of 50-year-old executives sitting in a 
room trying to figure out how to turn the iPhone into a device 
on the job site might not be the best strategy. And I think that 
our campus recruiting program is going to bear fruit as we 
move forward.
All that said, it is very evident that TTI is operating in a 

market that is very different from standard tech markets, 
such as mobile phones. True tech markets are able to soak 
up innovations at a high rate, at least annually. The power 
tool market does work on something like a three to four year 
rhythm when it comes to making use of new developments.

This brings with it its own set of problems. TTI could have 
continued to build on its One-Key development during 2016, 
but it chose not to. Yet if TTI had continued to develop One-
Key, its unlikely the market would have absorbed those devel-
opments.

Apple and many other tech companies use what is often 
referred to as a “tick-tock” cadence of product releases to help 
with aspects of market absorption. In the “tick” cycle, major 
changes are introduced, such as a new phone shape. The next 
year, in the “tock” cycle, the phone shape may stay the same, 
but other aspects, such as the camera, are enhanced.

With TTI, we are likely going to see a “tick-tock-tock” three-
year cycle. At a guess, the first year will see the development 
of more radical technologies, such as One-Key, the second 
year will see a focus on widening the spread of tools across 
its market verticals, and the third year will see new develop-
ments in batteries. 

Verticals, the long tail, and internal network effects

One of the areas that Mr Galli returned to frequently 
during his remarks was the wide spread of verticals that 
the company reaches. Diagram 1 
shows the slide that accompanied 
some of these statements. As that 
diagram illustrates, Mr Galli was 
mostly suggesting that concen-
trating on residential construc-
tion (ResCon) results in the US as 
a measure of how well TTI was 
going to do did not necessarily 
make sense. (The counter argu-
ment, of course is that ResCon is a 
bellwether for other construction 
industry changes, and it is by far 
the easiest to track.)

In particular, Mr Galli empha-
sised that if the current US White- Diagram 1: TTI power tools vertical markets
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house Administration followed up on its promised infra-
structure developments, TTI would be in a good position to 
increase sales into its infrastructure vertical.

Later, in presenting some of the new products that TTI 
has developed, Mr Galli made the point of showing off what 
might be considered some of Milwaukee’s more obscure tools. 
One of the highlights was a remote-controlled three-inch 
electrical cable cutter:

This is a an example of an infrastructure-centric product. This 
is a three-inch thick cordless cable cutter. So if you are working 
on lines, cable lines under New York City, under the streets, 
and you need to cut a three-inch cable, you are not going to 
do that with a wire cutter. 
Historically people use these with these enormously expen-
sive hydraulic cutting devices. And they are inherently unsafe 
because if it’s a live wire there is no real way to check that and 
you can get this arcing which is not a good thing. So we have 
a remote control cable cutter. So you can orient this to cut the 
cable, you can activate it remotely, if there is any juice in the 
cable, there is no danger to the user. 
So this will be adopted by safety oriented countries in a milli-
second. And it is cordless, it works off of the same batteries as 
the rest of the system. It won’t get, it’s not a sexy product for 
sales and retail, but it’s an infrastructure product, that has got 
vast potential.
What is the point of this product, in terms of strategy? 

This is an item that lists at close to USD5000 per unit, and 
sells at street prices for around USD3500 per unit. It has a 
very limited market, as it would mostly be used by electrical 
infrastructure maintenance, and perhaps some factory main-
tenance work. Why highlight this device?

It’s possible that this is a direct part of TTI’s future strate-
gy. A good thing to remember is that Mr Galli spent a period 
working as chief operating officer for US online 
retailer Amazon, a position that brought him into 
close contact with Amazon’s CEO, Jeff Bezos. 

Amazon learned very early in its development 
all about the benefits of what eventually came 
to be called “the long tail”. If you graph books by 
the numbers they sell, you will end up with a Bell 
Curve. The rare, very high sellers will be down one 
end, then the curve will lift into the books that 
are popular and sell in fairly high numbers, then 
the curve will dip down into less frequently sold 
books, until they reach the long tail, where the 
books that sell rarely are listed.

Amazon found out that if it went to the trouble 
of making those books in the long tail available 
for sale, this would result in a surprising overall 
lift in sales. That’s because customers could get all 
the popular books anywhere, but the rare books 

M18 FORCE LOGIC 3” Underground Cable Cutter w/ Wireless 
Remote in its native habitat. The remote control is not a One-Key 
link, but a separate radio frequency controller, enabling reliable 
long-range activation.
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only from Amazon. And while they were placing an order for 
the rare books, they would order whatever other books they 
might want at the same time.

When Mr Galli says this tool will be quickly adopted, he is 
not really exaggerating. This represents a genuine, inventive 
improvement in safety. There could be court cases where 
defendants are asked, after serious injury or even the death 
of an electrician, “Why did you not use the Force Logic remote 
controlled cutter?”

Once a maintenance company has purchased a Force Logic 
cable cutter, there begins a strong pull for the company, if it 
has used a different tool line to Milwaukee, to consider con-
verting. It’s not just a matter of saving costs by consolidating 
on a single tool brand. It’s also a pure matter of management. 
Keeping several hundred workers supplied with the correct 
batteries, chargers and tools for one brand is hard enough. 
When it becomes two brands, it is nearly certain that errors 
will occur. By creating a single, “must have” tool, Milwaukee 
opens a way to expansion in markets with a high value.

Analysis
It is worth at least skimming through the transcript of Mr 

Galli’s presentation that we present on the following pages. 
There are many interesting points he makes that we will not 
reiterate here.

What developments can we expect from TTI in the future? 
By this time next year the surest bet HNN can make is that 
Milwaukee will release an even higher capacity battery than 
its current nine amp-hour model, probably as high as 12 amp-
hour. It’s quite possible that TTI will choose to develop this 
using the new, larger battery cell size, which has already been 
adopted by Metabo (now part of Hitachi). 
These batteries have a number of advantag-
es, including increased power per cell over 
standard cells, and better management of 
thermal issues. 

Another option would be for Milwaukee 
to make use of the latest battery size, which 
is being pushed by electric car maker Tesla. 
The current standard cell size is 65mm tall 
with a 18mm diameter. The battery used by 
Metabo is 70mm tall, by 20mm diameter. 
The new Tesla battery is 21mm diameter by 
70mm high. According to Tesla, this battery 
size was based on starting with a “blank 
sheet”, rather than by building on acciden-
tal historical precedent. Tesla states that 
use of these larger batteries will not result 
in an increase in battery pack size, due to 
more efficient use of space in packaging the 
cells. Due to volume demand from Tesla 

Top: the new-sized Tesla battery is designed to optimise all aspects of the 
battery itself, rather than to fit into standard applications.
Bottom: Tesla’s “Gigafactory”, located near the town of Sparks, Nevada, USA. 
The factory is expected to reach full production capacity by 2020.
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for its new Model 3 cars, prices on this larger cell would likely 
drop sharply during 2017.

The two other developments which HNN thinks are likely 
over the next two to three years, are the addition of some 
form of video facilities to some Milwaukee products, and a 
complete reset of Milwaukee’s “sub-compact” 12-volt FUEL 
line of cordless tools. Video has become a common communi-
cation tool for the Millennial generation, and HNN remains 
convinced that adding video monitoring capability to devices 
such as lights could introduce substantial communication, 
monitoring and safety benefits.

Mr Galli did mention Milwaukee’s sub-compact line of tools 
during the presentation. He pointed out that TTI had long 
worked on developing the smaller tools, while competitors 
had not. This is partially true, as certainly DeWalt has a very 
poor lineup in the sub-compact area. Makita, however, has 
substantially upgraded its sub-compact line, moving from an 
in-haft battery, to a more standard slip-on style. Milwaukee 
could possibly upgrade these tools along the lines of Makita, 
and add One-Key technology to them at the same time.

http://abscosheds.com.au/


http://starrett.com.au/
http://starrett.com.au/
https://www.facebook.com/Starretttools/
https://twitter.com/starretttools
https://www.linkedin.com/company/starrett
https://www.youtube.com/user/lsstarrett
http://starrett.com.au/
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We are delighted to share with you yet an-
other record-breaking year. Sales are up 9.8% 
in a marketplace that is not going anywhere 
near that. We are totally outpacing our com-
petitors in every geographic region. Sales 
of our power equipment business were up 
an amazing 13.3% [in local currency]. This is 
not just Milwaukee, this is our entire power 
equipment business. Our DIY business, our 
OEM business, our outdoor business. These 
results reflect just amazing performance in 
our local operations around the world.

TTI 2016 Results 
Transcript

Transcript of the 
presentation of 
TTI Group results 
for FY2016.
Image: 
Left,  
Horst Pudwill, 
chairman of  
TTI Group.
Right, 
Joseph Galli, 
CEO of TTI Group
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Floorcare down 3.3%, but that is misleading when you 
consider that the future of our floorcare business [sales 
of cordless] was actually up 53% [in local currency]. So our 
overall floorcare business needs to be improved, we recognize 
that we are dedicated to that. But let us not lose sight of the 
progress our team has made launching a very exciting stream 
of cordless floorcare products.

You will see in a moment that we have an outstanding 
pipeline of new products in floorcare that will fuel the turn-
around of the business and help it to catch up to the power 
tool progress that we’ve made. As Frank has pointed out, our 
sales are up double digits, gross margin up 50 basis points. 
This is the eighth consecutive year of improvement in gross 
margin. The eighth consecutive year. Up 36.2%, and we were 
able to able to leverage our sales growth EBIT performance at 
12.6% growth. Net profit is up 15%, which in the environment 
in which we are in, with the level of investment we’re making 
we think is quite acceptable.

This is a chart we love to talk about. So for eight consec-
utive years we have driven gross margin up from a modest 
starting point of 30 .8% to a level now at 36.2%. As Horst 
pointed out at the start, we’ve basically doubled our output 
in China with the same headcount. So think about that: 
we’ve doubled our output with the same head count. We are 
uniquely positioned to transition to any geographic region 
such as the USA, if the legal environment and the political 
environment creates an opportunity or a requirement to 
produce there, we can move at a very quick rate. And I’ll show 
you that in a moment.

As Frank pointed out, working capital was better than last 
year at 16.4%, that’s world-class, that still continues to be the 
best in the industry. And yet we do think there is room for 
improvement, in inventory as we go forward. But what we 
won’t do is to compromise our service level to our customers. 
If you were to look at Home Depot or Bunnings or any of our 
other major customers, what you 
would see is that we are routinely 
awarded vendor of the year recog-
nition for outstanding service lev-
els. We retain and exceed the levels 
of our competition and we are 
doing it with an acceptable level 
of inventory. While that may come 
down a bit as we go forward, but 
never at the expense of customer 
service. That is a hallmark of TTI.

Milwaukee

So, you know, look, the Milwau-
kee business is one of the growth 
engines of the company along 



61

hnn.bz

with Ryobi. We were able to grow Milwaukee last year at 21%. 
Now think about that: 21% growth in the power tool industry. 
We are not in Silicon Valley here, we’re talking about power 
tools, a GNP business for years and this significant part of 
the company is growing at 21%. As we have shared before, our 
plan is to grow at a 20% clip really for the next five years at 
Milwaukee as we continue to take market share and stimu-
late market growth with our cordless strategy. I’m going to 
share that with you here as we go.

The Milwaukee growth is extraordinary not only because 
it is at 21%, but because we are able to do it in every region 
that we are tracking around the world. So North America was 
really strong at 20.6%, but Europe was the star of the compa-
ny last year with a 21% growth rate in Milwaukee.

As you know, the European theatre is in a state of contrac-
tion, there is all sorts of concern about the economic health 
of the region, and yet TTI was able to build Milwaukee at 
21.3% growth. That is maybe the most exciting result we had 
last year. Of course, rest of world is paced by Australia and 
New Zealand, where we have become the number one pro 
supplier of power tools. But also we are beginning to focus on 
other countries in Asia, like Korea, like Taiwan, where we’ve 
had amazing success with their Milwaukee program. Not at 
a discounted level, we are going in with significant premium 
pricing, and we are finding users willing to pay up for the 
quality and the safety that we provide with Milwaukee.

Manufacturing in USA

Horst mentioned upfront and I think that it is import-
ant to point out now, that we have never put all your eggs 
in one basket when it comes to manufacturing. We have an 
outstanding manufacturing foundation in the US, this is not 
something that we reacted to, this has been in place for a long 
time. For a lot of reasons, we always felt we should have geo-
graphic diversity when it comes to manufacturing. We also 
have manufacturing in Europe by the way. These decisions 
are made based on a strategic plan 
that would allow TTI to flourish no 
matter what local laws are passed. 

So if something happens in the 
US, and there’s some sort of border 
tax, it is going to affect everyone 
equally, everybody manufacturers 
in Asia, it is not like we are the only 
company producing power tools in 
China. The great news is that we are 
positioned to ramp up fast in our 
manufacturing operations. We have 
two Milwaukee factories, we have a 
Ryobi operation, a floorcare opera-
tion, and a handtool operation. We 
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have a lot of friendly [US state] governors that seem to be 
anxious to fund our decision to increase manufacturing. 

So if you say what is going to happen to TTI if we do this? 
Well first of course the US has higher labour rates, but you 
save on freight. We have learned to automate our manufac-
turing and we have proven that over the last five years, and 
we have an amazing world-class manufacturing operation 
in China, that is a perfect operation to supply the rest of the 
world. The US is, everyone is speaking about today about the 
US, but we are growing like crazy in Canada and Europe and 
Australia and Korea, and Latin America, so we have China, 
China is ready to go to supply the rest of the world if the US 
focuses on production locally.

Again I think that you have to understand that the laws 
that may come across in the US will not discriminate, every 
manufacturer will be dealing with the same situation. It is 
just the winner will be the company that can move the most 
quickly, and I think that our execution track record speaks 
for itself.

Future leaders

Okay, so here’s another interesting highlight of the compa-
ny’s success. We are continuing to be dedicated to hiring col-
lege graduates to provide manpower for our growth. So this 
year we will actually hire over 500 college graduates over 50 
campuses in the US, and in another 12 countries around the 
world. This is a program that provides the future leadership 
for TTI. It is an interesting group that we hire. These Millen-
nials that we hire, they are 52% female they are 18% bi- or 
trilingual, we look at 100 resumes and we pick one, we do that 
500 times and then the top 10% of those people are promoted 
into the company’s opportunities or product management 
jobs etc. around the world. 

There is no one in our industry that is remotely close to 
this kind of commitment to developing future leadership. 
It is one of the things about having so many Millennials 
around, the Millennials all want to 
save the world, but they also live on 
social media, and they think their 
iPhone should control everything. 
So you’re going to see TTI blazing 
a trail when it comes to iPhone 
and Bluetooth capabilities on our 
products, whether it’s in floorcare 
or power tools. 

This is an enormous advantage 
that I think is underestimated. I 
think to have a group of 50-year-
old executives sitting in a room 
trying to figure out how to turn the 
iPhone into a device on the jobsite 
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might not be the best strategy. And I think that our campus 
recruiting program is going to bear fruit as we move forward.

Thinking about the market

I would like to introduce today, a way for you to think 
about our market over the next five years. Many people have 
said, what are you going to do next? Horst and I talk about 
this all the time. Milwaukee is growing like crazy, Ryobi is an 
amazing success story, what is going to happen next?          

We wanted to share with you our vision about the mar-
ketplace over the next five years and to give you some con-
fidence that we can continue to grow our company the way 
you have in the past and deliver outstanding financial results, 
in the businesses we serve today.

 And this growth we have will be fuelled by what one of 
the most prominent analysts of our company has coined the 
phrase “the growth drivers” to describe. We have Milwaukee, 
Ryobi are powerful growth drivers, soon to be joined by floor-
care.

 Let me show you how that growth will manifest itself in 
the market.

 So first of all we we think in five years, we are talking 
about serving a market that could be USD35-USD36 billion 
plus. These are internal estimates, this relates to marketplace 
that we are in fact helping to create, and develop. So our vi-
sion is to stimulate and create a market, much in the way that 
Apple did with the iPhone and the iPad, and we want to be in 
a position to harvest the benefits of that creation. 

We recognise that we are never going to control the whole 
market, and I think what people miss, none of our compet-
itors have to lose for us to win. We have some very good 
competitors — Bosch, Mikita, Stanley, DeWalt — these are 
well-managed companies ,and they are very strong in many 
geographic regions. We intend to be real leaders in the mar-
ket, particularly in cordless, where we already are exhibiting 
that leadership. What we create here will benefit everyone, 
and the key is that we want to be 
the Apple, we want to be in the van-
guard, and to be the company that 
is creating the opportunity.

Network effects

The power tool market has 
changed dramatically. The reason 
this is so exciting, is because of 
what we call the network effect 
in cordless. In the old days power 
tools was called a “best of of breed” 
business. So you’d walk into a Home 
Depot and you would buy a Mil-
waukee Sawzall, a Bosch router, a 
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Makita circular saw. And you were considered to be a smart 
user if you knew what brands to buy for what category. And 
there was no interconnectivity, so your truck looked like a 
rainbow of colours, and it did not have and it did not matter if 
one tool could talk to another, because there was no synergy, 
no connectivity. 

That is all over now. The power tool market is going to go 
to cordless. In fact the whole power equipment market is 
going to go to cordless, including floorcare. And the opportu-
nity for us is because we have the broadest network work the 
broadest range of products that work off the same battery 
platforms, we think that we can convince the user to buy our 
kits to start and lock them into our network over the long 
haul. And this is a way where you can build a much higher 
level of marketshare at a much higher level of growth than 
the old best-of-breed days.

    Let’s take a look at this cordless market potential. So the 
total power equipment market potential we think is USD36 
billion. That is a big number for 2021, much bigger than today 
more than double that it it is today. So there are nine drivers 
we have found, nine things that we think will help stimu-
late that and I will share with you why we think we are in a 
unique position to harvest the biggest benefit of this growth.

          So first of all there is the logical corded to cordless. 
Corded power tools are obviously going to become obsolete, 
just like land lines have in the telephone arena. We think that 
we will continue to stimulate a switch from corded to cord-
less. This is happening as we speak, it is happening at a much 
faster rate than people realize, even in floorcare. And it will 
continue to happen. 

But that is not the only opportunity here that is driving 
growth. We have pneumatic, traditionally pneumatic prod-
ucts that are moving to cordless. Now pneumatic products 
are driven by compressors with a hose. They are heavy, they 
are awkward they are noisy, they are awkward to use while 
cordless is incredibly liberating, as there is no hose, you’re not 
tethered, the noise is very differ-
ent, we think that it represents the 
future.

          So we have gas [petrol] to 
cordless. This is huge. The green-
house gas movement, the whole 
notion of environmentally friendly 
products, is going to benefit TTI, 
because we are in the vanguard 
here of developing cordless prod-
ucts to replace petrol. It is mostly in 
the outdoor area, though there are 
some heavy equipment categories 
that also fall into this category,         
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Next we have a massive opportunity that we’ve literally 
created and pioneered, that is the whole notion of lighting. 
So, every jobsite, gets dark in the evening. And every jobsite 
when the building is not complete there is no power, there is 
no light. So you need to provide temporary lighting sources. 
Traditionally these are based on archaic dangerous halogen 
products, that are running off of generators, or off of a main-
line. And with the TTI technology with Milwaukee cordless, 
and also Ryobi technology, we can light up a jobsite with the 
same battery that people use for their tools. This is such a big 
category you cannot believe it. There is no one even remotely 
close to TTI in terms of the range of products, or the innova-
tive solutions for this category.         

Next we have the whole idea of power assisted hand tools. 
So handtools can because cordless products are becoming 
lighter and more powerful, we can take traditional categories 
that were manual, and turn them into power-assisted prod-
ucts, cordless products. We have a unique opportunity here 
because we are the only company that is committed to what 
we call subcompact cordless, ultrasmall cordless products, 
that adapt themselves to automating these manual applica-
tions.         

Next you have hydraulic. When you hear our US president 
talk about infrastructure, you should think, oh my goodness, 
TTI is in a great position. Because we have been working on 
infrastructure products for the last five years. One of the 
key infrastructure areas is the old hydraulic. These hydraulic 
tools are tools powered by large, noisy, dated contraptions 
that haven’t been rethought for decades. We have been able 
to take cordless products, and come up with solutions here 
that will liberate the infrastructure user, and I will show you 
some of those products today. We have over 50 infrastructure 
oriented products that we are rolling out this year alone. I 
don’t think anyone else has even thought about the category 
like that. This is a exciting part of cordless.

One of the things that you see with the whole iPhone 
market is that people today replace 
their phones much more often than 
they used to in the old days, before 
cordless phones existed. The same 
is true in power tools. The users 
don’t want to be caught on a jobsite 
by their customers using a cordless 
tool that is three or four years out 
of date. So the replacement cycle of 
power tools is changing rapidly. It 
is not iPhone and it is not iPad yet, 
but is a lot more frequently. In the 
old days power tools would be in 
place six, eight, even 10 years. Now 
three years is kind of the average 
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cycle. It varies based on the user.
One of the things that people are grossly underestimating 

is the long-term impact of the battery aftermarket. Remem-
ber that batteries have no price elasticity. If you’re in a sys-
tem, if you’re in a Ryobi or Milwaukee system, the battery re-
placement is a “must” purchase. The margin potential for the 
companies that control or that have leadership in cordless, 
is immense. We have not even begun to benefit from what is 
going to happen as we look three or four years out because 
there is a lag time for the battery aftermarket. But it is a very 
exciting element of our future.          

And let us not forget, there is a significant opportuni-
ty in cordless that is very different from the old days of 
power tools. So a user walks into Home Depot today. They 
buy a combo-kit of Milwaukee tools, say a drill, an impact 
driver and a saw. Suddenly our rep sits with him and says 
you know if you buy, you’ve already made an investment 
in this USD1000 combo kit, you can buy bare tools, tools 
without batteries or chargers, you can buy them for fraction 
of the cost of a loaded cordless product. So instead of pay-
ing USD250 for a cordless circular saw you can buy one for 
USD89, a bare tool, and use the battery you already have to 
power that circular saw. 

So we have, we have trained our sales reps network very 
carefully to encourage you users to add on to their purchase. 
And so the ASPs [average selling prices] of our sales have 
gone from in the old days where we were USD99 or USD199, 
and today it is very common for us to sell USD1000 worth of 
tools or USD2000 worth of tools to one user who was plan-
ning to spend a couple hundred dollars, and suddenly they 
realise the economic benefit of these bare tools. If you go into 
our retail partners or our industrial distributors, you will see 
bare tool walls now, that are on display. We are not the only 
company in this business, we’re just the furthest ahead. And 
we intend to market the bare tool benefits in Milwaukee, in 
Ryobi and in floorcare and in all pockets of our company. It’s a 
major deal.

One thing that I may also men-
tion to you is that we are also the 
only company that has discontin-
ued Nickel Cadmium batteries in 
the professional side of our mar-
ket now. And our competitors are 
talking about cordless and they’re 
selling a lot of cordless, but there 
is an interestingly high percentage 
of toward the sales by some of our 
competitors that are still Nickel 
Cadmium. Which is an out of date, 
archaic technology. 

The reason they do it is because 
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it is inexpensive, and it allows the numbers to be better. We 
decided to discontinue NiCad, but there are many NiCad 
cordless products that are in the installed base around the 
world, and that is a frothy target for us to go after. We want 
to pursue those NiCad users and liberate them with the won-
derful qualities of Lithium-ion batteries. We are in a position 
to do that because we don’t have to worry about our NiCad 
sales going down. We discontinued NiCad seven years ago. At 
great pain at the time in terms of sales and profit because we 
were absolutely committed to Lithium. 

Maybe you say USD36 billion is crazy, I can’t get my mind 
around the market that big, even if it’s USD30 billion, the 
implications for us, and I have a feeling my people think that 
I am conservative, so, believe it or not, they think there is 
more opportunity than I have just articulated. Who knows 
what it is, the fact is we are creating the market for cordless, 
we’re driving it, we are convincing users to switch. Our com-
petitors are benefiting too, so if competitors come out with 
an announcement and their sales are up and not down, that 
doesn’t mean we are losing share, that doesn’t mean that it is 
affecting us,. I actually think it is good, I think it shows that 
the overall market is healthy, and we have created opportuni-
ties for everyone.

Now my chairman expects us to be leaders and believe me 
we will. We will be leaders in the space. But I think you know 
every time that a competitor sends out an announcement, 
and their sales are up four or five points, it doesn’t mean that 
it will have any effect on us.        

And in fact, our leadership position in power tools is crys-
tal-clear. The fastest-growing segment of cordless, over the 
last five years, is called “subcompact”. These are ultracompact 
cordless tools that are, that cater to the user of the future. 
These are ergonomically friendly tools that are easy to use, 
they are lightweight, because lithium and because brushless 
motors combined are are able to give you so much power, 
with such light weight, we are able to replicate what tradi-
tional full-size tools can do, with 
these tools that weigh a fraction, 
a third as much. We are the only 
company that has made a com-
mitment to subcompact. We have 
competitors that are talking about 
new generations of cordless that 
cover all kinds of platforms and all 
kinds of voltages and they skip the 
whole subcompact sector.

So I always thought cordless 
products were supposed to be 
smaller and lighter more compact 
and more compact than corded. 
Like the iPhone. People are not 
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buying cordless phones that look like landlines, they are 
buying smaller lighter more compact phones. That is what 
subcompact gives us. If you look, we have raced ahead in 
the space, and it is almost game over, there is no one that is 
even close to having the leadership position in the 80+ some 
compact tools that we have, and will have hundreds and hun-
dreds in the next five years. 

And we also, make no mistake, have a clear leadership po-
sition in terms of technology and breadth of line and user ac-
ceptance when it comes to full-size cordless tools. And if you 
look at that picture five years ago there were 25 tools in the 
picture? Five years from now I’m going to have to get Horst 
to get us a bigger screen because there will be three times the 
amount of cordless products that you see in that photo. 

It was interesting Bloomberg, this morning I was doing 
a live interview with Bloomberg, and they were asking the 
same tired cliché questions, such as what is your biggest 
worry as a CEO. My biggest worry is hiring enough engineers 
to develop all the products that our guys have come up with. 
Our product pipeline is so stacked, that the trick for us is how 
do we convert all that those cool ideas into products that we 
can bring to the market. So far we are doing pretty well, and 
we are hiring an awful lot of engineers. But it is a high-class 
problem to have.

Now, I love the notion of twin drivers of growth. We have 
not only amazing success with Milwaukee, but you have to 
recognise the Ryobi brand has gone from one of many do-it-
yourself (DIY) power tool brands to a point where today it is, 
Ryobi has a commanding global leadership position in DIY 
power tools and particularly in DIY cordless. 

This is amazing. You know, if I ask you to name the num-
ber two competitors in DIY tools, you will have a hard time 
coming up with it. That is because it’s Ryobi and then there 
are five other brands that are almost meaningless in this 
category. And there is no global brand, and there is no brand 
that has taken the notion of an overarching platform, where 
one battery works in outdoor prod-
ucts, garage door openers, a host of 
power tools and so forth. When we 
talk about cordless, it is true that 
the professional market for cordless 
is going to be vast, and probably five 
times bigger than DIY. But the DIY 
market, is also big too. And we are 
ready to go with Ryobi in the DIY 
side. It’s very exciting.

There is one other thing that 
Horst and I feel like we should clear 
up, with the investment communi-
ty. If housing starts in US go down 
3% investors sell our stock because 
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people think it’s going to have some kind of effect on TTI. 
And it is true. ResCon [residential construction] in the US 
and worldwide is an important segment for TTI. It is about 
USD1.8 billion for 2021 out of the USD36 billion total mar-
ket. But there are 23 other verticals that I never hear about 
from our investors or analysts. So think about it, there are 24 
verticals, ResCon gets unbelievable airtime. Now one of our 
competitors, is high profile focused on ResCon, and I know 
that because I launched their brand, and I wrote this strate-
gy, it was all ResCon. But TTI is different, we are focused on 
a broad-based, hyper-focused on a broad base of verticals 
including all these infrastructure areas that you hear the 
new US president talk about. But I can tell you, there is a lot 
of them. And we are not just a ResCon company. And you will 
see today some examples of this.

Let us look at some whole highlights on Milwaukee. There 
are way too many for today’s review, but like always we’ll just 
hear some highlights on some new things.

We were first to market with the world’s highest power bat-
tery, the nine amp hour Milwaukee high-output battery. It is 
selling like crazy, we expect our competitors to launch similar 
versions six months to a year later, which is fine. We will have 
a new version, as you know, in the future to stay ahead. But 
we cannot keep these high-powered, high cost power tools 
fueled by that battery in stock. It is amazing what has hap-
pened with these products.          

The highlight of our fourth-quarter launch program was 
our mitre saw. We have engineered a cordless mitre saw that 
is actually smaller, much lighter and more compact than 
corded units. And even the other cordless units. And it is 
selling like crazy. We are thrilled with the reaction to this 
flagship product. 

Perhaps the biggest opportu-
nity is not as sexy, this is a line 
of mid-torque impact drivers 
and impact wrenches. These 
products are used in a variety 
of infrastructure applications, 
to drive lag bolts or any kind of 
threaded mechanical fasteners 
that are a little bit thicker, which 
is what you see in the infra-
structure arena. We have a line 
of these that is unique, they are 
incredibly powerful, and this is 
designed to replace the pneumat-
ic impact wrenches that you see 
in all sorts of applications. You 
recognize them in the automotive 
channels because if you get your 
car repaired you will see these 
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pneumatic impact wrenches when you buy new set of tires. 
But what you don’t see perhaps is the nuclear power plants, 
or the offshore drilling rigs, and the thousands of infrastruc-
ture projects that rely on this kind of device. The thing is 
historically they have been pneumatic, in the future we think 
they will be cordless. We won’t get 100% of of it, we will get 
an awful lot of this cordless market because we are first and 
because we have terrific design.

We are also entering on the Milwaukee side, the petrol re-
placement outdoor products. These are great for professional 
landscapers. This is yet another range we are relaunching. 

I think one of the biggest opportunities for the company 
in a line that is still very much underestimated and misun-
derstood is high-performance lighting. Here is an example of 
a wonderful infrastructure product. A utility, if you ever see 
a utility repair man working on a power line, they are lifted 
up in a bucket, a cherry picker, a device that raises you up so 
that you can work on the powerline. So this is a bucket light, 
it hangs off of that bucket. Because a lot of times the power 
goes down at night and a lot of time that user is up there 
trying to fumble with a flashlight, and fix the issue. So these 
lights are designed to change the way the utility worker can 
light up his jobsite. There are dozens of these high-perfor-
mance lighting products, that we are rolling out that all use 
the same batteries as the 12-volt and 18-volt system, they are 
all unique to TTI, they all used the unbelievable LED lighting 
technology which replaces the dreadful halogen and fluores-
cent incandescent solutions of the past. The potential for this 
is so vast that I think people cannot believe it.

This has become very topical. As Horst knows we were 
working on these devices long before a new president of the 
United States. This is a an example of an infrastructure-cen-
tric product. This is a three-inch thick cordless cable cutter. 
So if you are working on lines, cable lines under New York 
City, under the streets, and you need to cut a three-inch cable, 
you are not going to do that with a wire cutter. 

Historically people do these with these enormously ex-
pensive hydraulic cutting devices. And they are inherently 
unsafe because if it’s a live wire there is no real way to check 
that and you can get this arcing 
which is not a good thing. So we 
have a remote control cable cutter. 
So you can orient this to cut the 
cable, you can activate it remotely, 
if there is any juice in the cable, 
there is no danger to the user. 
So this will be adopted by safety 
oriented countries in a millisecond. 
And it is cordless, it works off of 
the same batteries as the rest of 
the system. It won’t get, it’s not a 
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sexy product the sales and retail, but it’s an infrastructure 
product, that has got vast potential.

 Here’s another example. This is another cable cutting 
product, this is to a cut above ground cable. There are lots of 
these, various types of, we call them “ForceLogic”, hydraulic 
replacement products. All infrastructure based, whether it’s a 
dam, a bridge, or tunnel, all these infrastructure projects need 
these kind of tools. We are trying to liberate that user too, not 
just the DIYer, with a cordless solution, that uses the same 
battery they use in their drill and their saw. 

This is how we come up with crazy numbers like $36 
billion. The infrastructure market is, the potential is hard to 
size. But I can tell you whatever it is, we intend to be leaders 
in the space.

We also, one of the cool things about having a floorcare 
company and a power tool company together, is that we can 
sell an awful lot of floorcare devices under our power tool 
brands targeting different users. So this is a Milwaukee pole-
vac, it is superpowerful. It is a different user than a Hoover, 
a Dirt Devil or a Vax user. It is for a jobsite user that needs 
a quick cleanup with a lot of power. It is noisy, it has great 
suction, and it is perfect for jobsites. By the way I believe a lot 
of contractors will take these home too, so that’s okay.

Now here’s an interesting thing, the benefit of hiring 
Millennial’s again, is that you develop marketing ideas and 
products that are tied to your iPhone. So this lovely device is 
called a “Tick”. It is not meant to be a brand name that makes 
you feel good, but it is descriptive. So the Tick is a jobsite 
tool and construction tracking device. There are consumer 
versions of these things but they don’t hold up on the jobsite. 
They don’t have quite the distance capability. So this has got 
100 feet distance capability, it is indestructible, you attach it 
to a ladder, a drill, or wheelbarrow. Or your kid’s motorcycle, 
whatever it is. You attach it to any device and it will track, on 
your iPhone, using the same Milwaukee One-Key app that is 
being downloaded at record levels in our industry, that same 
app is used to track these Tick-enabled platforms. Anyway it’s 
not a great brand name, but the margins and the sales poten-
tial are quite exciting.   

Okay let’s turn to Ryobi, the 
other growth engine of the compa-
ny today. Ryobi will be the number 
one in the world for consumer 
or DIY cordless. We are number 
one above Bosch, above the old 
Black & Decker brand, which I was 
involved with, all the brands in 
Australia, the US, etc. 

But that number one position 
is only going to get better. So here 
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is just this first six months this year, we are going to launch 
myriads of new cordless One+ products. We have a mitre saw, 
we have a brushless hammer drill, we have a belt sander, the 
first time in one place. You have a really cool sump pump, a 
cordless sump pump, which has lots of applications around 
the home, and I think we’re going to see these on jobsites. 

You have a glue gun cordless, finally. You have a palm rout-
er, you have an inflatable toy inflator, we’d never put this in 
Milwaukee, but in Ryobi it’s perfect. For an air mattress etc. 
It’s the same battery you use in your drill, so you can see the 
potential for this in the home. 

We have a palm sander, and the list goes on, there’s a new 
planer, we have so many One+, so many ideas from the DIY 
team, that I think we are very confident over the next five 
years that we can grow that business. Not at the rate of Mil-
waukee, but certainly way above what the market expects. 

And remember cordless is inherently more profitable than 
corded. Because of the network effect which accumulates 
even more sales, and the battery aftermarket. It is quite excit-
ing. 

And our key retailers are 100% behind the Ryobi One+ phe-
nomenon, in fact they’re helping to drive it because they’ve 
seen the benefit. 

You know none of this stops with outdoor. Our outdoor 
team has been outstanding at coming up with innovations. 
The whole idea of outdoor is to liberate people from petrol, 
to cordless. Naturally, we’re still selling petrol, we still have 
a few plug-in outdoor products, but the future is going to be 
increasingly more cordless. 

This is our fifth version of an 18-
volt string trimmer. This one with 
a brushless motor. So it is lighter, it 
is more powerful, it has less noise 
and it has amazing performance 
for an 18-volt string trimmer. We 
have a mower, that is a 40-volt 
mower that will literally replace 
your gas or petrol lawnmower. 
One charge gives you 45 minutes 
of runtime which is the same as a 
tank of gas. And its cutting perfor-
mance is amazing. There is no cord 
to pull, there is no noise, there’s no 
greenhouse gases. Suddenly we 
have a cordless growth driver in 
a space where we’ve never partic-
ipated which is the lawnmower 
space. The new blower, same thing, 
fantastic, revolutionary blower off 
the same battery as the mower. 
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Okay so the final part of our story this morning is floor-
care.

We are not pleased with the performance of our floorcare 
operation worldwide. We are incredibly pleased with the 
strategy that our team has put together. As Frank pointed 
out up front and Horst. We have hired an outstanding team 
in floorcare. We are focused on a strategy that we think long-
term will allow TTI to succeed. And the focus is on cordless 
and robots. And the focus is not just on “me too” products, 
but it is on technology. For example, we created a capability 
called “React”. React actually adjusts automatically. The floor-
care products, corded or cordless, it will adjust the vacuum 
cleaner’s height to the floor surface and set the brush and 
the height to exactly the height you need for that surface. So 
what house or what building has the same for floor surface 
everywhere? None. So you go from carpet, to tile to lino-
leum, to another floor surface. This will adjust because it has 
sensors in the system. And it’s controlled by your iPhone, 
there are so many capabilities here that we think we are onto 
something really big with floorcare. And the technology is 
called FloorSense and it’s amazing and it will also adapt to 
cordless, which we will launch later this year.

         We are finally are launching our robots. Robots are 
tricky because the suction is important, but we think we 
have robots that will be really cool whizzing around your flat, 
and also deliver the appropriate suction, that we’re proud of, 
with the Hoover and the Vax brand names. 

We have some wonderful success over in the UK with our 
new cordless Vax products. So if you look at the overall sales 
you may say well, gosh these guys are really struggling in 
floorcare, but actually it’s not true. Because the hottest prod-
uct right now in the UK is the Vax blade, which is a unique 
product that we pioneered, we launched it in the UK. It has 
this technology called “Helix”, which orients the motor on its 
side and gives it it more suction and separating capability 
than a traditional motor. And it is cordless and it’s a pole-vac 
so it weighs like one-third of an upright vacuum cleaner. It is 
an example of thinking dif-
ferently in floorcare in a way 
that will allow us to achieve, 
we think, in the future what 
we’ve been able to pull off in 
the past with power tools.
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• Lowe’s develops 
app for in-store 
navigation

• True Value 
reports its annual 
results

True Value Company 
reported total gross 
billings of USD2,073.7 
million (AUD2,733.1 
million) for the year 
ending Dec. 31, 2016, up 
2% or USD40.5 million 
(AUD53.3 million) com-
pared to the prior year.

Revenue was 
USD1,514.1 million 
(AUD1,994.6 million), 
an increase of 1.1% 
or USD16.9 million 
(AUD22.2 million).

Destination True 
Value (DTV) compa-
rable store sales were 
up 3.7% for the fiscal 
year. The company 
also experienced its 
sixth consecutive year 
of increased annual 
sales and third year of 
sales from new stores 
exceeding the lost 
sales from terminated 
stores.

Total retail compa-
rable store sales were 
up 2.5% with increases 
across six of nine mer-
chandise categories, 
led by farm ranch auto 
& pet, lawn & garden, 
and paint.

In 2016, True Value 
completed its second 
full year in the imple-
mentation of its stra-
tegic plan, achieving a 
double-digit increase 
in net margin over the 
prior year.

During the year, True 
Value’s targeted initia-
tives and investments 

led to the following:
• A record 101 

remodelled stores 
and 68 completed 
ground-up stores, 
representing over 
960,000 square 
feet of retail space

• Named No. 1 
retailer in the 
Temkin Experi-
ence Ratings and 
improved score 
in the J.D. Power 
Rankings follow-
ing the roll-out 
of new customer 
service training 
for retailers

• Enhanced fulfill-
ment options, in-
cluding a retrofit 
of three distri-
bution centres 
enabling two-day 
shipping for 
customer orders 
placed in True 
Value stores

• Significant sales 
growth in the 
Customized True 
Blue assortment 
program with av-
erage retail sales 
up 4.7% year over 
year at participat-
ing stores

• Increased inter-
national sales of 
14.5% and 11.6% in 
paint sales

• Successful 
fleet transition, 
resulting in an 
expected USD3 
million (AUD3.9 
million) reduction 
in transportation 
costs for retailers 
in 2017

https://goo.gl/8JIlpR

usa update
Growth continues for 
True Value in 2016

RETAIL SALES: TOP-PERFORMING PRODUCT CATEGORIES

FINANCIAL HIGHLIGHTS

Gross Billings

$2,073.7 
Million

 Up 2.0 percent

Revenue

$1,514.1 
Million

 Up 1.1 percent

 Net Margin

$23.7
Million

 Up 24.4 percent 

2016 YEAR-END
PERFORMANCE

“True Value is two years into executing a plan that will serve our retailers’ needs and 
ensure their long-term growth and profitability, making them relevant for 

generations to come,” said President and CEO John Hartmann. “I am proud of our 
accomplishments in the areas of growth, infrastructure improvements, product 

assortments and operations.”

Lawn & Garden
 7.2%  3.7%

Paint
 10.8%

Farm & Ranch,
Auto & Pet

 3.7%
Hardware, 

Lumber & Building

RECORD-BREAKING GROWTH
 

GROWTH EFFICIENCYENGAGEMENT

Retail Comp
Store Sales

 Up 2.5 percent

INTERNATIONAL GROWTH

DTV Retail
Comp

Up 3.7 percent

RYDER PARTNERSHIP

25 Basis Point Reduction in 2017 Freight 
Rates Resulting in:

$3M Reduction in
Retailer Fees

6% Improved Fuel
E�ciency in 2016

Sales up 

14.5%

101 DTV Remodels
Completed in 2016

68 Ground-up Stores
Completed in 2016

We have broken a nearly decade-long 
trend of negative net new sales growth; 
for the past three consecutive years, the 
sales volume from our new stores has 
exceeded sales from terminated stores.

Paint Sales up 

11.6%

TRIED AND TRUE PRODUCT ASSORTMENTS

11,000 Unique New CTB
Assortments Sold in 2016

PARTICIPATION MATTERS

+4.7% 2016 Avg. CTB 
Retail Sales Year-over-Year Variance

http://hnn.bz/
https://goo.gl/8JIlpR 
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Lowe’s recently 
launched Lowe’s 
Vision: In-Store Nav-
igation app, the first 
retail application of 
indoor mapping using 
augmented reality. 
Leveraging Google’s 
augmented reality 
technology Tango, 
the app is designed to 
simplify the home im-
provement shopping 
experience.

Customers visiting 
stores in Sunnyvale, 
California and Lyn-
wood, Washington can 
use Tango-enabled 
smartphones to easily 
search for products, 
add them to a shop-
ping list and locate the 
product within the 
store using augmented 
reality.

The Lowe’s Vision: In-
Store Navigation app 
is the latest disruptive 
technology to come 
from Lowe’s Innova-
tion Labs. The Labs are 

focused on creating 
new solutions to en-
hance the retail expe-
rience for customers 
and employees. Kyle 
Nel, executive director 
of Lowe’s Innovation 
Labs, said:

Our research shows 
that helping make 
it easier for custom-
ers to find products 
in stores not only 
makes for a better 
shopping experience, 
it allows our asso-
ciates to spend more 
time advising on home 
improvement projects. 
With Lowe’s Vision: In-
Store Navigation, we’ve 
created a more seam-
less experience using 
breakthrough technol-
ogy so customers can 
save time shopping and 
focus more on their 
project.

Lowe’s Vision: In-
Store Navigation uses 
Tango-enabled motion 
tracking, area learning 

and depth perception 
to guide customers 
through the store 
using a mixed reality 
interface.

When a customer 
comes to Lowe’s to get 
started on a project, 
they can use any 
Tango-enabled smart-
phone to create a list 
of their required items 
in the app and access 
product reviews and 
information to make 
an informed decision. 
From there, directional 

prompts overlaid onto 
the real-world setting 
guide the customer to 
each item using the 
most efficient route 
around the store.  

Lowe’s first partnered 
with Tango to intro-
duce Lowe’s Vision, 
one of the first apps 
to leverage the Tango 
platform. Bringing spa-
tial perception to the 
smartphone, Lowe’s 
Vision acts as a “digital 
power tool” for cus-
tomers embarking on 

a home improvement 
project. The technolo-
gy enables the user to 
measure spaces and 
visualise how products 
like appliances and 
home decor will look in 
their home.

https://goo.gl/Jc8JIX
https://goo.gl/JlZgW1

usa
update

Lowe’s store navigation app

http://hnn.bz/
https://goo.gl/Jc8JIX
https://goo.gl/JlZgW1 
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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• A French start-up 
company match-
es construction 
companies with 
people who are 
ready to do renos

• A second store 
is unveiled by 
Bunnings UK

• Plumbing suppli-
er Wolseley will 
now be known as 
Ferguson in all 
markets except 
the UK

FTSE listed plumbing 
and heating supplier, 
Wolseley, is to change 
its name to Ferguson, 
subject to shareholder 
approval, and exit the 
Nordic region.

The group will 
continue to use the 
Wolseley name in the 
UK market but its 
name will be changed 
to reflect the success 
of its US subsidiary, 
Ferguson. Group chief 
executive John Martin 
said:

Ferguson now 
accounts for 84% of 
group trading profit 
and we have decided to 
align the group’s name 
with our most signif-
icant brand in our 
largest market.

It will henceforth 
report in US dollars.

The British compa-
ny’s announcement 

came as it reported 
trading profit rose 5% 
for the six months 
ending in January, and 
a change of leadership 
at its key US business.

Ferguson’s current 
CEO, Frank Roach, is to 
be replaced by Kevin 
Murphy, the company’s 
chief operating officer. 
Mr Roach is retiring 
after 40 years with 
Ferguson.

Overall, the group 
has struggled in tough 
market conditions in 
Europe, particularly 
in Scandinavia. Its US 
business continued 
to grow, with revenue 
up 5.5% compared to 
4.5% for the rest of the 
group.

It faced price de-
flation and tough 
competition in the UK 
last year. In September, 
Wolseley announced it 

would spend GBP100 
million (AUD165 
million) closing 80 
UK branches and one 
distribution centre, 
cutting around 800 
jobs.

Wolseley revealed 
that profits for the 
six months ended 
January 31 this year 
fell to GBP328 million 
(AUD542 million), com-
pared to GBP367 mil-
lion (AUD607 million) 
in the previous year.

However, revenues 
were up nearly 7% on 
a constant currency 
basis. Changes in 
foreign exchange rates 
saw overall revenues 
increase by nearly 25%, 
rising from GBP6.8 bil-
lion (AUD11.2 billion) to 
GBP8.5 billion (AUD14 
billion).

Despite a rise in sales 
and profits, the group 

continued with plans 
to restructure its UK 
and European business 
following a decline in 
like-for-like revenues 
in both regions.

It has now begun the 
process of leaving the 
Nordic region, having 
identified “few syner-
gies with the rest of 
the group’s plumbing 
and heating business”, 
Mr Martin said.

But share prices have 
risen on expectations 
of continued momen-
tum in Wolseley’s US 
business. 

https://goo.gl/kYzAN6
https://goo.gl/Pze9O1

europe update
Wolseley will rebrand 
as Ferguson

http://hnn.bz/
https://goo.gl/kYzAN6 
https://goo.gl/Pze9O1 
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Travauxlib is a French 
startup that matches 
users with construc-
tion companies so they 
can fix up their homes. 
The company has 
raised EUR1.8 million 
(AUD2.5 million) so far.

Travauxlib said it 
adds both transparen-
cy and a technology 
layer to speed up 
everything before and 
after the home renova-
tion process.

The company usually 
works on complete 
home renovations, 
kitchen remodelling, 
bathroom work and 
home extensions. On 
average, Travauxlib’s 
clients have been 
spending between 
EUR15,000 (AUD21,000) 
and EUR20,000 

(AUD28,000) on 
their home reno-
vations.

But the startup 
doesn’t handle the 
construction work 
itself. It’s a mar-
ketplace with con-
struction partners 
paying to work 
with Travauxlib.

For construc-
tion companies, 
Travauxlib helps 
find new clients 
by showcasing 
their work on its 
website. They can 
generate a quote using 
Travauxlib and bill 
their clients directly on 
the platform. It can be 
a big time saver as the 
companies don’t have 
to take care of all the 
paperwork. Travaux-

lib also works with 
photographers to take 
photos of the construc-
tion projects.

There are more than 
a thousand companies 
currently on Travaux-
lib’s platform. The se-
lection process is quite 

rigorous, according to 
the startup, as it only 
works with a selected 
and “most competent” 
construction business-
es.

At the moment, 
Travauxlib is only 
available in and around 

Paris, but the company 
is thinking about open-
ing new markets.

https://goo.gl/1e69yW

Start up targets French home renos

Customers have been 
welcomed to Bunnings’ 
second store in the 
UK which has opened 
on Hatfield Road, St. 
Albans, Hertfordshire. 

It replaced a former 
Homebase store.

This 40,000 square 
feet (3,700sqm) out-
let stocks more than 
24,000 different home 

improvement and 
garden products. The 
store also features tim-
ber cutting, a garden 
centre, a tool shop, a 
“colour wall” with over 

3,000 tiles – as well as 
paint from Johnstone’s 
Trade, Crown and 
Dulux.

England rugby union 
legend, Kyran Bracken 
joined team members 
to celebrate the open-
ing. Bunnings Ware-
house Hatfield Road 
complex manager, 
Emma Wimble, said:

Our team members 
have worked really 
hard to prepare the 
store for opening and 
we are looking forward 
to helping customers 
and the community 
with their home and 
garden projects. We 
have already helped 

Sandridge School by 
tidying up an un-
used area of land by 
repainting flower beds 
and creating vegetable 
patches so the children 
can set up a garden-
ing club. And we look 
forward to doing more 
with groups in the local 
area in the future.

Stores located in 
Hemel Hempstead and 
Milton Keynes are due 
to be converted by 30 
June.

https://goo.gl/DtYfDj

Bunnings opens its second UK store

http://hnn.bz/
https://goo.gl/1e69yW
https://goo.gl/DtYfDj 
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Ikea has developed 
its own system for 
smart lighting. The 
new range of prod-
ucts is called Trad-
fri — which means 
“wireless” in Swedish 
— and is built around 
the ZigBee Light Link 
standard for connect-
ed lights (the same as 
Philips Hue).

The Smart Lighting 
collection consists 
of Tradfri LED bulbs 
and remote control, a 
gateway kit, a motion 
sensor kit, dimming 
lights and a selection 
of LED light panels 
and doors that can be 
built into kitchen and 
bedroom cabinets.

The gateway device 
connects to the in-
ternet via an Ether-
net connection and 

creates a local Tradfri 
network to connect 
local bulbs. Like most 
of Ikea’s wares, the 
company is pursing an 
extremely aggressive 
pricing scheme, with a 
base set of the internet 
gateway, a remote, and 
two Tradfri bulbs run-
ning just 749 krona, or 
around AUD109.60.

A motion-controlled 
dimmer switch, which 
exists as a colourful 
standalone puck, can 
dim lights simply by 
rolling it around in 
your hand. The dim-
mer switch can also 
work independently 
from the connected 
system, and is the 
cheapest part of the 
range, with a light 
and a dimmer switch 
costing 179 krona 

(AUD26.19).
The standard Tradfri 

bulbs are dimmable 
LED lights with three 
colour temperature op-
tions — 2200K, 2700K, 
and 4000K — that 
Ikea claims each last 
around 25,000 hours. 
Ikea is also offering a 
variety of standalone 
bundles, including the 
motion sensor set and 
a light/remote bun-
dle. Obviously, those 
remote systems will 
work with the app and 
gateway controller as 
well.

Additionally, Ikea is 
selling a series of LED 
Floalt panels, along 
with illuminated doors 
for various Ikea stor-
age units that will also 
be compatible with 
the Tradfri system, 

and which serve as an 
early indicator of how 
Ikea might leverage its 
existing modular sys-
tems to incorporate its 
smart home systems.

The system seems 
to have rolled out to 
select European coun-
tries in September 
2016, but has expand-
ed its release to the 
UK since the end of 
March.

https://goo.gl/k2bhVv

news
Ikea getting into home 
automation

in this  
update:

• Ikea has de-
veloped an 
affordable smart 
lighting system

https://goo.gl/k2bhVv 
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Garden enthusiast 
Bill Vasili has creat-
ed what he thinks is 
every gardener’s must-
have little helper. 

The Vass Garden 
Caddy hooks onto a 
wheelie bin and carries 
the tools, bags, sprays 
or other items the 
gardener hauls around 
as they tend to the 
plants.

Mr Vasili believes 
the caddy is a game 
changing product for 
the backyard gardener 
and recently launched 
it at the Melbourne In-
ternational Flower and 
Garden Show. He told 
Leader Newspapers:

There’s nothing like 
this on the market. 
There are containers 
where you could put 

twine or a drink bottle, 
mobile phone, spray 
bottle…and it takes 
pruners secateurs — 
it pretty much holds 
whatever hand tools 
you may have.

Mr Vasili said he 
came up with the idea 
of the caddy after 
watching his father 
struggle to juggle his 
tools while gardening. 
He hopes that the 
product may eventu-
ally be picked up by a 
hardware retailer and 
other garden supply 
stores.

It can currently be 
purchased online at 
vassgardencaddy.com.
au.

https://goo.gl/
QoRL35

Melbourne
made bin
caddy

products

Hard
hitting
hammer

Crescent said its new 
Fiberglass Rip Claw 
Hammer drives nails 
with precision and 
pries boards and nails 
with ease. Available in 
16 and 20-ounce sizes, 
it is designed to feel 
and perform like a 
much more expensive 
tool.

This hammer 
features an ergonomi-
cally-designed handle 
with a non-slip flared 
foot for greater com-
fort and less fatigue. 
Its nylon-jacketed 
solid fiberglass core 
resists breakage due 
to overstrike and 
Permabond® construc-

tion between the head 
and handle makes it 
virtually indestruc-
tible.

A magnetic nail 
starter allows 
one-handed nailing 
for overhead work and 

other hard-to-reach 
situations. Factory bal-
anced for maximum 
striking power, this 
hammer has a natural 
forged finish with 
contrasting polished 
strike face, poll, cheek 

pads, and claw. The 
entire head is clear 
coat lacquered for 
corrosion resistance.

https://goo.gl/oqut-
DT

https://goo.gl/QoRL35 
https://goo.gl/QoRL35 
https://goo.gl/oqutDT
https://goo.gl/oqutDT
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Dumond’s Smart 
Strip paint remover 
range can provide 
eco-friendly paint 
removal solutions for 
a number of interior 
and exterior sur-
faces. It is ideal for 
removing harmful 
lead-based paint and 
marine paints without 
damaging the surfaces 
underneath.

Smart Strip PRO can 

deliver the perfor-
mance professionals 
require when remov-
ing even the most 
difficult coatings, in-
cluding multiple coats 
of varnish, epoxies, 
lead-based paints and 
more.

For heavy-duty jobs, 
Smart Strip 1 HD 
allows removal of up 
to thirty coats of paint 
in a single application. 

The wet removal 
system prevents 
lead particles from 
getting into the air or 
onto the surrounding 
area.

The solvent-based 
Smart Strip 7 can be 
used on almost all 

interior and exteri-
or surfaces. As an 
environmentally safe 
lead paint removal 
system, Smart Strip 
7 can remove most 
varieties of architec-
tural paints, varnishes, 
and high-performance 

coatings such as epox-
ies, urethanes, acrylics, 
and automotive or ma-
rine bottom finishes.

https://goo.gl/wr-
zGeB

Removing 
paint safely

The new 20V Worx 
Power Share program 
enables over a dozen 
cordless yard and DIY 
tools, plus three kits, 
to be powered by the 
same interchangeable 
20V battery. These 
20V Power Share tools 
include the Switch-
driver drill-driver, Axis 
reciprocating and 
jig saw, Turbine leaf 
blower, JawSaw, hedge 
trimmer, drill-driver, 
impact driver, oscil-

lating multi-tool, and 
more.

Users can choose a 
20V Max battery and 
charger and Worx 20V 
tools to get projects 
underway. They can 
add Worx 20V tools 
as needed without 
purchasing a battery 
or charger.

The Worx 20V 
Max 2.0 Ah battery 
(WA3525) and Worx 
45-minute Quick 
Charger (WA3847) 

are sold separately. 
The lightweight 2.0 
Ah battery delivers 
performance for 
up to 18 months 
per charge without 
self-discharge or 
memory effect. Its 
45-minute charger 
minimises down-
time and has a 
built-in power level 
indicator.

https://goo.gl/
F3eI6F

Tools use 
same 20V 
battery 

products

https://goo.gl/wrzGeB
https://goo.gl/wrzGeB
https://goo.gl/F3eI6F
https://goo.gl/F3eI6F
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The GearWrench XL 
Series 11 Drawer Heavy 
Duty Cart Trolley & 
WorkStation, topped 
by a sturdy stainless 
steel sheet and under-
lying MDF top-board, 
is made to withstand 
rough use across all 
manner of tasks, in-
cluding tearing down 
heavy components 
such as transmissions 
and differentials.

At 1.2 metres wide, 
79cm deep and weigh-
ing in at 143kg, this 
unit is suitable as both 
storage and work-
space. 

Each drawer features 
auto-return, which 
snaps the drawers 
closed within the final 
inches of operation. 
Lined with a liquid 
and grease resistant 
EVA 2.5mm liner, 

this will ensure easy 
compartment cleaning 
and product longevity. 
The open side space is 
capped with an 8mm 
anti-slip EVA mat, to 
ensure no sharp or 

awkwardly shaped 
tools damage the 
physical unit during 
movement. 

The 11 drawers are 
supported by 45mm 
standard ball bearing 

slides and formed 
with rolled over 
drawer walls for added 
strength and rigidity.Mobile tool 

storage

Mirka provides dust-
free sanding systems. 
Based in Finland, the 
brand develops and 
manufactures ad-
vanced sanding and 
polishing machines.

Mirka’s dust-free 
solutions are achiev-
able through its 
innovative Abranet, a 
plastic-like net with 
thousands of holes 
providing effective 
dust extraction. Con-
structed with a dense 

network of polyamide 
fabric threads onto 
which the abrasive grit 
is bonded, this open 
weave net structure 
means no dust particle 
is more than 0.5mm 
away from a dust 
extraction hole.

The use of Abranet 
also eliminates any 
clogging or dust build-
up between the sand-
ing disc and surface, 
providing a smoother 
finish more quickly 

and long-lasting sand-
ing capacity.

Designed to be con-
nected to a commercial 
vacuum cleaner such 
as the Mirka Dust 
Extractor, sanding 
with Abranet produc-
es 6900 times less dust 
compared to sanding 
with traditional paper 
abrasives, and Abranet 
can last up to five 
times longer.

https://goo.gl/0kxhfk

Dust-free 
sanding
revolution

products

https://goo.gl/0kxhfk 
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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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Otter Industrial has 
expanded its offering in 
nails, decking screws, and 
standard screws used by 
professionals in the roof-
ing and cladding market.
Nails

In nails, Otter now offers 
complete nail ranges in 
pack sizes that range from 
0.5kg, up to 25kg. 
Screws

New decking screws are 
available in several ma-
terial grades, including 

stainless steel, as well as 
self-drilling screws that are 
plated with a proven class 
4 mechanical galvanising. 

Otter’s existing range 
of screws has also seen 
massive additions made to 
it, so that it provides com-
plete solutions for profes-
sionals in the roofing and 
cladding market. These 
screws are now painted 
to match the Colorbond® 
range, and have been 
thoroughly tested to  
ensure they can  
withstand the extremes 

of the harsh Australian 
climate.
Rivets

Otter has also revamped 
its existing rivet range 
(which includes painted 
rivets). It now includes 
large flange rivets. Otter is 
committed to the ongoing 
development of this range 
over the coming year.
Reputation

The result of these prod-
uct launches is that Otter 
Industrial now offers one 

of the largest and most 
extensive ranges to its 
customers.

Otter will continue to 
grow its reputation with 
trade professionals across 
Australia, ensuring they 
know that when it comes 
to construction, Otter 
Industrial offers solid solu-
tions. For more informa-
tion, please contact Airco 
on 1300 139 015 or visit 
aircofasteners.com.au.

Otter’s expanding industrial range
Recent product launches mean Otter Industrial has 

one of the most extensive professional ranges

Otter Industrial’s distinctive packaging makes it 
easily identifiable to professional customers

Marketed and distributed by  
Airco Fasteners Pty Ltd

1 Short Street ∙ Auburn ∙ NSW 2144

www.otter.com.au
Phone: +61 3 8787 2900 

Fax: +61 3 8787 2989

http://www.otter.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@starrett.com.au
au.starrett.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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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
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