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“The Block”: Relevant or not?
With the most recent season of “The Block” not managing to match the rat-
ings for the previous season, the question mark over the “reality” renovation 
competition series is hovering once again. Is the franchise still really relevant 
to today’s prospective renovators? Is it still entertaining? Is it still a valid plat-
form for marketing home improvement products? With Channel 10 rebooting 
its 1990s series, “Changing Rooms”, and a wide range of renovation/home 
design series available on commercial free-to-air TV, on cable TV and over 
streaming services such as Netflix, are we about to see a radical shift?

Houzz
If you are in the home improve-
ment industry and you haven’t 
thought about using Houzz for 
marketing, this article may change 
your mind. Houzz offers its users a 
unique platform, which connects 
them to design ideas, products, 
and the professionals they need 
to get their renovations 
done.

Diamond Valley Mitre 10
In 1979 Norm Hastings pretty much bet everything he had on a tin shed in a 
leased paddock in the not too promising township of Diamond Creek, 25km 
due north from Melbourne. After adding hardware to its initial timber offer-
ing, Timber King grew to a substantial hardware store. Then in 2007 Norm 
took a second big gamble and moved to a custom-built store with over 2000 
sqm of floor space, renamed the Diamond Valley Mitre 10. Just a year ago, the 
store moved ahead with Mitre 10’s Sapphire program. Paige Hastings, Norm’s 
daughter and operations manager, took time out to chat with HNN about the 
store, how it has developed and its unique marketing strategies. We 
also caught up with the stores excellent staff, many of whom have 
been with the company for over 20 years.

The Melbourne 
Plan

Ever feel a little puzzled about the 
process behind the town planning 
maze in Victoria? You are not alone 
— and with good reason. HNN drills 
down into some of the history and 
details behind decisions made 50 
years ago that still shape 
our lives.
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Laura Keogh, Methven
Laura Keogh is group head of brand for Methven, 
the New Zealand-based but truly global maker of 
high-design, affordable bathroom fittings. We talked 
with Laura about the importance to her of post-grad 
education, her experiences working for a wide range 
of companies in her native US and Australia, and 
how she sees diversity developing in the corporate 
world. We also caught up with David Banfield, the CEO 
of Methven, who let us in on some of the 
secrets behind Methven’s diverse and very 
innovative culture.
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Interest rates & approvals
With real estate agents and developers panicking about 
where their next $100,000 is going to come from, HNN 
takes a deep dive on the stats that help us understand 
where the property market is going.

contents
COMMENT

Thank you. HNN just wanted to really 
thank everyone who has supported us 
throughout the past year, including our 
advertisers, those who have explained the 
industry — and sometimes their lives — to 
us. Especially, though, we wanted to thank 
our readers for their interest.

Also, look out for HNN next year. We are 
re-doing some of our content and how we 
deliver that to readers.
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If we were to come up with some kind of label for 2018, we would probably call 
it “The Year of Transitions”. There was a great sense this year of one set of societal 
and economic forces approaching their end, and another set of forces just barely 
getting started. 

Gross domestic product (GDP) growth in Australia ticked up positively over 
much of the year, but wage increases remained stubbornly low. The overheated 
housing markets in Sydney and Melbourne cooled off, but housing affordability 
did not really increase.

It was also a transition year for the hardware retailer buying groups. Metcash’s 
Independent Hardware Group (IHG) continues to make progress in the amalgama-
tion of the Home Timber and Hardware Group (HTH), but is likely to find 2019 a bit 
bumpier than 2018 has been. Hardware & Building Traders (HBT) saw its new CEO, 
Greg Benstead, really settle into the role, and begin some new initiatives aimed at 
giving the group a strong basis for future growth.

Bunnings also went through a lot of transitions. It ditched its failing UK oper-
ations. As its parent company Wesfarmers divested itself of the Coles supermar-
ket group, it has found itself facing both increased opportunities and increased 
pressure.

This year was also a transitional one for HNN. We’ve covered a many truly 
important issues this year: the alleged breach of a Natbuild database by an IHG 
employee, the position of women in the hardware retail industry, and the way 
disruption is reshaping the business we are in, to name a few.

We’re very grateful to our long-term and faithful supporters, including Kling-
spor and Cowdroy. And we’re especially grateful to HBT, whom we think of as 
partners not just in what we do, but in a shared endeavour to try to make the 
hardware retail industry a better place for all.

But, really, most of all we are really thankful to our readers. We have the most 
enormous luxury that any group of publishers and writers could ask for: readers 
who really value content, who want to find things out, and are really invested in 
digging deeper into the issues. We struggle, frankly, to be equal to your interest, 
which is a constant encouragement to us.

In line with that, you can expect a bit of a reboot of HNN in 2019. There will be a 
new, updated website, new apps for both iPhones and Android phones, and a new 
iPad app as well. We’re going to further enhance the content we provide — and 
you can expect a few surprises as well, which we will leave until later to tell you 
about.

Meanwhile, though, we wish you all the best in the coming holiday season. In 
our view, Australia is certainly still “the lucky country”, and we feel lucky to be 
here. There is a bit of a struggle ahead, we expect, but there is also lots of hope. 

Best wishes,
Betty Tanddo, publisher
Scott Lewis, editor-at-large

comment
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DIGITAL
IS THE FUTURE
OF MARKETING

YOU NEED TO FUTURE PROOF YOUR BUSINESS.  
Still relying on print? Consider this: how much time do your customers spend 
using their mobile phone and computer? And how much time do they spend 
reading magazines? Which matters more to them?

DIGITAL is all about performance and engagement. DIGITAL readers opt-in 
to receive your message — they’re not just another address on a mailing list.

 DIGITAL doesn’t just earn attention, it measures it as well. No other media 
has the equivalent of downloads, which directly show reader engagement. 

And  DIGITAL is also less expensive, simpler and more flexible.

To make the move to DIGITAL, just call HI News on 0411 431 832, or email 
Betty Tanddo on betty@hnn.bz. The future looks great, believe us.

http://hnn.bz/
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Marketing at many home improve-
ment suppliers over the past five or 
six years has been an area that has 
taken something of a budget hit. Re-
tailers’ demands for lower prices on 
mid-quality items has driven suppli-
ers to pare down marketing budgets 
to a slim 2010s version of their more 
robust 1990s numbers.

These things are somewhat cyclical, 
of course, but what has made the cur-
rent down-cycle more pronounced is 
both the rise of the super-retailers, 
and the advent of digital as a major 
marketing channel. The first has 
seen store brands become often more 
important than individual product 
brands (consumers asking “What 
does store X sell?” rather than “Which 
stores sell brand Y?”). 

The second has caused companies 
to re-examine their marketing spend, 
as they realise that older forms of 
marketing (such as print magazines) 
don’t work as well as they once did. 
However, not all digital is equal, and 
making the best choice — or combi-
nation of choices — is now more complex.

There is a solution to both these problems. 
That solution comes down to one thing: people. 
While it is tempting to see marketing as being 
driven largely by numbers, the reality is that 
the numbers are there to measure the creative 
impact of the individuals who implement mar-
keting. Good marketers are now essential.

Laura Keogh, group head of brand at New 
Zealand plumbing supplies manufacturer  
Methven, is one of those good marketers. With 
post graduate business degrees in both market-
ing and information systems management, and 
a wide range of experience in different indus-
tries, Laura exemplifies many of the qualities 
needed today in a modern multimedia marketer.

Laura was kind enough to engage with HNN 
to tell us the story of her career trajectory, and 
how she became part of Methven’s senior  

management team. It is a story of persistence, 
hard work and an ability to turn her academic 
experience into a very real, lively contribution 
to the businesses she has worked in. And, of 
course, true to form, she also provides us with 
some good insights into Methven’s product 
lines, especially when it comes to its well-re-
garded showerheads — including their new 
VJet™ technology.
Q. You have an interesting background, with 

both a Master of Business Administration and 
a Master of Science, but it is evident from 
your career choices that you have a real love 
and affinity for marketing. Did you know that 
was the path you wanted to take when you 
were at college, or did that develop once you 
started your first jobs?

Marketing evolved into a personal career goal 
after finishing my undergraduate college educa-

Laura Keogh, Methven

http://hnn.bz/
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tion and leading the customer service activities 
for CellularOne in the late-1990s. 

You see, my undergraduate Bachelor of Arts 
degree, was in History/Political Science, as I 
once aspired to be a lawyer. However, with more 
law students than lawyers at graduation time, 
I decided to put that dream on ice and enter a 
business sector where there were more oppor-
tunities to kick off my career.

My first job was with CellularOne (formally 
Vanguard Cellular) where I started as a cus-
tomer service agent and moved up the ranks to 
manager in six years. During that time, I was 
constantly involved (and sometimes frustrated) 
with the marketing team. The more I interacted 
with them, discussing promotions and phone 
campaigns, the more I wanted to be in market-
ing. So, I attended night school at the University 
of North Carolina to complete the curriculum 
required to apply to Katz Business School at the 
University of Pittsburgh — known for strategic 
marketing and IT.

In graduate school, I decided to complete 
both the MBA and MS because the world of 
marketing was about to make a momentous 
shift towards digital. My MBA was focused on 
marketing/strategic planning and the MS on 
information systems management — where 
website building was a big part of that cur-
riculum. Because I did not want to defer my 
earnings for very long, I finished both degrees 
in the same time as one — with distinguishing 
high marks. This required taking seven cours-
es at once! I had to juggle a large work load 
through the identification of project synergies. 
I chose projects that could cross the material of 
many subjects, giving me and my study team a 
well-rounded (and efficient) result. 

I am very proud of that time. I proved to my-
self that I could do anything that I set my mind 
to and developed a real affinity for working in 
high productive teams.

My experience leading up to the completion of 
my MBA/MS helped develop me into a market-
er — I developed collaborative teamwork skills, 
a penchant for quality customer experience 
and the desire to create. I am glad I made that 
decision to pursue marketing. It was the right 
move for me and 15+ years on — I still love it. 
Marketing provides a well-rounded set of skills: 
strategic planning, collaboration, presentation, 
negotiation, brand communication, financial 
analysis and, of course, creative. It is a career 
that really reaps the rewards of personal satis-
faction through accomplishment.

Q. It is often thought that women can easily find 
themselves pushed aside when it comes to 
the “technical” sphere of business. Did you 
experience that as an information systems 
post-graduate, or was there a more welcom-
ing culture?

Post graduate school, I focused my career on 
various aspects in marketing, strategic plan-
ning, new product development, research and 
brand communication. I leveraged my MS edu-
cation (in information sciences) to jump-start 
my hiring potential and later collaborate and 
push agencies to their online potential.

Working at an American airline, straight out 
from graduate school, did pose some challenges. 
When I would tell people that I work for an air-
line, nine times out of ten they would assume as 
a flight attendant. Funny, it was never as a pilot! 

My first role was in an all-male Planning De-
partment. As an analytical planner, I performed 
analyses to identify the high traffic domestic 
routes, recommend upgrade or downgrade 
plane sizes and assist in the negotiated entrance 
into new markets. I think the guys thought it 
was amusing how hard I worked and tried to fit 
into this male dominated role. It took a while 
to win them over, but my perseverance did pay 
off. They were very critical of my work, but over 
time I noticed that sometimes my ideas became 
their own — which confirmed my ability and 
increased my courage.

They challenged me in many ways. One event 
in particular springs to mind. For some reason, 
none of my colleagues were available to attend 
a scheduled meeting in the Upper Penninsula, 
Michigan. Although it felt a little like I was a 
last resort and was finally removed from the 

Among Methven’s many 
marketing innovations, 
its direct-to-consumer 
online-based $1 handset 
trial has the potential to 
alter the industry. 
Consumers can buy a 
handset from Methven 
and try it out for 30 days 
for just $1. If they don’t 
like it, they can return it 
to Methven. However, 
if they do like it and 
decide to keep it, they are 
charged the full price.
Ideally, post the trial, 
Methven wants the con-
sumer to go into store 
and make a purchase. To 
that end, the company 
offers a $50 cash-back 
option as an incentive.

http://hnn.bz/
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game bench, it did not faze me. I accepted the 
challenge!

I had two weeks to prepare. The Upper Penin-
sula is world-renowned for golf and the invita-
tion said to “bring your clubs”. So I bought golf 
clubs and quickly learned some basic golf skills. 
I used to go to the driving range with my Dad (in 
primary school) and was a decent field hockey 
player — so why couldn’t I pick up some of the 
basics? I knew the golf course was the best 
place to interact with men and build affinity.

No time for lessons though, I needed to be 
“game on” with my upcoming meeting with 
the Upper Peninsula Airport Commission — a 
group of men — to discuss putting in 69 seater 
jets into the Upper Peninsula. We discussed this 
opportunity over a round of golf at one of those 
beautiful resorts on the water. All I remember is 
cringing as I struck the ball from the ladies’ tees, 
replacing countless divots and missing putts 
throughout all 18 holes. However, in the end, our 
conversation yielded what we both intended. It 
was not an easy feat! Glad they “gave a girl” a go!

After a tough 18 months in Planning, I moved 
into the NPD/Research (new product devel-
opment) side of airline marketing. That role 
was a lot of fun. We tracked our sales and NPS 
(net promoter score) performance versus the 
competition, initiated development of a CRM 
(customer relationship marketing) system, 
tested our new products (seats, menus, wine), 
new branding, and brand 
communications with 
our domestic and inter-
national customers. That 
was the role that really 
jump-started my classical 
marketing experience.
Q. Do you think the role of 

women in the work-
force has changed 
during the 21st Centu-
ry? Or would you say 
your corporate expe-
rience has been pretty 
much the same over 
the past two decades 
or so?

That is a great question. 
I have worked within 
many different industries 
in the USA and Australia 
over that course of time: 
mobile communications, 
airlines, FMCG, manches-

ter bedding and now plumbing. In each com-
pany, the structure was different based on the 
number of hierarchy levels and size.

I’d say that in general, there are lots of women 
in marketing roles — which makes sense as so 
many companies are targeting the purchase 
decision maker (typically female 25-55 years of 
age), but you rarely see women in the market-
ing ‘C suite’. I hope that picture changes in the 
future. I think we can all benefit from more 
women in these top positions.
Q. We’ve seen good design and new technolo-

gies making a significant impact on the bath-
room plumbing/fixtures market, exemplified 
by both Methven and GWA Group. However, 
much of that development has been concen-
trated on more premium products. Do you 
see a time when technology will flow through 
to the lower end of the market as well?

Before I answer your question, I want to share 
a little information about our newest premium 
shower technology called VJet™. This variable 
spray shower has cleverly hidden channels 
that create spirals of water, precisely released 
through all individual nozzles. Its smooth slider 
allows you to control a seamless transition from 
a firm, invigorating spray, to a gentle, enveloping 
warmth and everything in between. Whether 
you’re in need of revitalisation, relaxation or 
simply getting clean, VJet™ is the first shower 
uniquely tailored by you.

The VJet™ shower, within 
the stainless steel Türoa 
range, is the winner 
of both the Red Dot® 
Product Design Award 
2018 and the Australian 
Good Design® Best in 
Class 2018. 
Tūroa’s minimalist 
aesthetic is crafted from 
high-grade stainless steel 
which is both stylish and 
durable.
Methven selected 
long-lasting stainless 
steel because it can be 
re-purposed, allowing 
for future reuse and 
reconditioning.

http://hnn.bz/


10

hnn.bz

people

The consumer reaction during testing was 
phenomenal. The perfect shower is a deeply 
personal thing, and while consumers tell us 
their lives are increasingly frenetic, a VJet™ 
shower with an ability to customise to their 
individual need, at any particular time, was seen 
as a perfect solution.

All of these qualities combined add up to a 
shower champion. The VJet™ shower, within 
the stainless steel Türoa range, is the winner 
of both the Red Dot® Product Design Award 
2018, the Australian Good Design® Best in Class 
2018, and the NZ Best of the Best Award. These 
awards are acknowledgements reaffirming 
Methven’s global leadership in showering expe-
rience design and technology. 

The entire range will be available in Bunnings’ 
Australian stores.

Although the Türoa collection is the newest in-
novation within the premium space, it is not the 
only new development in our product portfolio.

Methven offers a complete range of good, bet-
ter and best products to suit the needs of most 
budgets. Within our good to better shower rang-
es we have invested in product development 
to support both our Airstream™ and Satinjet® 
technologies. Between 2016 — 2018, we launched 
several extensions within our Airstream™ 
technology into new designs and matte black 
finishes.

In 2018, we redesigned two of our best-selling 
Satinjet® ranges into a new modern chrome 
design to meet category trends. In tapware, we 
launched our new Safeflow™ shower mixer 
technology within our mid-range tapware to 
eliminate temperature and flow fluctuations for 
a more enjoyable and safer showering experi-
ence. These are just a few examples of technolo-
gies we’ve made accessi-
ble in the past few years.

Since 2015, particular-
ly in Australia, we’ve 
increased our develop-
ment across good, better 
and best products — for 
both DIY and traditional 
merchants.
Q. When we think of the 

Methven brand, its 
outstanding feature 
would seem to be that 
it has elevated the 
“shower experience” 
to new heights — 
where previously the 

shower was thought of as a “convenience” 
that substituted for, say, a relaxing bath. 
Much of that success has come from coupling 
high-level technical design with functional 
but beautiful product design. While the suc-
cess of this is evident in showers, can Meth-
ven translate this into other bathroom fittings 
as well?

Showering under a Methven shower is like no 
other, especially when it comes to the experi-
ence from our technologies. However, we would 
state how a shower looks is just as important as 
how it feels.

With the expansion of wet rooms, the shower 
is increasingly becoming more of a focal point 
rather than being hidden within a dark shower 
stall.

Methven’s tapware aesthetic and finish com-
plements our showers. Our designs are intuitive 
to use, well-proportioned to suit multiple bath-
room designs, and built to last.  For example, 
our tapware warranty is best in the industry, be-
cause of its duration and inclusion of parts and 
labour. Our innovation here includes product 
longevity and passion for a post-sale customer 
experience.

Most recently, starting with our new Türoa 
collection, we’ve also included matching stain-
less steel bathroom accessories as part of the 
portfolio. By having a complete collection across 
this durable finish, we know that customers 
and specifiers will find it easier to select and 
purchase.
Q. One of Methven’s most recent innovations is 

its online “$1 shower trial”. How did that idea 
come about, and what are your expectations 
for its success?

The image below is a 
screenshot of the interac-
tive web page Methven 
has launched to help 
market VJet™. Moving 
the slider changes the an-
imation of the waterflow, 
as well as the interaction 
of the person showering.
View on the web:
www.methven.com/au/vjet/

http://hnn.bz/
http://www.methven.com/au/vjet
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Most plumbing merchants do not have a water 
display for consumers to trial their showers, 
and like most things, you really do not know 
how a product will feel until you trial it.

Other high investment categories — like mat-
tresses — offer a trial service, so why shouldn’t 
Methven?

The online trial program first launched in 
NZ and after a successful period was recently 
expanded into both the Australian and United 
Kingdom markets. The trial program gives the 
consumer the opportunity to trial the prod-
uct at home — breaking down the barriers to 
purchase.

The handset trial, however, is not the only 

Methven online technology. Our new Türoa 
Collection landing page features a smooth in-
teractive handset slider so users can experience 
VJet™ technology for themselves. They are able 
to control the variable spray and female talent’s 
expression through a seamless set of changes.  
Also, on the site, visitors can view our technol-
ogy video and our upcoming digital ad, should 
they want a glimpse on how we will campaign 
VJet™ across the globe.

Our Australian and New Zealand digital 
campaign began in mid-October. The remaining 
markets will follow suit as per their distribution 
plans between now and the end of the year.

Q1.Since about 2005, 
the bathroom 
fixtures market has 
been largely split 
between commodi-
fied products (which 
largely copy core 
European-influ-
enced designs with 
lower-cost materials 
and manufacturing 
processes), and 
mid- to high-end 
premium products 
which place an em-
phasis on aesthetics.

Methven seems 
to have developed 
a niche that uses 
unique designs to 
deliver what we 
could call “experi-
ential utility” at a 
low-premium price 
point.

This means that 
there is an added 
stress placed on 
brand and mar-
keting. We note 
Methven’s develop-
ment of its $1 trial 
for some shower 
systems as one 
response to this, 
as utility is com-
municated largely 
through use and 
subsequent word-
of-mouth.

Do you think 
of Methven as 
developing the 
equivalent of new 
marketing process-
es to match this new 
and innovative type 
of product? Could 
you say some-
thing about the 

company’s overall 
approach to devel-
oping marketing 
innovations?

One of the core 
principles that we 
aim to apply within 
the business is to 
‘Think and act like the 
market leader’. This 
involves us looking at 
worldwide examples 
of disruption, inno-
vation and consumer 
focus, and applying 
these learnings to 
our category. It also 
requires that we look 
at emerging consumer 
trends through utili-
sation of futurologists 
(people who predict 
future trends).

Our approach to 
marketing mirrors our 
commitment to prod-
uct innovation where 
we always seek to find 
the hidden need, to 
challenge ourselves 
to try new things, and 
not be afraid of failing 
as we aim to disrupt 
the market. This idea 
was formed from the 
conviction we have in 
our showering experi-
ence which we believe 
is the best in the 
world. We knew that 
once people have tried 
our showers, we would 
be able to convince 
them. We wanted to 
make the experience 
seamless and risk free 
for consumers so they 

could feel comfortable 
to trial at any stage 
of their purchase 
journey.

Recently, we 
launched a campaign 
for our new VJet™ 
shower which featured 
an interactive slider 
on our web page. As 
you move the slider on 
screen, the spray and 
experience changes, 
reflecting the power of 
the device connected 
to our VJet™ technol-
ogy.

Q2.It’s interesting that, 
while there have 
been some efforts 
to develop the 
“smart bathroom”, 
the one real area 

David Banfield, 
Methven

On the occasion of interviewing Laura Keogh, David Banfield, 
the Group CEO of Methven agreed to grant HNN an interview.  
We wanted to find out more about this innovative company, 
and ask him for his thoughts on increasing diversity in the 
corporate workplace. 

http://hnn.bz/
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for technological 
innovation has 
turned out to be 
the shower. You 
can’t really “im-
prove” a bathtub, 
except aesthetically, 
through materials 
and design, but you 
can make showers 
work both “better” 
and “differently”. 
This has been 
driven, from our 
analysis, by some 
developments in 
better understand-
ing fluid dynamics 
in the agricultural 
irrigation field, as 
well as advances in 
software modelling.

Does Methven see 
itself as being driv-
en in a competitive 
race for innovation? 
And does the com-
pany see itself able, 
through this inno-
vation, to drive a 
more rapid cadence 
of product upgrade 
and replacement by 
consumers, while 
building strong 
brand allegiances at 
the same time?

The key thing to 
recognise is that the 
world is changing at 
an unprecedented 
pace, with techno-
logical advances that 
make developments 
possible that even a 
short period of time 
ago, were impossible. 
We also see a funda-
mental shift in con-
sumer expectations 
regarding environmen-
tal footprint, globalisa-
tion, and post-life use. 
These changes require 
us to develop prod-
ucts and services that 

enable solutions and 
products to change 
with emerging needs 
(e.g., Methven has 
recently announced 
an Upgrade for Life 
principle).

Methven has a 
strong history of inno-
vation, having success-
fully commercialised 
a number of interna-
tional award-winning 
bathroom technolo-
gies such as Satinjet, 
Aurajet, and most 
recently VJet™. This 
proprietary innova-
tion has paved the way 
for a showering-led 
approach to interna-
tional market expan-
sion and growth. We 
are driven by a single 
cause that is well 
socialised through 
the business: ‘The 
unrelenting pursuit of 
amazing water expe-
riences that don’t cost 
the earth’. We funda-
mentally believe in the 
power of experience to 
transform the every-
day.  Innovation is at 
the heart of our busi-
ness, and we constant-
ly strive to provide a 
better experience for 
consumers. Innovation 
has the potential to 
shorten the purchase 
lifecycle by making 
it easier and cheaper 
to upgrade. This also 
helps to maintain 
loyalty to our brand 
over time.

One of the joys of 
being driven by an 
unrelenting pursuit of 
amazing water experi-
ences is the opportu-
nity to challenge the 
traditional consumer 

purchase life cycle and 
engage with consum-
ers with value-adding 
water-related content 
as they enjoy their 
wonderful products. 
Our $1 handset trial 
is just one means of 
achieving this goal. 
Ultimately, if we create 
more value for our 
consumers, we will be 
rewarded with long 
term brand loyalty.

Q3. Reading a little 
between the lines 
in the most recent 
Methven annual re-
port, we would sup-
pose that one possi-
ble future direction 
for development at 
Methven is 3D/DMP 
(Direct Metal Print-
ing) production of 
products through a 
“printing” process — 
which seems a very 
exciting develop-
ment in the evolu-
tion of products for 
the home. We’ve 
seen this emerge 
in late 2017 from 
Kohler Kallista in its 
Grid system, which 
won a great deal of 
acclaim. 

What general 
direction would 
Methven go in with 
such a develop-
ment? In addition 
to product develop-
ment, will this be in 
previously un-
achievable designs, 
short-run custom 
design, or will we 
see the evolution 
of a design that is 
90% manufactured 
through convention-
al processes, with 

a 10% “custom” 
element that is 3D 
printed?

We feel that the 
global plumbing 
industry is slow to 
reflect emerging 
consumer needs, 
and as such, we see a 
massive opportunity 
to disrupt the global 
plumbing industry 
with digital manufac-
turing from Methven 
in New Zealand. The 
impact of this will be 
profound, allowing us 
to reflect those needs 
in a timescale unheard 
of within the industry 
and at the same time, 
minimise working cap-
ital impacts. Naturally 
there will be an ability 
to produce previously 
impossible (or very dif-
ficult) designs, but the 
most important fact 
will be the ability to 
cut development time 
down to a fraction 
of the current time. 
Products will be light-
er, stronger and with 
a very similar cost to 
products made from 
traditional techniques.

Potential exists 
for the digital pro-
duction of difficult 
parts, unique designs, 
right through to fully 
formed products. We 
also see this approach 
working in conjunc-
tion with new, more 
sustainable materials. 
This will increase our 
commercial agility, de-
crease working capital, 
and optimise emerging 
consumer needs.

Q4.Based on the 

numbers reported 
in Methven’s annual 
report, it has a very 
good record of 
providing equal op-
portunity to women 
at all levels of the 
company.

How did Methven 
foster such a pos-
itive environment, 
and how do you see 
Methven continuing 
to advance this in 
the future? How can 
other companies 
learn from Methven; 
ie. how can they 
develop a similar 
environment?

One of the benefits 
of operating in many 
markets around the 
world is the necessity 
to reflect individual, 
cultural and diverse 
end-consumer needs 
in the products and 
services we create. To 
enable this to happen, 
we need to ensure that 
the team is as diverse 
as possible in its think-
ing and make-up. This 
can be hugely chal-
lenging at times when 
some functions are 
dominated by a partic-
ular social or gender 
group. For example, 
ngineering where we 
are really keen to bring 
female perspectives to 
our process.

We believe that 
Methven’s culture and 
values are an import-
ant source of competi-
tive advantage, and as 
such, we use these to 
help guide our work-
place decisions. We 
have defined the desir-
able team behaviours, 
and our managers are 
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people

expected to use these 
tools when we recruit, 
promote, assess and 
reward employees.

With respect to pro-
viding opportunities 
for women, our values 
explicitly state that 
“diversity makes us 
a stronger team and 
workplace” and we 
recently published a 

Diversity and Inclu-
sion policy. This policy 
sets out annual objec-
tives, such as ensuring 
no gender pay-gap. 
We are making good 
progress, and strive to 
have a diverse repre-
sentation throughout 
Methven.  

Our ambition goes 
beyond pure diversity 

and sets us on the 
path to our goal to 
become the Best Em-
ployer. We recognise 
the benefits of being a 
Living Wage Employer 
and the impact that 
it can have on perfor-
mance, engagement, 
absenteeism, morale 
and motivation, and 
we are committed to 

achieving this.
One lesson other 

companies may be 
able to learn from 
Methven, is that 
we make an assess-
ment of employee 
behaviours via our 
performance man-
agement system, and 
then we use it as a 
component of annual 

bonus payments.  This 
is one way to reinforce 
company values.
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DIGITAL
IS THE FUTURE
OF MARKETING

YOU NEED TO FUTURE PROOF YOUR BUSINESS.  
Still relying on print? Consider this: how much time do your customers spend 
using their mobile phone and computer? And how much time do they spend 
reading magazines? Which matters more to them?

DIGITAL is all about performance and engagement. DIGITAL readers opt-in 
to receive your message — they’re not just another address on a mailing list.

 DIGITAL doesn’t just earn attention, it measures it as well. No other media 
has the equivalent of downloads, which directly show reader engagement. 

And  DIGITAL is also less expensive, simpler and more flexible.

To make the move to DIGITAL, just call HI News on 0411 431 832, or email 
Betty Tanddo on betty@hnn.bz. The future looks great, believe us.

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

• As questions 
are raised about 
interest rates, 
building stats 
come under 
scrutiny

• Which stats most 
apply to this 
problem?

• Using trends 
and percent-
age change to 
identify systemic 
patterns

It was, of course, our 
old friend Mark Twain 
who once remarked 
that there were three 
categories of untruth, 
which were, in increas-
ing order of severity, 
lies, damned lies, and 
statistics.

While we can all sym-
pathise to some extent 
with that sentiment, 
the reality is that 
statistics are not really 
the source of untruths. 
That rests more with 
the way stats are used.

The source of just 
about every error in 
the use of statistics 
comes down to a very 
simple thing: peo-
ple ask one specific 
question, and then use 
stats to answer that 
question that are really 
designed to answer 
an entirely different 
question. This is the 
first key to really 
getting to grip with 
stats: the numbers can 
never be used as the 
absolute measure of 
anything. Instead they 
are always relative to 
the question you are 
asking.

What that means, of 
course, is that before 
you jump into playing 
with and examining 
the numbers, you need 
to very carefully frame 
the question you want 
those stats to answer. 

What is interesting 
about this is that 
the stats themselves 
seldom suggest what 
that question should 
be. You need instead to 
look at the situation 
you are trying to un-
derstand, and work out 
what questions you 
need to ask to effec-
tively model the result 
you are seeking.

This has come to 
mind quite forcefully 
recently as commenta-
tors comment on the 
apparently parlous 
state in which the real 
estate markets find 
themselves in Austra-
lia’s capital cities. If 
we want to look at the 
available statistics to 
determine just how 
bad things really are, 
which stats should we 
look at, and what kinds 

of questions should we 
ask using those stats?

Well, one of the most 
useful predictive stats 
we can use us the 
Australian Bureau of 
Statistics (ABS) stats 
for building approvals. 
Building approvals 
tend to be predictive, 
as they are often the 
first step taken when 
people are considering 
construction. Not all 
approvals are acted 
on, and there is often 
a significant time lag 
from when they are 
issued to when they 
are used, but they give 
a good indication of 
how much prospective 
construction work is 
getting loaded into the 
pipeline.

Very usefully, the ABS 
has a set of such stats 
that are specifically 

for the greater metro-
politan regions of the 
capital cities. That’s 
pretty much where 
most of the real estate 
action is these days, so 
its a good measure of 
the overall health of 
property development 
in Australia.

Let’s start by looking 
at the raw data from 
those stats, and for the 
moment we’ll con-
centrate on just one 
particular stat, which 
is building approvals 
for metro Sydney, 
strictly for houses only. 
Chart 1 shows a graph 
of that data from No-
vember 2010 through 
to October 2018. We’ve 
added a polynomial 

statistics
Building applications & 
interest rates

Chart 1: ABS building 
applications for greater 
Sydney Metro area, with 
polynomial trendline.

http://hnn.bz/
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based trendline, which 
is a way of averaging 
and smoothing out the 
flow of the stats.

That looks pretty 
good, doesn’t it? The 
line as it goes to the 
right keep going up, 
which is what we like 
to see. What is all this 
fuss about the prop-
erty market being in 
trouble, and so forth?

The problem is that 
in the property market 
as regards approvals 
we are less interested 
in the raw number of 
approvals being made, 
and more interested in 
the growth in approv-
als. How do we express 
that in stats? Typically 
we take the results 
from one period, such 
as a month, then 
compare it to the same 
month in the previous 
year, and express the 
change between the 
two as a percentage. 

That’s what we’ve 
done in Chart 2. That 
doesn’t look good, 
does it? It seems there 
has been a persistent 
decline in growth since 
the end of 2014. No 
wonder commentators 
are so upset.

Again, though, does 
this graph really 
reflect what we need to 
measure? What we are 
saying implicitly when 
we graph this data like 
this is that the stats 
we get from 2011 have 
a direct bearing on 
and relationship to the 
state we get from 2018. 
Is that really true?

Probably not, espe-
cially in the context 
of the questions we 

are asking of this data 
today. The major issue 
when it comes to the 
property market is 
whether the Reserve 
Bank of Australia 
should consider 
decreasing interest 
rates so as to provide a 
stimulus. 

So, maybe, the thing 
to do is to look at the 
interest rates, and see 
what changes there 
have been in those 
rates. If we do that, 
we see that the last 
rate change was made 
in August 2016. If we 
allow for a couple 
of months for the 
immediate effects of 
the stimulus to wear 
off, we could say that 
a good set of relevant 
data to look at would 
be the percentage 
change over the period 
from November 2016 
through to October 
2018. We show that 
in Chart 3, again for 
metro Sydney. 

What we can see in 
that chart is the reason 
why questions about 
stimulus are being 
asked. There has been 
something of an arc 
from the post-stimulus 
time through to today, 
indicating that the 
effects of the August 
2016 stimulus have 
worn off, and some feel 
it is time for an addi-
tional stimulus.

On the following page 
we’ve provided these 
charts for all dwellings 
for Sydney, Melbourne 
and Brisbane.

 Conclusions

Do these charts make 
a conclusive case for 
additional interest 
rate stimulus from the 
RBA? Not really. They 
do show very clearly 
why the property 
industry is calling for a 
stimulus. However the 
economic conditions 
in Australia are quite 
different from those 
in 2015 and 2016. The 
outstanding features 
of the economy is that 
growth in gross do-
mestic product (GDP) 
is doing fairly well, and 
we have — if forecasts 
are to be believed — an 
upcoming surplus in 
the budget. On the neg-
ative side, wage growth 

— especially outside 
of government jobs 
— remains quite low, 
and household debt is 
relatively high.

There is simply a 
degree of nonsense 
to the idea that, with 
interest rates at 
historic lows, the RBA 
would be called on for 
further stimulus when 
Australia is produc-
ing a budget surplus. 
What is required, quite 
clearly, is an economic 
stimulus package. The 
difficulty with this 
is that Australia is 
currently undergoing 
an economic transfor-
mation, as it shifts not 
just away from manu-
facturing and primary 
production as the 

statistics

Top: Chart 2: ABS 
building applications for 
greater Sydney Metro 
area, with polynomial 
trendline, houses only.
Bottom: Chart 3: ABS 
building applications for 
greater Sydney Metro 
area, with polynomial 
trendline from Nov 2016 
to Oct 2018, houses only.
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source of wealth, but 
actually a secondary 
change within service 
industries from legacy, 
less productive sectors 
to innovative, more 
productive sectors.

The need for that 
shift partially explains 
the low wage growth. 
Wage growth, if it is 
to be non-inflation-
ary, needs to occur in 
response to a growth 
in productivity. That 
growth, however, is 
judged by its relativity 
to world-wide produc-
tivity growth — and 
Australia is currently 
lagging badly in that 
measure, as it has 
been slow to innovate 
in industries where it 
needs to.

An added problem is 
that, given the current 
political situation, 
with a Federal election 
looming, we can expect 
what stimulus spend-
ing there may be not 
to go to the innovative 
growth industries that 
need it, but to legacy 
industries that have 
fallen on tough times 
and need further 
support.

Given those cir-
cumstances, it seems 
unlikely that mon-
ey will be spent on 
the best sectors of 
the economy much 
before February 2020. 
That’s going to place 
the RBA in a tough 
position. It would be 
good if RBA can hold 
the line on interest 
rates until then, but 
it is equally possible 
that, if wage growth in 
particular remains low 
and household debt 
continues to grow, they 
will be forced to make 
a concession and lower 
interest rates.
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in this  
update:

• Zip Pay offered 
to Bunnings 
customers

• A custom mag-
azine launch in 
2019

• Caringbah, 
Northmead 
openings and DC 
expansion

• Sites anchored by 
Bunnings stores 
are sold

• Developement 
plans and store 
construction 
around Australia

Foundations are 
taking shape for one of 
the biggest Bunnings 
stores in Delacombe 
(VIC); a seventh store 
is being built on the 
Gold Coast (QLD); 
Bunnings indicates it 
is continuing its legal 
fight to build a store 
in Coolum (QLD); and 
an appeal has been 
dropped against a 
planned Keperra (QLD) 
housing estate.

Delacombe

A $19 million Bun-
nings store is set to 
open in mid-2019 close 
to the Delacombe 
Town Centre (DTC) in 
regional Victoria. Con-
struction works are 
underway, according 
to H.Troon developer 
managing director 
Steve Troon.

The Courier news-
paper reports the site 
is owned by a group 
of Ballarat investors. 
DTC’s flagship ten-
ants are Woolworths, 
Kmart and Showbiz 
Cinemas.

The area surrounding 
DTC and Bunnings is 
expected to house as 
many as 12,000 resi-
dents by 2030.

Robina 

Bunnings will open 

its seventh Gold Coast 
store in Robina (QLD). 
The Bunnings Ware-
house, to be built next 
to Robina Town Centre 
and Robina Home + 
Life Centre, will be 
12,500sqm and include 
320 car parking spaces.

It is being built at the 
corner of Scottsdale 
Road and Christine 
Avenue on land owned 
by the Queensland 
Investment Corpo-
ration, which also 
owns Robina Town 
Centre. Robina Town 
Centre general man-
ager Shaine Beveridge 
told the Gold Coast 
Bulletin:

Bunnings is set 
to complement our 
popular Home + Life 
precinct to provide a 
fully-fledged home-
maker, hardware and 
bulky goods retail offer, 

alongside the … retail, 
lifestyle and entertain-
ment options available 
at Robina Town Centre.

Bunnings state opera-
tions manager Marga-
ret Walford said the 
company was pleased 
to be expanding its 
presence on the Gold 
Coast. Construction 
of the Robina outlet 
began in September 
2018.

Coolum

Bunnings has lodged 
a Supreme Court ap-
peal against a previous 
court decision not to 
allow it to build a new 
store, service station 
and restaurant in 
Coolum.

Bunnings’ Planning 
and Environment 
Court appeal against 
Sunshine Coast 

Council’s 2016 refusal 
of the development 
application had been 
dismissed. The council 
received 982 public 
submissions in the 
lead-up to its 2016 
refusal, of which 980 
were opposed. That de-
velopment application 
was Bunnings’ third 
unsuccessful attempt 
to expand into Coolum.

But the Supreme 
Court appeal has 
breathed new life into 
the application as Bun-
nings’ lawyers argue 
District Court Judge 
Everson erred in law in 
dismissing its Plan-
ning and Environment 
Court appeal.

Bunnings’ submis-
sions included that 
Judge Everson had 
failed to recognise the 

Bunnings store build 
outs as plans continue

continues next page

continues next page

A Bunnings store is being built at Robina (QLD)
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A number of retail 
properties in Tasmania 
and New South Wales 
featuring Bunnings 
stores have been sold 
recently.

Glenorchy

The Bunnings Ware-
house site at Glenorchy 
(TAS) has sold at 
auction for more than 
$14 million. Located 
on the Royal Hobart 
Showgrounds, it is a 
four-hectare site on 
which the 16,900sqm 

store was completed 
in 2015.

It was sold to an “in-
stitutional investor” for 
$14.06 million which 
represents a yield of 
3.12%. Bunnings has 
a 25-year “triple net” 
ground lease until 2040 
plus a 25-year option 
and fixed 3% increases.

The Royal Agricultur-
al Society of Tasmania 
had put the Bunnings 
site up for sale to help 
fund a proposed $150 
million commercial 
development of the 

17-hectare site with 
plans for a hotel, offic-
es and a mixed, medi-
um density affordable/
social housing project.

Port Stephens 

The Heatherbrae 
homemaker centre in 
New South Wales an-
chored by a Bunnings 
Warehouse has been 
sold for $23.3 million.

Sentinel Property 
Group purchased the 
4.57ha property, located 
at the intersection of 

the Pacific Highway 
and Griffin Street. The 
complex has expo-
sure to 40,000 vehicle 
movements per day. It 
is home to Bunnings 
which took over the 
tenancy last year from 
Masters Home Im-
provement. It occupies 
77% of the property 
and generates 66% of 
its passing income.

Casula

Real estate invest-
ment manager Ashe 

Morgan is buying AMP 
Capital’s Crossroads 
Homemaker Centre 
in south-west Sydney 
for $140 million. The 
48,400sqm retail centre 
is home to 28 retailers 
including Bunnings, 
The Good Guys, Free-
dom, Nick Scali and 
Fantastic Furniture.

The centre is located 
on the corner of Beech 
Road and Camden Val-
ley Way, Casula about 
35 kilometres from the 
Sydney CBD. 

Homemaker centres 
had a big win this year 
when the NSW govern-
ment enacted legis-
lative changes that 
significantly lightened 
the regulatory burden 
for such retail proper-
ties in terms of what 
they can sell and how 
they sell and operate 
the businesses.

Bunnings-anchored sites sold

Bunnings store build outs (cont.)
distinction between 
Coolum and Coolum 
Beach when referring 
to the superseded 
planning scheme, Ma-
roochy Plan 2000. Its 
lawyers also submitted 
the judge had failed to 
properly interpret the 
terms “showroom” and 
“shop”.

Bunnings has named 
respondents in the 
action including the 
council, Coolum solici-

tor Ray Barber, Coolum 
Mitre 10 owners 
Brennan and Jeneane 
Carolan, Coolum Resi-
dents Association and 
Development Watch.

Keperra

Bunnings has 
dropped its appeal 
against a large housing 
estate planned for the 
Keperra quarry site by 
Brookfield Residen-

tial Properties (BRP). 
The big box retailer 
lodged the appeal in 
December 2017, claim-
ing BRP’s 700-home 
development would 
cause “unacceptable 
adverse impacts” from 
stormwater entering 
adjoining lots, and the 
possible impacts from 
its business on homes 
in the development.

It also cited conflicts 
with the rural and 

extractive industry 
zones, and said impacts 
on “local amenity and 
values” had not been 
adequately considered 
and addressed. Bun-
nings general manager 
property Andrew 
Marks told North West 
News:

Following discus-
sions with the relevant 
parties, we decided to 
withdraw our appeal. 

Bunnings’ Keperra 

Warehouse, which 
opened earlier this 
year, backs onto the 
BRP site. In addition to 
the 700 homes, BRP’s 
$313 million plan for 
the quarry includes 
a 3000sq m shopping 
centre on the 48.6ha 
site.

Bunnings is major part of the Heatherbrae homemaker centre in New South Wales which has been sold
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Store openings and DC expansion
Bunnings’ Caringbah 

store has celebrated its 
opening; construction 
for Bunnings Kingaroy 
is progressing; a rugby 
legend helped to open 
the Northmead store; 
and Bunnings adds to 
its facility at the Port 
West estate in Bris-
bane.

Caringbah

Sutherland Shire 
residents were invit-
ed to join Bunnings 
team members at this 
month’s opening of the 
new Caringbah outlet. 
It is located at Koonya 
Circuit off (Taren Point 
Road), Caringbah NSW 
2229.

Complex manager, 
Emily Konstas said the 
team is excited to wel-
come the local commu-
nity to the store.

Northmead

The $46 million 
Bunnings Northmead 
warehouse covers 
more than 12,000sqm 
was officially opened 
by former rugby league 
and Parramatta Eels 
player Peter Sterling. 

Complex manager 
David Williams said 
that team members 
have lent a helping 
hand in the local 
community and happy 
to greet them at the 
new store. He told The 
Standard:

Team members have 
supported a number 
of community groups 
already … such as 

revamping the Hall 
Ward in the Children’s 
Hospital by trans-
forming the outside 
space into a tranquil 
area where patients 
can explore, relax and 
be taught therapeutic 
techniques. The team 
also visited The Hills 
School to help assist 
with their garden area 
and learning to cook 
program by providing 
garden beds, so the 
children can learn 
about the germination 
process of plants and 
how to grow their own 
food.

Brisbane

Original anchor 
tenant Bunnings will 
expand its distribution 
facility in the Port of 
Brisbane’s Port West 
Estate. The big box 
retailer will add an 
extra 10,000sqm to its 
facilities,

Port of Brisbane 
chief executive Roy 
Cummins said the ex-
tension, which will be 
built by DeLuca Cor-
poration, would add 
to Bunnings’ existing 
30,450sqm facility and 
is part of a new lease 
deal that will last for 10 
years, plus options.

Construction is 
expected to start late 
this year or early 2019. 
Sources told the Couri-
er Mail that Bunnings 
will be paying more 
than $100 per sqm. 
Bunnings general 
manager property 
Andrew Marks said 

the expansion will help 
the retailer continue to 
deliver more value.

The expansion of 
our Port of Brisbane 
distribution centre will 
help us improve our 
distribution efficiency 
and provides us with 
the scale to support our 
growing store network 
in Queensland.

Kingaroy

The Bunnings store 
in Kingaroy (QLD) 
expects to be open by 
Easter 2019, and several 
South Burnett busi-
nesses are working at 
the site. South Burnett 

Regional councillor 
Terry Fleischfresser 
said:

...a local engineering 
firm being engaged to 
undertake the inspec-
tion and certification 
of the operational 
works.

A South Burnett 
plumbing contractor 
has also been recently 
engaged to undertake 
all the internal plumb-
ing and drainage work. 
The council has issued 
three separate applica-
tions for operational 
work on the Bunnings 
site including bulk 
earthworks to shape 
the site and form a 

building pad to the 
value of approximately 
$920,000.

Another application 
involved the works to 
provide a water con-
nection to the site, and 
a very minor sewer 
extension to connect 
storm water from 
the site to the drain 
adjacent to the site. 
This also included the 
construction of the car 
park area on the site to 
the value of $1,030,000.

https://goo.gl/QKpyr5
https://goo.gl/mdSm-

fy
https://goo.gl/ynbFca

Bunnings’ distribution centre in Brisbane will expand

The Caringbah warehouse store has officially opened
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Shoppers at Bun-
nings stores will 
be able to pick up a 
free magazine being 
launched by the big 
box retailer in March 
2019. The monthly 
publication is forecast 
to have a  circulation 
of 500,000 in Australia 
and 100,000 in New 
Zealand. A digital 

version will also be 
available on Bunnings’ 
websites.

Clive Duncan, 
Bunnings’ director 
of marketing and 
merchandising, said 
the magazine will be 
an extension of the 
content found on its 
website.

We are always 

looking for ways to 
provide more value and 
exceptional experienc-
es for our customers. 
The magazine provides 
another platform to 
inspire customers 
through achievable 
projects with helpful 
advice to create homes 
of which they can be 
proud.

The magazine will 
be led by editor Jane 
Parbury, who was most 
recently deputy editor 
at Home Beautiful, and 
published by Medium 
Rare which is owned 
by News Corp Austra-
lia. Ms Parbury said 
research had found 
Bunnings customers 
to be “heavy print 
readers” with an appe-
tite for inspirational 
content.

Trusted brands

Bunnings has also 
remained one of the 
country’s most trusted 
brands, according to 
new research from Roy 
Morgan. Since the last 
report in late August, 
discount supermarket 
Aldi and Bunnings 
have maintained their 
top two positions.

Roy Morgan deter-
mines a brand’s “trust 
score” by asking nearly 
1,000 Australians, un-
prompted, the brands 
they trust and distrust. 
In a statement, Roy 
Morgan chief execu-
tive Michele Levine 
said:

Trust is not just a 
‘marketing’ or ‘comms’ 
issue – it goes to the 
heart of corporate cul-

ture and governance 
for every company.

We have seen time 
and again companies 
making bad business 
decisions that don’t 
take into account the 
way people will feel 
about an action or pol-
icy. Whether it’s Face-
book, the big banks 
or our major utilities, 
directors and their 
management teams 
need to think about the 
social drivers of trust 
and distrust – ethics, 
believability, integrity 
and transparency.

https://goo.gl/A3bf2R
https://goo.gl/TidLLP

Bunnings magazine and brand equity

Buy now, pay later at Bunnings 
Interest-free provider 

Zip has announced a 
new partnership with 
Bunnings. It will see 
Zip’s products, Zip Pay 
and Zip Money, being 
offered at the big box 
stores. This will allow 
customers to access 
lines of credit between 
$250 and $30,000 sub-
ject to lending checks.

Zip is one of the 
“modern layby” sup-
pliers of the buy now, 
pay later sector which 
has found growing 
popularity in Australia. 
Other retailers includ-
ing Mitre 10, Target, 
Kmart and Fantastic 

Furniture also offer 
their customers the 
option to pay for their 
purchase over an ex-
tended period.

Zip’s new partner-
ship with Bunnings 
delivers on its strategic 
vision of partnering 
with Australia’s largest 
retailers to provide 
customers with choice. 
This is also the first 
time Bunnings will of-
fer a buy now, pay later 
option to customers. 
Zip CEO and managing 
director Larry Dia-
mond said:

We believe Zip will be 
a great fit for Bun-

nings, not only for 
life’s everyday necessi-
ties but also for those 
larger aspirational 
home improvements, 
providing their cus-
tomers with a better 
way to pay, over time, 
interest-free.

Zip Pay has smaller 
lending limits, from 
$250 up to $1,000 and 
gives customers up to 
60 days to pay them off 
fee-free while main-
taining a $40 minimum 
repayment amount. 
The customer can take 
longer to repay after 
the two-month period 
but a $6 monthly fee 

will kick in from this 
point.

Zip Money is more 
like a line of credit 
and can extend up 
to $30,000. There are 
credit tiers where the 
minimum repayment 
and establishment 
fees change depend-
ing on the amount of 
credit extended. All 
customers applying for 

a Zip product need to 
undergo a credit check 
to make sure they can 
handle the repay-
ments.

https://goo.gl/
P4hwYB

http://hnn.bz/
https://goo.gl/A3bf2R
https://goo.gl/TidLLP
https://goo.gl/P4hwYB
https://goo.gl/P4hwYB
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The Independent 
Hardware Group 2018 
Awards of Excellence 
were given out to 
two Home Timber 
and Hardware (HTH) 
stores recently.

The team at Pe-
terborough Home 
Hardware in South 
Australia have taken 
out a win for the 
state’s best store, two 
years in a row. 

The store were 
awarded for its clean-
liness, outstanding 
customer service and 
large stock range. Store 
owners and managers, 
Nick and Konny Srour 
have been serving 
Peterborough and the 
surrounding towns of 
Terowie, Yongala and 
Orroroo for nearly 14 
years. Nick Srour told 
The Flinders News:

For a regional 
country town, many 
people comment about 
the amount of stock 
that we have in the 
shop and … we have 
travelled around a fair 
bit to a lot of country 
towns and it is hard 
work stocking a store 
in a country town but 
we realised early on 
that if you don’t have 
the stock people go 
elsewhere.  

Winning the award 
for the second time 
helped them realise 

that what 
they provide is 
award worthy. 
They strive for 
exceptional 
customer ser-
vice and they 
believe this is 
what will keep 
their custom-
ers coming 
from far and 
wide, time and 
time again. 
Nick said:

I came in here when 
I was a builder many 
years ago and you used 
to have to badger the 
staff to find out when 
your order was coming 
in and we didn’t want 
that to happen. We 
have a process in place 
and we try to get the 
products that the cus-
tomers want as soon as 
we can.

There is also an 
added element to 
the store’s customer 
service and that is 

their four legged friend 
Sandy, who wanders 
the store and greets 
the customers. Konny 
said:

Everybody loves 
Sandy, you can’t not 
love her she is so cute. 
She came to us when 
she was five weeks old 
and everyone loved her. 
One of our customers 
brought her into the 
store and we couldn’t 
resist. From then on, 
she gets upset if we 
don’t bring her, and the 

customers are upset if 
she is not here.

The team want to 
thank Peterborough 
and surrounding 
towns for keeping 
them in business and 
supporting them as a 
local business choice. 
Both Nick and Konny 
pride themselves on 
being described as the 
“mini Bunnings of the 
Mid North” and “best 
store ever”. 

IHG state awards for 
HTH stores

continues next page

http://hnn.bz/
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Toowoomba approved

Toowoomba Regional 
Council officers have 
approved a proposal to 
create a nearly 500sqm 
hardware store tenan-
cy at 19 Pechey Street 
in South Toowoomba 
(QLD).

The new development 
would be built in two 
stages, with the main 
store, 15 car parks, load-
ing bar and landscap-
ing down first before 
a warehouse tenancy 
and another loading 
bay were added later. 
Planning officer Peter 
Swan said in his report 
he was satisfied that 
the code-assessable 
application had met 
the planning scheme 
requirements. He told 
The Chronicle:

The proposed develop-

ment generally com-
plies with the assess-
ment benchmarks or 
it can be conditioned 
to comply. Where the 
applicant has not 
provided sufficient 
information, conditions 
have been imposed to 
ensure compliance.

Those 81 conditions 
covered landscaping, 
waste management, 
fencing, stormwater 
and visual amenities.

In the original 
application lodged in 
September, Precinct 
Urban Planning’s Paul 
Kelly said the devel-
oper Coonan Holdings 
wanted to demolish 
the existing warehouse 
and build a new struc-
ture. He wrote:

The final development 

will be built to bound-
ary on the northern 
and southern side 
boundaries and rear 
western boundary with 
car parking, access and 
landscaped areas with-
in the front setback 
which comprises 19.3 
metres.

The building will be 
slab on ground con-
struction with tilt-up 
panel concrete walls 
that will include a 
textured finish to the 
front eastern elevation 
visible from the street.

South Toowoomba 
doesn’t currently have 
a hardware store, with 
the nearest one being 
a Mitre 10 in Darling 
Heights.

IHG state awards (cont.)

Dipper’s store

In Moree (NSW), 
Dipper’s Home Timber 
and Hardware won 
the Northern Region 
Store of the Year Over 
1,000m2 and the North-
ern Region Garden 
Centre of the Year. The 
victory took owner, 

Rebecca Diprose, by 
surprise, according to 
the Moree Champion. 
She said:

I think these awards 
are reflective of our 
great staff and the 
hard work everyone 
has put in over the past 
12 months. We’ve em-
barked on substantial 

physical changes that 
customers will notice – 
visual merchandising 
that is clean and fresh, 
de-cluttering so visi-
tors can see through 
the store, and really 
efficient labelling – the 
right product and the 
right price.

Rebecca’s vision for 

Dipper’s is to encour-
age a retail outlet that 
“people can take their 
coffee and go for a 
wander in a genuine 
customer friendly 
shopping environ-
ment”.

Our interior dec-
orating, shelving, 
merchandising is all 

about increasing our 
store standards, and 
we believe there’s still 
room for improvement, 
which we’ll be focusing 
on over the next 12 
months.

https://goo.gl/fLHTkZ
https://goo.gl/grVM7j

Hardware closure
Bunnings has con-

tributed to Baulkham 
Hills Hardware 
shutting shop before 
Christmas, according 
to store owner Geoff 
Witzgall.

Mr Witzgall’s late 
father Otto and uncle 
Peter bought the 
store in 1980. It was 
formerly a Mitre 10 
but was a family run 
business since the 
1960s. He told the 
Daily Telegraph:

I don’t want to 
sound bitter and 
say it’s the rise of 
Bunnings but that’s 
a given and there’s 
a lot of factors but 
that’s the way retail’s 
going into the big-
box stores. You can’t 
continue to fight a 

losing battle.
He believes the 

Bunnings brand has 
become part of a 
weekend ritual.

Bunnings has be-
come part of Austra-
lian culture with the 
sausage sizzle and 
what they’ve done 
has worked. Outside 
of Bunnings, there 
is not a future. It’s 
also part of big-box 
shopping centres … 
it’s all under one roof 
and that’s the way 
people want to shop 
these days.

https://goo.gl/FCy-
pbx

http://hnn.bz/
https://goo.gl/fLHTkZ 
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Hastings Co-op experiences 
FY profit decline 

The Hastings Co-op has seen 
a drop in profits over the past 
financial year, though they 
say it’s their third best year 
ever recorded. Hardware retail 
is still part of its main activi-
ties that also include grocery, 
fresh foods, soft goods, rural 
supplies, liquor stores, service 
stations, bulk fuel and hospi-
tality.

At the annual general 
meeting in late November, it 
was announced that the total 
revenue for the co-operative 
was $86,061,097 for the current 
financial year as compared to 
revenue of $81,416,752 for the 
previous financial year. 

Profit, after providing for in-
come tax, amounted to $913,760 
compared to $1,215,568 in the 
previous financial year.

The Co-op says the overall 
retail environment remains 
extremely competitive with 
reduced margins being expe-
rienced across most sectors. 
Chairman David Johnson said 
that the profit it achieved was 
below the budget set by the 
board. He told Port Macquarie 
News:

Whilst some divisions have 
made a positive contribution 
to the co-operative others have 
not fared all that well in what 
continues to be an extraor-
dinarily competitive retail 

environment. Our flagship 
department store was impact-
ed by significant internal water 
damage during a storm on 
Boxing Day 2017, not long after 
internal modifications had 
been completed.

CEO Allan Gordon said the 
Co-op is entering a transitional 
phase.

I believe the net profit result 
of $913,760 in the current envi-
ronment is a sound result, but 
not outstanding, and we will 
need to review a number of our 
operations to ensure that we 
identify efficiencies that can be 
implemented.

A number of positive devel-
opments also occurred during 
the year. It opened a small 
shop in Laurieton (NSW) in 
August and the Co-op was in-
ducted into the Port Macqua-
rie Business Chamber’s Hall of 
Fame in July 2018.

https://goo.gl/6Fnozp

http://hnn.bz/
https://goo.gl/6Fnozp 
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Malco begins new
production of pliers

US tool maker, Malco 
Products, has opened a 
new production facili-
ty in DeWitt, Nebraska 
where Irwin’s Vise-
Grip pliers used to be 
made.

The company 
unveiled its latest 
Eagle Grip profes-
sional-grade locking 
pliers that are being 
manufactured at the 
factory. The Eagle Grip 
will make its official 
debut at the National 
Hardware Show in 
May 2019.

Malco Products is 
a manufacturer of 
high-quality, Ameri-
can-made tools for the 
HVAC (heating, ventila-
tion and air condition-
ing) trade, and profes-
sionals in remodelling, 
fence, deck and rail 
installation, auto re-
pair and refinishing. It 
is backed by nearly 70 
years of history.

As an employ-
ee-owned Specific 
Benefit Corporation 
(SBC), a legal designa-
tion that indicates that 
a specific social benefit 
— employee owner-
ship, keeping jobs local 
and strengthening 
communities — is the 
primary driver of its 
business decisions. 
Malco Products presi-
dent and CEO Mardon 
Quandt, said:

As our company 
continues to expand, 
we were looking for 
an opportunity to add 
a new locking pliers 
product to our line-up 
and sought a location 
that had the infra-
structure that would 
allow us to ramp up 
quickly, create jobs and 
make an impact on the 
local community. We 
found all of that and 
more in DeWitt, and are 
excited to once again 
put the skilled workers 
who live in and around 
DeWitt back to work.

Employee ownership 
has several advantages. 
Mr Quandt added:

Everybody has a vest-
ed interest in making 
the company success-
ful. There’s also some 
accountability there, 
all the way through the 

company. When some-
body says, ‘Are you 
sure you need to spend 
that, because you’re 
spending my money?’ I 
think that really helps 
people to think closer. 
It’s not some unknown 
entity here collecting a 
dividend.

Malco also opens its 
books to employees so 
they can see how their 
department’s perfor-
mance affects the com-
pany’s numbers. Since 
2016, employees have 
benefited from the 
employee stock own-
ership plan, receiving 
bonuses of up to three 
weeks’ pay when the 
company meets profit 
goals. About 56% of 
employees have been 
with the company for 
a decade or more. Mr 
Quandt said:

I think a lot of our 
success is due to the 
employees that we’ve 
got … their mentality of 
trying to do whatever 
they can to make us 
successful because that 
makes them success-
ful…

Most of Malco’s 
products are sold in 
the United States, has 
a good market in Can-
ada, and does business 
in Australia, Europe 
and South Korea.

https://goo.gl/
PfAW6m

https://goo.gl/JJa3Xn

Malco’s grand opening included a visit from Nebraska Governor Pete Ricketts

http://hnn.bz/
https://goo.gl/PfAW6m
https://goo.gl/PfAW6m
https://goo.gl/JJa3Xn
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US company Wag-
ner SprayTech Corp. 
announced the acqui-
sition of HomeRight, 
another US manu-
facturer of painting 
products and a division 
of Diversified Dynam-
ics Corp.

Minneapolis-based 
Wagner, best known 
for making paint 
sprayers, will retain 
the HomeRight brand 

and plans to continue 
to offer HomeRight 
products at existing 
retailers. Terms of 
the acquisition were 
not disclosed. Greg 
McGuirk, president 
of Wagner SprayTech, 
said in a statement:

With a history of 
innovation, a passion 
for quality, and desire 
to exceed customer ex-
pectations, HomeRight 

is an excellent addition 
to Wagner’s industry 
leading brands and will 
bolster our leadership 
position in the DIY and 
crafting markets.

HomeRight prod-
ucts will start being 
shipped from Wagner 
facilities in January 
2019.

Stanley Black & Deck-
er (SBD) announced a 
USD250 million cost 
reduction program 
during its third quarter 
earnings announce-
ment in late October. 
The company cited “ex-
ternal headwinds” that 
included new tariffs, 
commodity inflation 
and foreign exchange.

As a result, the 
company will increase 
prices for many its 
tools to mitigate the 
impact of tariffs the 
Trump administration 
placed on Chinese 
imports. Donald Allan 

Jr., SBD’s executive vice 
president and chief 
financial officer, said in 
a statement:

As we shift to 2019, we 
are now preparing for 
the carryover effect of 
the 2018 headwinds…We 
will continue to pass 
on these input cost in-
creases to our custom-
ers as price increases. 
Additionally, we are 
taking actions to 
adjust our supply chain 
and cost structure.

President Donald 
Trump announced 
tariffs on billions of 
dollars of goods earlier 

this year as a way 
to try and force 
China to change 
trade practices he 
believes are hurting 
US manufacturers. 
Tariffs on certain 
goods will rise 
from 10% to 25% at 
the start of 2019. 
While the tariffs 
help US producers 
competing against 
overseas compa-
nies, they also hurt 
global companies 
that purchase raw 

materials from China 
as part of their supply 
chain.

Company executives 
said during an earn-
ings call that they have 
been preparing their 
plan for dealing with 
tariffs since the trade 
war began earlier this 
year. Mr Allan said the 
products affected will 
include mechanics 
tools, power tool ac-
cessories vacuums and 
some hand tools.

CEO James E. Loree 
said he is not worried 
about losing demand 

as a result of price 
increases because the 
US economy remains 
strong.

SBD has favourable 
positions against its 
competitors because 
50% of the company’s 
North American sales 
are supported by tools 
production from North 
American facilities, Mr 
Allan said. The com-
pany has projected a 
USD35 million tariff 
impact in 2018.

The cost-cutting 
measures would be 
completed by year-end 
and the majority of the 
pricing actions will be 
implemented in early 
first quarter 2019, ac-
cording to Mr Loree.

Q3 and Home 
Depot

SBD reported third 
quarter net sales of 
USD3.5 billion, a 4% 
increase from third 
quarter 2017 net sales 
of USD3.4 billion. Net 
earnings declined 9.5% 
to USD248.3 million 

from net earnings of 
USD274.5 million in the 
same period last year.

Tools and storage 
net sales increased 3% 
during the quarter due 
to a volume increase 
of more than 5% and a 
price increase of more 
than 1%. Industrial net 
sales increased 10%, 
partially due to acqui-
sitions while security 
net sales increased 1%.

Its Stanley Tools sub-
sidiary also announced 
that it has signed an 
exclusive agreement 
with The Home Depot 
for hand tools and 
storage products, start-
ing in 2019. The deal 
includes in-store and 
online sales, along with 
the retailer becoming 
the exclusive retailer of 
Stanley’s Fatmax tape 
measure brand.

https://goo.gl/qkApcQ
https://goo.gl/pDPwt4

Wagner SprayTech acquires HomeRight

Stanley cuts costs, gains exclusivity deal

Fifty per cent of SBD’s North American sales are supported by 
tools production from North American facilities

http://hnn.bz/
https://goo.gl/qkApcQ 
https://goo.gl/pDPwt4
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Building products 
company CSR has 
shut down one of 
its production kilns 
at a bricks plant in 
Sydney and will have 
fewer shifts at its 
Western Australian 
plasterboard facility 
as a housing market 
slowdown begins to 
take effect.

Managing director 
Rob Sindel – who 
recently announced he 
will step down within 
12 months – acknowl-
edged there was plenty 
of fear about a housing 
slump. But he expects 
population growth and 
the rising popularity 
of knockdown rebuilds 
will temper any ex-
tended downturn. He 
told Fairfax Media:

You’ve still got strong 
population growth. 
With population 
growth sitting at the 

380,000-a-year growth 
rate, you’ve got to build 
homes for them…

Mr Sindel signalled 
he would be on the 
front foot in cutting 
costs as the housing 
construction cycle 
turned down. He said:

When you see some 
moderation, you take 
those fixed costs out. 
That’s basically what 
you need to do.

He said CSR operated 
four brick plants in 
NSW and by moth-
balling one of the two 
brick kilns it operated 
at the Cecil Park plant, 
it was responding to 
the lower demand in 
the market.

Mr Sindel said the 
slowdown in approvals 
in the apartment mar-
ket had been fastest 
in NSW and was 25% 
down in the Septem-
ber quarter, compared 

to the same time last 
year. Detached housing 
approvals had declined 
by about 5% in NSW. 
But he said the Victori-
an market was holding 
up.

Glass writedown

CSR’s half-year profit 
plummeted 77% to 
$26.8 million on the 
back of nearly $76 
million in impairments 
to its troubled Viridian 
glass business.

Its revenue lifted 6% 

to $1.4 billion, though 
steady demand from 
the detached housing 
market and growth in 
commercial projects 
was offset by slower 
activity in high-rise 
apartments, and a drop 
in earnings on alumin-
ium.

Excluding Viridian, 
which CSR has said it 
is considering selling, 
the company’s half-
year net profit after tax 
was down 31% to $94 
million.

Viridian has been 

a serious problem 
since CSR bought the 
former Pilkington and 
DMS glass businesses 
in 2007 and 2008 and 
rebadged them under 
the Viridian banner. 
It makes products 
such as double-glazed 
windows for commer-
cial and residential 
customers.

https://goo.gl/pesALB
https://goo.gl/MdDb-

dL

Irish safety clothing 
and workwear man-
ufacturer Portwest is 
investing AUD10 mil-
lion in its Australian 
operations.

Portwest said its 
latest investment 
will allow the com-
pany to continue its 
global expansion and 
increase its Austra-

lian workforce 
over the next 
four years. The 
announcement 
was made at the 
official launch of 
Portwest’s new 
state-of-the-art 
warehousing 
facility in Mel-
bourne. Harry 
Hughes, CEO of 

Portwest, told the 
Irish Indepen-
dent:

Our vision for the 
company is clear, by 
selling more products, 
in more countries, 
through more sales 

people selling to more 
customers, Portwest 
will continue its strong 
growth. Our sights are 
firmly fixed on our new 
markets of Australia 
and the USA where 
further investments 
in warehousing, staff 
and an outstanding 
pipeline of new designs 
and innovations will 
drive this growth.

The company paid 
AUD10 million for 
Huski, an Australian 
workwear brand 
earlier this year, and 
AUD7.5 million for Mel-
bourne-based Prime 

Mover Workwear in 
2017.

Portwest’s brand is 
sold in over 130 coun-
tries. The family-run 
business has been 
based in Mayo, Ireland 
for over a century 
where the now global 
company is run by 
brothers, Cathal, Harry 
and Owen Hughes.

https://goo.gl/BdoyjP
https://goo.gl/BqqSbU

Workwear brand expands in Australia

CSR responds to market, cuts back on bricks

Minister of State Patrick O’Donovan cuts the ribbon at the new 
Portwest warehouse in the Melbourne suburb of Altona

http://hnn.bz/
https://goo.gl/pesALB 
https://goo.gl/MdDbdL 
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https://goo.gl/BdoyjP 
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BGC Group potential sale
The Street Talk col-

umn in the Financial 
Review reports that 
building materials 
supplier BGC Group 
has hired Macquarie 
Group’s investment 
banking team to run 
the company’s mooted 
sale.

Sources told the 
newspaper that invest-
ment bank Macquarie 
Capital was chosen 
following a pitching 
process run by BGC 
Group’s board. Mac-
quarie’s bankers are 
expected to start work-
ing with the company 
with a view to having a 

formal sale process up 
and running in 2019.

BGC Group generated 
$2.7 billion in revenue 
last year and is likely to 
be worth more than $2 
billion. It has been con-
trolled by late founder 
Len Buckeridge’s sons, 
Sam and Andrew, since 
2014.

The board – working 
on behalf of the com-
pany’s family share-
holders – is understood 
to be keen to sell the 
business in one piece, 
if possible. It believes 
there are material 
synergies between the 
industrial businesses. 

For example, raw 
materials for its 
building materials 
can be sourced 
cheaply from the 
company’s net-
work of quarries 
and the like, and 
flow into the resi-
dential construc-
tion arm, which 
is the country’s 
biggest home 
builder.

The sale is also 
expected to include 
BGC’s civil and mining 
contracting business, 
which has about $1 bil-
lion in annual revenue 
and services clients 

across the retail, ener-
gy and infrastructure 
sectors.

However BGC Group’s 
real estate portfolio, 
which owns office 
buildings and other 

commercial property, 
is expected to be sold 
separately.

https://goo.gl/42gfuF

Duragroove panels and Stratum weatherboards are part of BGC 
Fibre Cement’s timber effects range

Home Depot rewards Makita for innovation

The Makita 18V LXT® 
Sub-Compact has won 
The Home Depot 2018 
Innovation Award. 
The award recognises 
products that deliver 
a unique offering in 

market with value and 
efficiency across multi-
ple home improvement 
categories. Makita’s 
Sub-Compact was 
named “Overall Win-
ner” for giving custom-

ers maximum power in 
a more compact size.

Makita’s Sub-Com-
pact line includes 
drills, impact drivers, 
impact wrenches, 
reciprocating and 

circular saws, a rotary 
hammer and a radio, 
with more solutions 
on the way. All 18V LXT 
Sub-Compact tools 
carry a black trade 
dress that distinguish-
es the line as another 
class in cordless tools. 
Sub-Compact is part 
of the Makita LXT 
system, a cordless tool 
system powered by 18V 
lithium-ion slide-style 
batteries.

For more than a 
decade, Home Depot 
has been awarding its 
vendors for innovative 
products. Now, the 
home improvement 
retailer is making its 
Innovation Awards 
public for the first time 
by labelling winners 
with a sticker seal so 
consumers get the 
message. 

The award, given 

annually, highlights 
10 products that 
create more value and 
convenience for home 
improvement custom-
ers. Other winners this 
year include a special 
slip-proof tile and a 
set of LED lights that 
create different colour 
temperatures.

Each item was 
marked with the seal 
online and in-store 
leading up to the holi-
day season.

https://goo.gl/ZRES-
nC

https://goo.gl/9eE8eq

http://hnn.bz/
https://goo.gl/42gfuF
https://goo.gl/ZRESnC 
https://goo.gl/ZRESnC 
https://goo.gl/9eE8eq
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supplier 
update

SKIL brand relaunch for 
DIY market 

Power tool brand SKIL is 
launching a cordless plat-
form powered by lithium-ion 
battery and brushless motor 
technology. It aims to trans-
form the DIY market and has 
teamed up with Amazon as its 
launch partner.

The new SKIL platform 
promises performance and 
5-minute recharges thanks to 
its proprietary PWRCore 12™ 
and PWRCore 20™ Lithium 
Technology, referred to as 
power core. Deanna Gaughan, 
brand manager at SKIL, said:

The innovations SKIL brings 
to market are designed to 
address consumers’ desire for 
powerful, compact tools that 
can handle even the most de-
manding jobs. What makes the 
products special is the added 
utility in every kit including 
batteries that can be used as 
cell phone charging devices 
and a charger that will safely 
recharge the battery from 0% 
to 25% in just five minutes 
— enough power to drive 100 
screws or recharge your phone 
once.

SKIL PWRCore 12 and PWR-
Core 20 Lithium Technology 
is centred around a patented 
cooling system. All PWR-
Core cells are wrapped with 
temperature management 
material to keep the battery 

cool, even during heavy load, 
delivering up to 25% longer 
run times and battery life that 
is twice as long. This is the first 
time phase change material 
has been used in power tools 
to manage the batteries biggest 
enemy, heat. 

Another patented technol-
ogy minimising any down-
time is found on the SKIL 
PWRJump™ Charger. With 
PWRJump, consumers can 
safely boost battery power 
from 0% to 25% in five min-
utes — enough power to drive 
100 screws, or re-charge a cell 
phone. The battery will fully 
re-charge in 45 minutes. 

SKIL PWRAssist™ Mobile 
Charging means a built-in USB 
port on the battery turns the 
SKIL power tool battery into 
a portable power device. This 
simple feature offers conve-
nient, on-the-go charging for 
all mobile devices. 

The tools in SKIL’s PWRCore 
12 and PWRCore 20 lineup 
are equipped with brushless 
motors.

https://goo.gl/747ToX HI
NEWS
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• Smart homes 
in Australia is 
the focus of the 
research lab 
launched by IKEA 
and UTS

Homewares and 
furniture giant, IKEA, 
has partnered with 
the University of 
Technology Sydney 
(UTS) to open its first 
“Future Living” smart 
home innovation lab in 
Australia.

Located at the UTS 
campus in Ultimo, the 
lab will explore new 
smart home designs 
and technologies for 
the modern Australian 
household. The lab 
will combine IKEA’s ex-
pertise with research 
from UTS academics 
and students from the 
Interior Architecture 
and Product Design 

programs, alongside 
external designers 
and organisations to 
generate ideas and 
prototypes.

The lab’s research 
into the Australian 
smart home will enable 
IKEA to gain first hand 
insight into the unique 
needs of Australian 
homes. IKEA Australia 
country manager, Jan 
Gardberg, explains:

With the IKEA X UTS 
Future Living Lab we 
want to channel the 
next generation of 
designers to explore 
the issues that are 
changing the industry 
and Australian living, 

whether its sensory 
design, sustainability, 
personalisation, smart 
technologies and more.

As a company, we 
are firm believers that 
great ideas can come 
from anywhere and 
anyone and that col-
laboration is the best 
tool to drive innovation 
on a global scale.

Both UTS and IKEA 
say they are commit-
ted to finding new 
solutions to meet the 
changing demands of 
future homes, today 
and tomorrow.

The collaboration will 
also provide practical 
experience for the next 

generation of Austra-
lian designers. As part 
of the lab’s inaugural 
year, students will 
gain the opportunity 
to travel to IKEA’s 
global HQ in Sweden, 
to receive firsthand 
exposure to IKEA’s 
business and produc-
tion processes, from 
conception to retail 
floor.

https://goo.gl/CaV-
WEG

IKEA, UTS partner on 
Aussie smart homes

Research interns Dominic Harrison and Emilia Lin in the IKEA x UTS Future Living Lab. Photo: Dang Khoa Nguyen

http://hnn.bz/
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It’s mid-November  in 1979, a Wednesday morning. Mal-
colm Fraser is into his second term as Prime Minister of 
Australia, after controversially ousting Gough Whitlam 
in 1975. In the USA, Ronald Reagan has begun the cam-
paign that will see him replace the incumbent Jimmy 
Carter as President of the USA, while Margaret Thatcher 
has already become Prime Minister of the UK.  

DIAMOND VALLEY 
MITRE 10

Some of the inventive 
management team 
at Diamond Valley 
Mitre 10, l-to-r: Frank 
Benton, Chris Lodi and 
Paige Hastings.
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There’s a “who’s who” of State Premiers in office: Rupert 
Hamer in Victoria, Neville Wran in New South Wales, Don 
Dunstan in South Australia, and, of course, Joh Bjelke-Peters-
en in Queensland.  And Bob Hawke has just won pre-selec-
tion for the seat of Wills.

On the telly, a new-fangled current affairs program has 
launched on Channel Nine, named “60 Minutes”, and a cheap-
ly produced soap opera named “Prisoner” is just getting 
started on Channel 10. They join overseas favourites, such as 
“Happy Days” and “The Love Boat”. Viewers can now watch 
their favourite shows in colour, after the service was added 
just four years previously. 

In movie theatres an almost unknown Australian actor, 
Mel Gibson, has just appeared in a futuristic, sci-fi film titled 
“Mad Max”, alongside the landmark Australian film “My Bril-
liant Career”. Pink Floyd has released its classic album “The 
Wall”, and Blondie is singing “Heart of Glass” on the radio.

The previous year, Holden brought out its new VB Com-
modore, replacing that familiar cultural icon, the Kingswood, 
with a smaller, more fuel-efficient car. Mercedes-Benz has 
also launched a new car, the W126, which will become a land-
mark luxury saloon through the 1980s.

Women have recently been awarded the right to six weeks 
compulsory maternity leave — unpaid. The Truro murders in 
Adelaide are in the newspapers. And, 
of course, Collingwood has lost again 
in the VFL Grand Final, this time to 
Carlton. It’s just the third time that 
viewers in Melbourne have been able 
to see the game played live on their 
TVs.

In the early hours of this Wednes-
day morning, Norm Hasting wakes 
to the sound of one of those heavy, 
soaking rains common to Melbourne 
in November. That’s not exactly a 
poetic image. He’s moved with his 
wife and their months-old baby to 
live in a small caravan parked behind 
a relative’s home, so the sound of 
rain is not so much a faint hiss as a 
torrential thudding on the tin roof. 
After breakfast, he climbs into the 
worn seat of a much-used yellow Ford 
Escort van, that has had its passenger 
seat removed to create more space, so 
that Norm can carry longer lengths of 
wood. It starts on the second or third 
go, and he sets off for Diamond Creek, 
a small town around 25 kilometres 
north and a little east of Melbourne.

The original Timber King store. At that 
time, the hardware store was a member 
of the Home Saver buying group.
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His destination there is a 
large, leased paddock located 
near the town. At the mo-
ment, other than grass, there 
is just one thing on that 
land: a single, large tin shed. 
That tin shed pretty much 
contains all of the hopes and 
dreams that the 30 year-old 
Norm has mustered together. 

After some years working 
at the Ford Motor Company, 
Norm has risen to a good 
position at the car manufac-
turer’s proving ground, and 
he’s taking classes at night to 
obtain a degree as an engi-
neer. But he sees younger 
men, 23 and 24 years-old, 
being hired, graduates with 
engineering degrees, and he 
knows it’s going to be tough 
to catch up. 

Norm wants something 
more than what seems possi-
ble with his safe, secure job at 
Ford. And there’s that other 
thing, too, the thing that 
drives people in hardware. He 
wants to have his own thing 
to do, to take his own risks. To 
have the absolute freedom, 
as modern entrepreneurs 
would say, to work whichever 
60 or 70 hours in the week he 
chooses to.

So Norm has sold up 
almost everything he owns, 
including his family home, 
moved into the tiny caravan, 
and helped to build the shed 
on land his partner in the 
business holds a lease over. 
The partners had $40,000 left 
over (around $186,000 in 2018 
money), which they spent 
on stocking the store with 
timber and other necessities. 
And they already had a name 
for the company as well:  
Timber King.

Top two images, advertisements that ran in the typewriter-set, photocopied local Diamond Creek 
News. Middle, the first store after its two-storey addition. Bottom, the checkout counter in the 
new-old store, circa 2005.
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Judging by the early ads the partners place in the local 
news sheet, the October, November and December editions of 
The Diamond Creek News, his stock even from the beginning 
is a little more eclectic than just timber. There is that, but 
Timber King is also selling steel, handsaws, and even some 
stationery supplies. There’s a hint, in other words, of the kind 
of enterprise that Timber King will one day become.

Flash forward 39, almost 40 years, (and about 2040 Wednes-
days) later, and the business Norm Hastings started in a tin 
shed while living in a small caravan has moved closer to the 
centre of Diamond Creek, and now occupies a block that 
is 1.4ha., with a main store of 2000sqm and an extension of 
1380sqm of floor space, plus an additional 1300sqm under 
cover in the outside yard. The renamed Diamond Valley Mitre 
10 (DVM10) also has a turnover of well over $20 million a year. 

Though none of those numbers completely tell the story. 
The real value of the company is in its human capital, which 
extends through its 85 total employees (many 
of whom are, of course part-time). It’s a crew 
that includes Norm’s children, as well as an 
outstanding team of veteran retail staff, many 
of whom have been with the store for over 15 
and even 20 years. 

It’s the kind of human capital that is valu-
able to everyone involved:  the store manage-
ment, because it gives the business excellent 
capabilities in the field, the staff itself as it 
means experienced, high performance people 

The store has a strong entrance presence, 
with an area that can be easily merchan-
dised with outdoor products.
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get to work with colleagues of 
equal standing, and can learn 
from experienced people at first 
hand —  and, of course, it really 
benefits the customers, who get 
such great service many of them 
may not even realise just how 
lucky they are.

Progress
Obviously, all that didn’t “just 

happen”. The progress from the tin 
shed to the 2000sqm, high ceiling, 
high-finish store required lots of 
effort and even more risk-taking. 

The development of the first 
store, the tin shed, started only a 
year after it first opened. As Norm 
tells it:

The tin shed that we had, we decid-
ed to put some hardware into that. 
We put some hardware into the 
shop but we ran out of space. So we 
were going to rebuild a double sto-
rey building onto the front of the tin 
shed, and we made that the hard-
ware store. And we joined Mitre 10 
at the same time.
The next really major change 

took place in 2007, when Timber 
King moved from its original loca-
tion to the new store in the centre 
of Diamond Creek, and changed its 
name to Diamond Valley Mitre 10 
(DVM10). Timber King had bought 

Top: The custom-built, new store near the centre of Diamond Creek is well under way. 
Middle:Nearly finished, the vast spaces of the store must have seemed daunting — how 
could they possibly fill that space? Bottom: In 2018 the store is bright and cheery — and 
just about bursting at the seams with products. Yet it has managed to retain its high level 
of amenity, with bright lighting, very clean displays, clear organisation, and a difficult to 
describe sense of cheekiness.
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How to make a great entrance

1

2

3

4

1

2

3

4

5

6

6

5

Why is there this small basket of pillows at the entrance? As Paige points out, most of the 
retail shoppers are women. Besides offering something of an impulse buy, this is also 
something of a “wink”: placed adjacent the tool counter, it signals that this is a store that 
definitely keeps women in mind in terms of products and services.

The barrel of men’s socks. Men have a peculiar relationship to socks. It strikes them as 
strange that a) socks wear out and b) they have to buy more. This friendly barrel means 
some guy does not have to make a trek into the foreign territory of a Target, Myer, or — 
goodness knows — DJs.

The home amenities section near the entrance/exit provides lots of scope for impulse buys. 
As this is also slightly unusual content for a hardware store, it also signals strongly to the 
availability of these products, and many other that are similar in-store. One of the most 
important aspects of this display is the change in flooring to wood composite. This creates a 
warm environment, and a distinct sense of a “place” for the display.

The long vista through the centre of the store draws the eye to one of the principal business 
areas in the store, the paint desk. This wide central aisle also helps customers to “make 
sense” of the layout, and creates a natural rendezvous for couples who divide to shop.

The deal shelving. This is where low-price, high-value items can be placed to catch the cus-
tomer’s eye as they enter and exit. The repetition of packaging is eye-catching, and creates a 
welcome sense of plenty. See complete image of shelving at right.

The front and centre deal. Every customer walking into the store is going to see these 
storage containers for just $10. That not only helps to sell the containers, it also helps to set 
the customer’s expectations about pricing in the store.

http://hnn.bz/
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up a local company, Valley Outdoor Supply, and the new en-
terprise was partly a result of merging those two businesses.

That wasn’t the only change. Timber King’s long-time 
manager of hardware operations, Frank Benton, also bought 
a part of the business, becoming a partner. As operations 
manager, Paige Hastings explains:

Frank is the one who developed the whole retail side of things 
in terms of the hardware store. Before that, it was mainly 
timber, and Frank gave some pizzazz to it and developed that 
side (DIY and retail) of things.
Frank is a merchandiser. That’s what he’s done throughout his 
career. He’s built that from scratch. He used to work for McE-
wans. He brought that to the store and he took my brother and 

Brock Hastings
Store manager
With DVM10 seeking to expand in its trade area, 

long-time store manager (and business partner) 
Frank Benton has switched his attention over there, 
and Brock Hastings (Norm’s son) stepped into the 
role of store manager in 2017. He was just in time 
to get involved in the move to Sapphire. HNN 
asked him how that went:

It was a pretty big job. It was pretty messy. It’s 
one of those things you start that you wish 
you’d never started! (Laughs) It wasn’t until the 
end when all the signs and lights, and every-
thing come together...

As store manager, one issue that Brock constant-
ly confronts is how little margin there is on most 
items the store sells. HNN asked what was the 
major challenge he felt the store faced:

Probably online. I suppose people being able 
to shop with their phones and price check, and 
research everything before they come in. It’s 
mostly power tools we’re talking about now. So 
most of our pricing now is set to the prices that 
you see online, on Australian websites.
In the past, it used to be there was a markup 
which allowed for a bit of discount. So when-
ever you had a customer who asked, ‘What can 
you do?’ —  you could do $50. But that doesn’t 
happen anymore. Now when they ask, ‘What 
can you do,’ I pretty much can’t do anything 
now because we are down to the wire [when 
it comes to margin.] It’s the same with power 
garden, and outdoor power equipment. 
It’s different with something like paint. There 
is a service element there. It’s something that 
can’t be shipped [easily]. 
But definitely you have got to have the right 
price. There’s better opportunities with paint to 
make margin with lots of add-ons, and there’s 
home brand paint you can push. Generally we 
find that customers will take what you recom-
mend. They’ll get you to tell them what the best 
value is.

Brock also sees things having improved since 
Metcash took over Mitre 10. For one thing, he’s 
noticed better marketing.

We used to have more presence on The Block, 
and you’d get people mentioning it. Especially 
the first few Blocks, we’d have people come 
from all parts of Melbourne wanting to find 
pots that they saw on the TV. It hasn’t happened 
as much since but we still get a lot of calls from 
people looking for stuff they saw on The Block. 
Some of it we can get in, but some of it has 
nothing to do with us. 
I think since Metcash came on, I think before 
that Mitre 10 were in pretty bad shape. It wasn’t 
going anywhere. Since Metcash and Scottie 
Cam, it’s been really good.

Brock Hastings has taken on the role of store manager since 2017.
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various other people under his wing, and he’s been very strin-
gent in terms of the merchandising. Now he’s starting to bring 
some of that theory out into the trade area, and it does help. 
It’s your silent salesperson. It really attracts people to the area. 
Frank’s influence is really felt everywhere throughout the 

store. When you point out some very good feature of how 
products are presented and sold, the floor staff will just about 
always say something like “Yeah, that was Frank’s idea”.

Even with a great team, the store expansion, move and 
name change carried a high degree of risk. But it started to 
pay off almost instantly. The new store fully opened to the 
public on a Saturday, and by the end of Sunday demand had 
been so high that the store completely ran out of paint.

What makes this a really notable achievement is that at 
the time, in Mitre 10’s pre-Metcash days, the buying group 
had opened a large number of “Mega” stores, almost all of 
which had started to fail by 2008. Sources have told HNN this 
was  in large part due to difficulties in keeping them stocked 
— they had the stores, but they didn’t have the supplychain. 
The one exception was an independently owned Mega store 
in Packenham, which, some of the floor sales staff told HNN, 
had been a source of inspiration for the original merchandis-
ing at DVM10’s second location.

Sapphire

Ten years after the move to the new premises, in 2017, the 
DVM10 team decided it would be a good idea to make moves 
to keep the store fresh and at the forefront of good design 
and presentation. So the management decided to sign up for 
IHG’s Sapphire store program. CONTINUES AFTER NEXT PAGE

While the team at DVM10 were happy 
to adopt many of the unique design 
features developed by IHG’s Sapphire de-
signers, they also contributed back some 
ideas of their own. The display panels 
above the paint racks were initially just 
for visual display, but the DVM10 team 
suggested they could add storage behind 
them. This creates a good place for extra 
strock, making it easy to replenish store 
stock while the store is in operation.



The wonderful aisles of DVM10
One of the outstanding features of the DVM10 stores is 

its use of intra-aisle display stands. Where most hardware 
stores will use a form of “drop pallet”, usually highlighting 
two products placed in the centre of the wider connecting 
aisles in the store, DVM10 have devised something which 
works better for a range of products. Developed by Frank 
Benton, these employ either a tray of goods with a thin, ver-

tical display board which supports hangers, or a to-the-floor 
display board.

These are brilliant, because they are very eye catching, and 
enable the effective display of a wide range of products in 
relatively small quantities. They are particularly effective 
when used to display semi-impulse buys, such as school sup-
plies, arts and crafts, or other slightly out of category items.
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Ian Watt
Hardware/plumbing
When HNN asked Ian how long he had been 

in hardware, we knew it was going to be a large 
number — because he reached for a calculator to 
work it out. The answer was 38 years in total, with 
22 of those at DVM10, 10 casual and 12 full-time. 
During the years when Ian was working part-time 
at DVM10, he was also working as a sales rep for 
various hardware suppliers.

Ian is very clear about what makes a good hard-
ware store, and what makes DVM10 such a great 
place in particular.

It’s the staff. We’re not short term hardware 
people. We have people here who are 10, 15, 
20 years in the business, and it’s the knowledge 
base you pick up. [Customers ask] ‘Do you 
know what this thing is? Yes we do. And do you 
have it? Yes we do. If we don’t know, if we hav-
en’t got it, we actually can tell you where to go 
and get it. Some things are a little bit obscure, 
but someone here is more than likely going to 
know, that’s it over there, or that there is this 
one place in Victoria where you can buy it.

That brings up what HNN is an increasingly 
important concern for the industry, as knowledge-
able baby-boomers cycle out of the industry: how 
does all that knowledge get passed on? How do 
new trainees pick up on that expertise? Ian has 
some considerable thoughts on that.

 You can teach [trainees] a little, but it really 
comes with working at the product. Working 
within the realms of what we do. We have to 
be very multi-hatted. For example, my ‘official’ 
capacity is actually hardware. That’s where I 
actually came from. I jump across to paint and 
I’ll jump into plumbing, when I’m needed. 
I’m very strong in hardware. I’m very good in 
paint. I’m okay in front of plumbing. I could be 
better. I’m always learning. I can also jump into 
garden, I can jump into power tools — a little bit. 
I can do bits and pieces of everything. And 
that’s the industry we’ve got, that we are in. 
It’s not like you are stuck behind a desk doing 
one department. We have to be multi-hatted 
to jump to wherever you are needed. That 
also means being very flexible in answering to 
customer needs. If a customer comes to me in 
my hardware department and tells me they are  
looking for a jam jar, I need to know, yes we’ve 
got them, and they are over there. 

Another firm source of training is from suppliers.
It can be supplier based. For people who work 
in the paint department, we love to go to Dulux 
and Wattyl, and do their courses. Even after 
we’ve been in it a long time, we will, every year 
or so, just go off and do a refresher course. 
There’s always something you learn. 

Ian is also enthusiastic about the learning re-

sources that Mitre 10 provides online — partly a 
legacy of Metcash’s automotive division.

There are a lot of online courses we can do 
now. Mitre 10 has their own online learning 
schools. where you are encouraged to do as 
many of those as you want. It’s a very big range 
of courses you can do. 

One area which Ian believes has really big poten-
tial for the future is kitchens.

More and more people when they realise 
how good the Principle kitchens are, they get 
interested. I will spruik this as being better than 
Kaboodle. Kaboodle is made to a price, to a 
certain level of quality, and this is at least a step 
up from that. 
Also, the Principle kitchen carcasses are made 
here in Australia. They are not imported. And 
when you can tell a consumer it’s Austra-
lian-made that’s great. Ok, you’re paying a little 
bit more than what you would for a Kaboodle 
one. Fine. But you are keeping Australian peo-
ple in jobs. 
Yes we do have to do have some imported 
components in it, that’s fine. No one expects 
everything — they can’t do 100% Australian 
on everything anymore. But the warranties on 
these are just brilliant. 
They just need to market it a little bit better. I 
think kitchens will be a growth market for us. 
But it needs a bit of push, and I think a lot of 
people need training on how to use its CAD 
system. It’s easy but it is technical.  

Ian Watt, left, alongside Phil Hardy form paint supplier, PPG
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As Paige describes the decision:
So we were 10 years old. Sales are still kicking along and 
about where we wanted them to be. However, we wanted 
to keep up with the industry. We knew that Bunnings were 
building new stores out in the northern suburbs. And we just 
wanted to stay fresh. We wanted to keep up with the market 
and to evolve with the community. So we needed to give them 
a reason to shop here instead of anywhere else, to keep shop-
ping local and keep supporting the local community. 
That’s the main reason why we did it. Through the merchandis-
ing and the way that the store looks, people can actually see 
that you are investing in what you’ve got.
DVM10 store management is very pleased with the result 

of the Sapphire transformation. Talking to the people on the 
floor who manage departments, it’s also evident that there 
was a great deal of give-and-take when it came to implement-
ing “standard” Sapphire design policies. When HNN asked 
Paige about this, she explained:

We had to [make changes to Sapphire] because one of our 
biggest growth areas is garden and outdoor — which is quite 
unique for a Mitre 10 store. And the profits are quite healthy in 
that area as well.
We wanted to invest money in that department, and we 
changed some of the elements that Sapphire had. For exam-
ple, they wanted us to have the paint counter right at the front. 
But we saw the need to push for placing faster-moving kinds 
of items up front for impulse buys. That is mainly because our 
store is so narrow and slim. It’s not really wide like a lot of Mitre 
10 stores are, so we pushed to have paint remain at the back, 
which is where it was before. 

The view from the entrance of Diamond 
Valley Mitre 10 toward the back wall. 
While the paint counter is towards the 
back of the store, it is still clearly visible. 
This open space, surrounded on both 
sides by ranks of aisles, provides a “back-
bone” to the store, a main navigational 
alley, which helps customers “make 
sense” of the layout, by providing them 
with a clear point of reference.



In the green
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You can still see the paint desk from the front, and that was our 
compromise with them. However, we weren’t missing impulse 
sales. Paint is ... you’re only going to buy it if you really need 
it. It’s not like you’re going to just walk past one day say, “Oh, I 
really want that”.
So we were very strict on the fact that we wanted to still have 
the “prettiness” at the front. A lot of our customers are female, 
so that’s also very different to many other Mitre 10s. In fact, in 
the retail area, 80% of our clientele is female, and that’s what 
we needed to keep pushing.
Part of the compromise on the paint desk was that, while 

the Sapphire team wanted the paint card display shelves at 
right angles to the desk (which is parallel to the front en-

Bill Hughes
Paint
Even before you meet him, you know you’re 

going to like Bill Bill looks after the paint counter 
most days at Diamond Valley Mitre 10. A tall, thin 
man, Bill has a slight tilt to his body — perhaps 
because he is used to compensating for his height 
— that gives him a friendly angle to the world. 
Speaking to him, you realise that he is that wel-
come and rare thing: a courteous, attentive, true 
gentleman of hardware.

He has spent well over 20 years in hardware, 
and 15 of those years working at DVM10. This 
is, however, his second lifetime occupation, as 
before that he was a train driver in Melbourne for 
18 years.

His world has changed most recently with the 
transformation of DVM10 brought about by its 
entry into the Sapphire program. It’s been, he 
tells us, a bit of a matter of give and take when it 
came to the redesign of the paint counter. In the 
old, original store, Bill says the counter was tucked 
back down in a dark corner. When the new store 
opened, it was close to its current location, but 
perpendicular to the entrance.

While the Mitre 10 Sapphire team initially want-
ed to move it closer to the entrance, they relent-
ed, and built the new counter close to the old 
one, but turned it 90 degrees, to be parallel to the 
entrance wall. The design team also wanted the 
colour card displays to be at right angles to the 
counter, but DVM10 convinced them to angle the 
displays instead.

We asked Bill about what brands of paints sell 
best to customers, and he responded that it was 
really pretty neutral.

Oh, well now that the dust has settled [after 
the redesign] we’d like to think that it’s pretty 
even between the brands. In the end, you just 
give the consumers a choice. If they ask about 
something then you explain what the differ-
ences are and they can make up their minds. 
Sometimes it’s all about price. Sometimes they 

want a premium paint. It’s all a bit of a mixture 
really.

In terms of whether the store sells more paint 
to  DIY or trade customers, Bill is clear that this is 
really a DIY store for paint.

Trade would only get a very marginal share. It’s 
mostly DIY. Though we do get the odd trades-
person who comes in that’s usually somebody 
who’s from elsewhere who is doing a job lo-
cally, or something like that. The tradespeople 
have their regular stores where they go where 
they get rebates or better trade service. For 
example down in Eltham, you’ve got Dulux In-
spirations and Haymes, and there’s a Bunnings 
store as well. Then there’s Wattyl Trade as well. 
So they’ve got four different trade outlets that 
they can go to down in Eltham.

Bill looks after the paint counter most of the time.
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trance wall), DVM10 pointed out it would be better if they 
were angled so that they, too, were visible from the front. The 
end effect is a “V” of display cards in back of the paint desk, 
all presenting to the entrance of the store. It’s highly effec-
tive.

There was a similar development of the above-shelf sig-
nage. While this was originally a two-dimensional, flat dis-
play, DVM10 pointed out that it could be used instead to front 
additional shelving, making a handy storage place for addi-
tional stock. (That’s important to DVM10 as they operate with 
minimal warehouse storage for stock.) The result works so 
well, that it’s likely you will see a similar system appearing in 
more recent Sapphire conversions.

The Mitre 10 effect

While both the DVM10 management and sales teams wel-
comed the changes that Sapphire brought, both Norm and 
Paige were clear that the suggested sales uplift of 15% for new 
Sapphire stores did not happen at this store. As Paige told 
HNN:

It hasn’t been a bad thing, and the reaction from the custom-
ers has been very positive from it. But we haven’t seen huge 
sales growth from it, like a lot of other stores that have done it. 
But ... we were coming from a standard that was already quite 
superior. Our other biggest problem is that our retail sales  
are well over 50%, so the retail market already used us and 
shopped with us. 

Lighting and giftware play important 
roles in the store’s product mix. They 
provide higher-margin products for 
customers to buy, and an additional point 
of interest for female consumers, who 
are an important part of the retailer’s 
customer demographic.



Tool time
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To try to increase that, even when they did the pre-work, would 
be tough. We already encompassed around 85% of the local 
community. So we were working off a large base to start with.
While father and daughter agree about the benefits of the 

Sapphire merchandising, and also about a lack of the promot-
ed lift in sales, they disagree a little about the broader bene-
fits of their relationship with Mitre 10. Norm, after all, comes 
from the perspective of a long association with the buying 
group, the majority of that in its pre-Metcash days. He can 
remember times when Mitre 10 were very good for the store, 
and times when they were not so good. He has something of 
a mixed feeling about its present status:

Kathy Marshall
Garden supplies
Kathy has the calm and pleasant demeanour of 

someone who has spent much of her life work-
ing with plants, and helping people grow better 
gardens. She worked at a range of retailers, and 
spent a brief time in fashion, before taking a 
course in botany, and winding up working at the 
hardware store. She’s been with DV10 for 19 years 
now, which means she spent eight years at the 
store’s previous location. 

The market out around Diamond Creek is a great 
one, as there are many enthusiastic gardeners.

There are a lot of people through this area 
that do like gardening. There are some big 
properties and some small ones out here, and 
every season there is something with it’s turn 
to shine.
During the spring season, you’re just forever 
running around and doing things. But you find 
that it’s almost like you need a crystal ball to 
know what’s going on. You always trying to 
work out how many of something you should 
get in, and what sort of sizes you’re going to 
need as well.
At the moment, there’s a lot of deciduous trees 
that people really like to plant. Fruit trees and 
so forth. Indoor plants are really big during the 
winter. We tend not to have that much space 
really. There’s demand for a lot of flowering 
because people are eager to get some colour 
back into their gardens, after winter.
In this area, because it can get really cold then 
really hot, going to extremes, the natives do 
really well. They also suit the kind of ground 
and soil that we have out here.
Further out, a lot of people are on tank water. 
So you need things that can survive on dam 
water and also with less watering. There’s just 
so many beautiful plants that you can have in. 
And there are some plants that haven’t been in 
style for quite a few years are starting to make 
a comeback.

The number one problem that Kathy has faced 
was helping her loyal customers make it through 
the tough times, especially the last long drought.

It was really very hard during the drought 
because it went on for such a long time. But 
with gardeners, even during a drought, they 
still want to garden. So you just work out plants 
that are going to survive and save all the water 
you can, and put them on your plants so they 
keep surviving.
So, yeah, that was hard, but we were still busy 
during the drought. In fact, every year we seem 
to get a little busier than we were the year 
before.

Kathy is responsible for much of the success of the greenery
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In 2007 when we first came here, it wasn’t so bad, but it just 
got worse and worse. Metcash bought in and we were wor-
ried about them buying in ... but they supported us and it got 
progressively better. 
But now, I think for independents, it’s not as good because 
now it’s a corporate. They own so many corporate stores now 
that when we first built this store, we were like the flagship 
store. We were the best in the group. They were always here, 
always patting us on the back and it won Store of the Year 
twice. 
Now it’s more of a corporate thing. They don’t worry about us 
too much.
Paige capped Norm’s comment with a smile and the re-

mark, “That’s how we like it!”, then went on to describe why 
she thinks the relationship with Mitre 10 is vital to the store’s 
present and future success. In her remarks, she contrasted 
how DVM10 operated versus the well-known and respected 
Provans hardware store.

I was having a conversation with the 
people at the Provans [store]. I was 
fixated on the fact that when we 
changed our name from “Timber 
King” to “Diamond Valley Mitre 10”, 
nobody even noticed. We still trade 
under Timber King, that’s still our 
business trading name.
But their store, they say it wouldn’t 
matter if they changed from Home 
Hardware to Mitre 10. For our store, 
that would be huge. But in their 
store, they say they could change 
from Home to Mitre 10 in about five 
seconds. That’s because they’re fo-
cused on Provans being their main 
name rather than Mitre 10.
So I found myself thinking about 
whether that is our success in a way. 
Because Mitre 10 has always adver-
tised on TV and things like that. And 
we’re one of the only stores with a 
strong retail focus left,  and maybe 
that’s because we’re focused more 
on Mitre 10 as the brand rather 
than as a subsidiary. 
That’s also because my dad is very 
down to earth. He’s very “chill” 
and he’s not very good at self-pro-
motion. He would never think of 
putting his own name on the store 
at all. So we’ve never focused on 
our names. We’ve always focused 
on the brand and the brand that is 
being pushed out [through adver-

“The Block” comes to visit Diamond Val-
ley Mitre 10. Kathy helps the contestants 
from Season 13 in 2017 pick out plants 
to suit their backyards.
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tising]. If you look at the Provans business, they used to be 
50% trade and 50% DIY many years ago, and now they’re 80% 
trade and 20% retail, and you wonder if that [brand difference] 
has got anything to do with it.
One big reason the Mitre 10 brand is so important to the 

store is that Paige has worked hard to make use of the brand 
in her marketing as best she can. A good example is how the 
store (and Paige) has capitalised on its involvement with Mi-
tre 10’s main annual branding exercise: sponsorship of Chan-
nel Nine renovation competition “reality” series “The Block”.

It is Mitre 10 head office that actually puts you into that stream 
of things. All we do is the garden department for “The Block”, 
and that’s because we have the biggest garden department 
of the chain —  though I don’t know if it is really the biggest, or 
just the most profitable one there is! (The garden centre won 
an IHG excellence award in 2018.)

Sam Long
Hand & power tools
The overall treatment of the tools section 

in Mitre 10’s Sapphire tools has evolved 
over the past two years from the early 
model first tried out in the Ballarat store of 
G. Gay & Co. The presentation is now more 
vertical, and can easily accommodate a 
wide range of tools.

Sam who is responsible for the tool section 
has made the shift to hardware retail more 
recently than some of the staff.

I’ve worked in Mitre 10s for about 10 years 
now. I was in IT and other stuff before that. 
I moved up to Sydney and got a job offer 
in a Mitre 10 up there then and I was in 
the nursery, but when I started down here, 
they put me in tools.  It’s a good place to 
work. Definitely.

Sam has now been working at Diamond 
Valley Mitre 10 for six years.

While he sees a split between trade and retail 
sales, these are very much defined by the prod-
ucts he sells.

The majority of my sales would probably be 
Makita and that would mostly be to tradies, 
talking in terms of power tools. When it comes 
to accessories and things like that, there’s a bit 
more bias towards retail customers. But gener-
ally a bit of a mix.

The change over to Sapphire and the need to 
buy in more tools from Mitre 10’s core range 
did lead to some sharp differences for the tool 
department. 

I did lose a few things with the change be-
cause we need to have a certain amount of 
Mitre 10 core range so I did lose a few good 
quality things to maybe some lesser quality 
things. It’s a sort of thing that will get back 
eventually, but just when customers ask me 

for it, I have to tell them we’ll get those back in 
eventually, for sure.

The other recent change, of course, is the loss 
of the Irwin brand, after its owner, Stanley Black & 
Decker, did a deal with Bunnings.

Yes, we’re losing Irwin to Bunnings. That’s 
happened to several of the products over the 
years. There were some paint products a while 
ago that that happened with as well. 
There’s a few different brands were looking at 
to replace Irwin. There’s not really one brand 
that will cover all of them. I’ve replaced a fair 
bit of the hand tool products with Kincrome 
products, buying direct from Kincrome. With 
things like the clamps, it’s a mix of Spear & 
Jackson with a few other brands as well. Then 
there’s a range of other suppliers that want me 
to put their brands in, and, of course, Mitre 10 
warehouse wants me to put in their ones in as 
well.

Sam looks after tools at Diamond Valley Mitre 10
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They have always sent “The Block” contestants here no matter 
where the show  is taking place in Victoria. And we take that 
opportunity and we make it work for ourselves. 
So anytime that “The Block” is on, or a star is coming in, I’ll 
send out as many local people as we have that work here so 
that they can get their faces on TV. I play with it that way, if that 
makes sense.
And if they want us to do one delivery to the competition site, 
of course, and I always send the van that has “Diamond Valley 
Mitre 10” written all over it. Also, when they are at the store 
itself,  I’m using my phone and posting to Facebook,  telling 
people The Block is here right now.
We make it work for us because, in my eyes, it’s free advertis-
ing and it’s on national TV. Afterwards, I’ll post a message on 
our Facebook page saying, “Don’t forget to watch The Block 
tonight. You’ll see some mighty helpful locals on there.”
I think the last time, just before it started, I told our customers 
that if they can take a photo of staff 
members on it and then upload that 
right now, we will give them 20% off 
some products or something. I can’t 
remember exactly what I did but we’re 
always trying to jump off the back of it 
and to help make it bigger than it really 
is, if that makes any sense.
It has become so important to the 

store, that when it turned out the 
show would not make a visit to the 
store (Mitre 10, what were you think-
ing?!), Paige paid for a promotional 
opportunity with “The Block” contes-
tants.

In 2018, we are not really in “The Block” 
that much at all. So for the first time ever 
we’re paying for “The Block” people 
to come here and do the same thing 
because in the local community we are 
known as “The Block store”. I don’t want 
to lose that and now our [Block] profile 
for this year is going to be very, very 
slim. 
I’m going to do a big trade night in 
conjunction with it on a Thursday night, 
which is not dealing with a weekend or 
anything like that, and get “The Block” 
people here and just try to do some-
thing with it in that way. I don’t want to 
lose that kind of vision the community 
has of us as being “The Block” local 
store.
Paige’s ability to make such good use 

of this kind of promotional opportu-
nity is in part down to her somewhat 

With Season 14 of TV show “The Block” 
not stopping by DVM10, as they usually 
do, Paige arranged a paid appearance 
by Bianca and Carla, in a trade-focused 
event. This was promoted through 
Facebook.
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eclectic background. While many members of hardware fami-
lies will spend much of their working lives in the family store, 
Paige, after getting her BA degree in Business and Marketing, 
chose to branch out, and worked as a sales rep for several 
hardware brands over many years. 

She ended up in the training academy at DuluxGroup, after 
a career that included winning Sales Rep of the Year. Paige 
returned to work at the family store in 2011, when she became 
pregnant with her first child.

It’s experience that not only gave her a better insight into 
how hardware brands worked, but also experience in seeing 
the many different ways in which hardware stores, of all 
shapes and sizes, operated.

One of the good things is that I know most of the other store 
owners. So the relationship is still there, and I still see them at 
meetings and events and things like that, and you’ve still got 
that kind of connection. That’s what’s great about it.
In particular, though, while she remains committed to be-

ing an independent retailer, that experience also showed her 
how effective, and even inspiring, corporate entities can be, 
especially in the marketing field.

I find Mitre 10 to be very proactive, in a more younger genera-
tional kind of way. Dad tends to just get over them — and I can 
understand that too!
I get really inspired when I go [to Mitre 10 head office]. Com-
ing from more of a corporate background, I understand where 
they’re coming from a little bit more, the way that they’re think-
ing, and what they’re trying to achieve. I get a bit of a thrill out 
of it because that’s the one thing I hated about coming back 
to the store, that you don’t get the same type of professional 
development support in a family business. Unlike when I was 
working for the DuluxGroup. 
So I’ll go into the Mitre 10 head office and I’ll just 
get inspired because they’re all working on dif-
ferent things — and yet they’ve never said “no” to 
me. Everything that I’ve ever put to them they’ve 
embraced, listened to, and supported the move 
forward. 
Now Dad thinks that’s a new thing. That’s only 
since Metcash have taken over, but I think there’s 
a lot of learnings for independent hardware to 
bounce off that. That direction and that way of 
doing business for all the independent stores. 
Because it’s a corporate, and it’s a very different 
animal.
It’s not just Mitre 10 that inspires Paige in 

her marketing, however. She has become so 
proficient in the use of social media in the local 
community that surrounds DVM10, that Mitre 
10 has asked her to help out with seminars for 
other store owners, so that they can learn how 
to use the medium better.

When one of DVM10’s customers won 
a car in a Mitre 10 competition, Paige 
grabbed a camera crew and some bal-
loons and recorded the notification to the 
winner. The posted video on Facebook 
has recorded 5500 views.
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Social media is very important to the store, not as a sep-
arate thing to its overall approach, but because it helps to 
embody and communicate DVM10’s deep involvement in the 
community. 

The other difference about our store is the loyalty with our cus-
tomers. I do a lot of marketing on Facebook and social media.
You get on the local forums, and if somebody bags our store 
or says someone was rude to me at Mitre 10, our customers 
will jump in and backslash them before we will because a lot 
of them have been shopping at this place for as long as it’s 
been open, and they feel connected to our store.
That’s the result of many, many years of giving back to the 
community. Supporting the local community and giving good 
service, and no reason for them to go anywhere else. If you 
jump on our Facebook page and you read some of the com-
ments, and people putting up pictures of the projects that we 
gave them some assistance with, and things like that. That’s 
the kind of promotion you really can’t even pay for.
The advantages of social media are 

more than just theory for Paige, as she 
has conducted some small experiments to 
judge its effectiveness versus more tradi-
tional forms of promotion, such as local 
newspapers.

The local paper out here is really, really ex-
pensive when it comes to advertising ,and 
you have to book in five-week blocks. I did 
some advertising for one particular special, 
and in the last week of the five weeks, I 
didn’t really have anything to advertise. So 
I did a whole one page or a half page ad 
that was all about 30% off green-life for one 
weekend only. All customers had to do was 
mention the ad. That was just so I could see 
how much the message was getting out 
there. And we only had two customers take 
us up on that offer.
The week after, I did it on Facebook and 
we had about 50 people take it up. We 
did not advertise it anywhere else. It was 
just Facebook, and we said something like, 
“Anything Greenlife 30% off this weekend 
only”. It was a huge discount, but it just 
really showed us that it worked. 
If there is one thing that HNN would 

single out as being truly outstanding 
that Paige does on a regular basis, it’s her 
ability to stage high interest events for 
her customers. These translate well to 
social media  and build an audience and 
an interest base that goes far beyond the 
direct participants. Without such events 
to “punctuate” social media presence, 

Paige believes that social media provides 
better value for many promotions than 
more traditional media, such as the 
local newspaper. With a combination of 
awareness campaigns, discounts and 
competitions, she keeps the level of 
interest high.
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Facebook and Twitter rapidly devolve into a series of notices 
that do not generate excitement for a business. 

A good example of what Paige has done in terms of events 
is one that DVM10 hosted in November 2017. 

There are stores that have far more followers than we do, even 
though their content is really not very good. But all of our 
followers I would say are a very, very true kind of customer. I’m 
not interested in just getting somebody to “like” something 
for no reason. We want our own store’s personality to come 
through on what we do in Facebook.
One event that we did that we put on Facebook was where 
we had Jane Edmondson [a presenter for 27 years on ABC’s 
Gardening Australia program] come out. There’s a laneway 
at the back of the store that’s used by semi-trailers. 
So we did that up and made it into a “secret garden”. 
Then we had Jane come and talk for the day.  You had 
to actually win tickets to go to it. So we had just 25 
people in an event that included catering, serving tea 
in the garden.
Not only did promoting this as a competition 

through Facebook result in increased interest on-
line, but customers came to  visit the store just to 
see the “secret garden” that had been created — on 
what was little more than an area of waste ground.

Outside of marketing, DVM10 is also constantly 
on the lookout for ways to find add-ons to its core 
business that generate further value and profits. 
One recent venture has been to offer plan printing, 
as a service to builders who use the trade portion of 
the store. Paige came upon this opportunity mostly 
by accident.

The closest plan printing place I could find was in 
Bundoora at Officeworks — which is a fair drive from 
the store. When I wanted to get some posters done,  
it was hard to find time to get there. Anyway, I was 
standing in the queue — because it’s always chokkas 
at Officeworks — to get stuff printed, and the sales 
clerk told me that I was going to have to pick up the 
finished job next day. Well, we were too busy for that.  
When I turned around to leave, I realised there  were 
mostly builders standing in the queue, waiting to get 
all their plans printed.
So I thought well, what are they doing? We need to 
tap into this opportunity. So I started talking to some 
of the printer suppliers that distribute through Mitre 
10 and I negotiated some deals with them. Since we 
started promoting it, it’s been going quite well, but 
we’ve only advertised it very quietly.
Interestingly, Paige is one woman who has not 

felt held back by the industry in any way. If any-
thing, she says, it is the customers she sometimes 
find being the most sexist.
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I guess in terms of being a woman in hardware, I’ve always just 
been lucky. In fact, it’s mostly customers that I get it from. It’s 
not really anywhere else and I’ve really worked in the industry 
my whole life.
I get annoyed if I’m working in the paint department, for 
example, and a customer will say they need some kind of 
silicone sealant. Because of my background [Paige was a rep 
for Selleys]  I probably know more about that sort of thing than 
anyone else working at the store. But they’ll still tell me, “No, I 
want to speak to one of the boys”.
Yes, well, a customer might very well get away with that. 

Given Paige’s dynamic — and rather forceful — character, it 
would be a brave colleague or sales rep that would try any-
thing like that directly with her!

Analysis
There is little doubt that Diamond Valley Mitre 10, if it is 

not the best store in the IHG network, is in the top three or 
four, and likely in the top five or six independent hardware 
stores in Australia. There is no doubt, also, that it will contin-
ue on this path of excellence. 

Yet, there is something of a slight shadow that falls over 
this business — and, one suspects, over other, similar hard-
ware retail businesses in Australia. In accounting terms, it’s 
just that the business’ gross margin, and therefore its gross 
profit, isn’t moving up the way it should. Both Paige and 
Norm mention this. In fact, as this business and many other 
hardware retailers will suggest, the industry continues to 
experience a type of mild deflation across many of its catego-
ries.

The Bunnings factor

For DVM10, HNN can see three different influences affect-
ing the company, and producing these results. These influenc-
es are somewhat interlinked.

The first, and most familiar to everyone in the industry, is 
the impact that Bunnings has. It is more usual to think of the 
influence of Bunnings as being exerted on hardware retailers 
that are smaller in terms of turnover and range, with new 
Bunnings warehouse stores 
threatening the survival of 
these retailers. But Bunnings 
also has a definite influence 
on retailers at the other end 
of the size spectrum as well. 

When HNN asked Paige 
why, with all its expertise 
and ambitions, DVM10 didn’t 
consider opening a second 
store somewhere in the area, 
she was quick to dismiss such 

In August 2017, when the Sapphire 
renovations were completed, the store 
relaunched with a series of fun events, 
including “dress up as a tradie” for kids.
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a project. Her reason was that the business would not benefit 
from the extra layer of management that would be needed 
for that kind of expansion. The family wanted to remain 
“hands on” to everything, closely involved with all operations.

To really understand this, it’s necessary to drill down into 
Paige’s answer. There are two competitive advantages that 
DVM10 has over Bunnings. Location is a major one.  Diamond 
Creek is situated on what locals refer to — in that lovely 
self-deprecating manner of small Australian communities — 
as a “road to nowhere”, the Hurstbridge road, or state route 
46. Seven kilometres to the south of the town, closer to Mel-
bourne, is Eltham, which has a population of 18,000. Diamond 
Creek has a population of 12,000. Some 3.5km east of the 
town away from Melbourne is Wattle Glen, with a population 
of 2000. A further 3.5km north and is Hurstbridge, with a 
population of 3500.

Eltham could be characterised as an exurban region, but 
Diamond Creek is on the edge where exurban mingles with 
the semi-rural, including “houses with horses”,  hobby-farms, 
and on to more serious smallholder farming. DVM10 manages 
to do a good combined business of hardware, home improve-
ment and light-farming goods, but the centre of the standard 
hardware and home improvement retail catchment area 
would be near Eltham. Bunnings does have a smaller store 
in Eltham. If it chose to expand its presence in the region, its 
most likely move would be to create a larger, warehouse-style 
store there.

The second advantage is attachment to the communi-
ty. DVM10 has a community involvement that is not just 
built on close to 40 years engagement, but which is actively 
maintained and enhanced in whatever way the retailer can 
— through Facebook and other social media, its network 
of employees, most of whom are local, as well as work with 
charities, and local community and sporting groups.

The difficulty in terms of expanding DVM10 to a new 
location is that neither of these two advantages would likely 
apply. For example, it would not have taken too much busi-

Bunnings opened its Mernda warehouse 
in mid-December 2018. One of its 
larger warehouses, the store is located in 
Victoria’s Northern Growth Corridor. The 
suburban railway line has been extended 
to reach Mernda recently.
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ness acumen to realise two years ago that, with a railway 
station planned for Mernda, some 15km and a 20 minute drive 
north of Diamond Creek, that would be a great location for a 
hardware store — and, indeed, Bunnings has built one there, 
with its “grand opening” taking place on 15 December 2018. 

The advantage that Bunnings has with these new oppor-
tunities is that its stores, absent establishment costs and 
pre-stocking, tend to operate profitably within the first three 
months. It takes even a very good independent retailer five 
years to make a decent start at creating deep-level communi-
ty engagement, and really eight to ten years before that link 
is well-established.

That lag means that very few independent retailers will 
ever be able to compete with Bunnings in a “greenfields” situ-
ation. The Bunnings business model is, in fact, built explicitly 
to make expansion easy.

What this means is that Bunnings not only has an effect on 
the smaller independent hardware retailers, but also limits 
expansion by those at the larger end of the scale. In fact, 
HNN would estimate that the optimal “large” store for inde-
pendent retailers in the future will one with around just 35 to 
40 full-time equivalent employees. Larger stores would only 
work in markets that would tend to attract competition from 
Bunnings.

Planning and demographics

Diamond Creek is located in what amounts to a kind of res-
idential/commercial higher-density “peninsula”, surrounded 
by one of Victoria’s “green wedge” planning areas. These green 
wedges are accompanied by “growth corridors”, and Diamond 
Creek is close to the state’s Northern Growth Corridor.

The aim of this arrangement is to restrict residen-
tial development to confined areas, creating regions of 
mid-level density, and regions of open land, with mini-
mal use for agricultural purposes.

Outside of areas deemed suitable for multiple uses 
and for residential use, there are also those deemed as 
Rural Conservation Zones. These permit building, most 
of them with a minimum lot size of eight hectares, and 
some with a minimum lot size of 40ha. per dwelling.

While there is staunch local opposition to changes to 
these restrictions, responsibility for such planning ul-
timately devolves to the state government. In the view 
of some developers, growth corridors will ultimately 
be expanded into the green wedge areas. For example, 
in 2015 Presticity Developments paid a speculated $9 
million for a 101 hectare development site less than two 
kilometres south from the  Diamond Creek town centre, 
and predicts this will be open for development “in the 
medium term” — which likely means 2025 or so.

The Croation folklore group Folklorna 
Grupa Mladi Hrvati takes over sausage 
sizzle duties at DVM10. While Bunnings 
attracts mainstream groups to its sausage 
sizzle, it doesn’t have quite the communi-
ty reach of many independent stores.
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Initially, such development would be a boon for DVM10, 
with construction driving sales, followed by sales to new 
homeowners, and an increase in the population it would be 
servicing. Equally, however, that kind of boost to the market 
could — once again — attract the interest of Bunnings, and 
increase the potential of a competitor entering the region.

The Mitre 10 factor

Paige is an enthusiastic supporter of DVM10’s links to Mi-
tre 10, and the contribution that IHG has made to the store’s 
prosperity. Both she and Norm also see the amalgamation 
of the Home Timber & Hardware Group (HTH) into IHG as 
having positive outcomes. 

But there is the anomaly of being a great store that really 
did not get the promoted 15% boost in sales for conversion 
to Sapphire. As Norm and Paige pointed out, the reason why 
Sapphire didn’t lift sales by that much for their store is sim-
ple: DVM10 was already operating at a high level of effective-
ness. It’s really a rerun of the classic situation where the best 
student in class ends up getting the least attention from the 
teacher.

This isn’t a story of neglect, or anything like that. It’s really 
an interesting consequence of the business model that IHG 
is pursuing. If we think about a world in which there isn’t 
an IHG following this business model, DVM10 would have 
something of an advantage over other independent hardware 
retailers, as its higher volumes would provide it with lower 
prices on many orders. 

In fact, DVM10 does manage to do exactly that, when it 
comes to ordering non-core range items from local suppliers. 
As an example, the store has had great success with locally 

The Victoria planning map for the Dia-
mond Creek area. The pink areas indicate 
residential zones, where medium-den-
sity building is permitted, and the 
yellow-green areas indicate conservation 
and other zones where building is highly 
restricted.
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produced bathroom vanities, which it sells at a better margin 
than it could obtain from those sourced from IHG.

However, outside of this, with IHG consolidating orders 
largely into the warehouse-stocked items of its core range, 
these advantages no longer apply. Given the background pric-
ing restraints imposed by competition with Bunnings, that 
means its gross margin will come in close to that of other IHG 
stores, regardless of their size. 

Of course, it is also true that in absolute terms the supply 
price from IHG is likely lower on its core range products than 
DVM10 could obtain independently. But competition and 
market position are relative measures, not absolutes.
Outcomes

If we look at the patterns behind these situations, one 
overriding pattern is the degree of price consciousness in the 
market. What seems to have happened is not that Bunnings, 
back in 2002 or so, viewed the existing market as being price 
conscious, but rather it determined that price was a “lever” it 
could push on. By pushing on that lever, the existing market 
would become more price aware and price determined. 

What aided this change was a shift in the consumer mar-
ket itself. We could broadly categorise retail as offering 
three approaches to consumers. One that has been popular 
recently is “experiential” retail, which makes the process of 
buying things into an entertainment itself. A second would 
be “facilitative” retail, where the retail experience is directly 
involved with the product/service being sold. The third is 
“outcome-based” retail, where the focus is on what the prod-
uct enables in the consumers’ lives.

The shift that took place for home improvement consum-
ers in the early 2000s was from a preference for facilitative 
retail, to one for outcome-based retail. To use an example, 
prior to the 2000s, a homeowner might build their own deck, 
and much of the point of this was the deck itself and its con-
struction. By the mid-2000s the emphasis had shifted from 
the construction of the deck, to what the deck could be used 
for, especially social and family gatherings.

In terms of how that might affect purchases, the home-
owner from the 1980s might have looked askance at cheaper 
dropsaws, and insisted on a higher quality unit, as the pro-
cess of building was important. Facilitative retail, delivered 
through a knowledgable sales associate, would have helped 
consumers buy dropsaws they could be proud of.

By 2010, homeowners were quite happy with, say, a cheap 
Ozito dropsaw, which was light, and easy to transport around 
the deck frame. Part of what boosted the outcome was that 
they ended up saving on costs by buying the cheaper tool.

The relationship to understand here is that, in an out-
come-based retail situation, gross margin ends up being 
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based on how much the eventual outcome is enhanced. If the 
end outcome is one that is sought by the consumer, then mar-
gins can be lifted.

A simple example of working this relationship is some-
thing Paige did at DVM10, when she introduced a range of 
products for “fairy gardens”. This is a range of, well, tiny “fair-
ies”, along with fairy houses, fairy playgrounds and so forth.

What is the “outcome” from this kind of project for con-
sumers? One outcome is, in a world saturated by video-de-
fined stories played to children on smartphones, tablets and 
even the television, to provide a link from those stories to 
something in the real world, the garden. It provides a group 
activity for parents and children, and a chance to help chil-
dren create a link to nature, biology and healthy physical 
activities.

There is an interesting academic study on this matter, un-
dertaken in Australia and Thailand, where fairy gardens were 
used to provide stress relief for very small children undergo-
ing hospitalisation. As one study statement by the parent of a 
sick child says about the FG (fairy garden):

In the FG, Ball learns about the plants and flowers. He wants 
to know their names. Here the children can develop their skills 
playing with other children. There is more interaction with 
other children, especially when they are waiting to have their 
blood transfusions.
There is more interaction among the parents to solve prob-
lems, to discuss their children’s illness and solve problems. 
He uses the garden every time, every month. He walks 
around to see the plants and flowers and goes on the slide, 
waits for half a day for his blood transfusion. They have to 
que one by one and then he has to wait around after his 
blood transfusion.
The FG is a beautiful place. It is a lovely place to see, to 
relax. For the children, they are less stressed in the hospital 
and are not bored. In the garden. They can play around 
walking, running they feel relaxed themselves. It is a nice 
place visually. They feel relaxed.
(Family members’ experiences of a ‘‘Fairy Garden’’ heal-

ing haven garden for sick children, bit.ly/2QoOLnX)
In fact, in developing this sales initiative, Paige 

brought together all three patterns of retail sales. She 
constructed an experiential element by building a fairy 
garden on the premises that parents and children could 
enjoy. DVM10 provided a facilitative place for their big 
and little consumers to choose elements of the fairy gar-
den. And, of course, it delivered a high level of outcome 
— for little work — to the parents: moments of delight 
and connection to very young children.

And as Paige told us, “You wouldn’t believe the 
amount of money we could make off of fairy gardens.” 
In large part because there were fewer price and margin 

DVM10 has run successful marketing 
campaigns based on fairy gardens. Fairy 
garden accessories show how home im-
provement stores can find new, adjacent 
categories that offer improved margins, 
and better engagement with customers.

https://bit.ly/2QoOLnX
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constraints, as it was an innovative concept for a hardware 
store.

What we could say, based on examples such as this one, is 
that where Bunnings uses its low-price strategy to facilitate 
its sales of outcome-based goods, independent hardware 
retailers can use their facilitative services (customer care, 
high-quality staff) to boost their sales of outcome-based 
goods. This would create a competitive advantage Bunnings 
would struggle to match. It’s somehow just very difficult to 
imagine your average Bunnings sales associate (and we mean 
no disrespect at all) discussing the features and benefits of 
different fairy houses.

To put this directly into IHG (and especially Mitre 10) terms 
— while the company has done a great job putting together 
its warehouse-based distribution plan, what about adding to 
that a kind of “ideas warehouse”? That could be a collection 
of not just ideas like the fairy garden, but entire business 
plans and practical guides as to how to supply and imple-
ment them. Individual hardware stores could then choose to 
implement the ones that are suited to the store’s community, 
the time of year, and the events that come up.

Conclusion
Of course, in the end, while the numbers are very import-

ant to hardware retail — as they are to all kinds of retail — 
there is much more than just numbers that go into DVM10. 
This isn’t the kind of enterprise that gets built by chance, or 
luck, or because the market went the right way at the right 
time. It’s really a business built out of character, and the cen-
tre of that character is no doubt Norm himself. 

Even in a brief meeting, you quickly get a sense of who he 
is. He’s the kind of entrepreneur who would never ask for 
loyalty, because he knows that loyalty is always a mutual 
thing. It gets constructed around mutual respect, carried 
forward by a sense of real civility, and is built solidly on a 
basis of consistent, day-by-day hard work.

Norm himself is still putting in some solid work in the 
timber yard most days, which is one of the tougher jobs 
at any hardware store. So when his daughter Paige tells 
us the managers would never ask an employee to do a 
task they wouldn’t do themselves, she means just that, 
quite literally.

What’s great to see, in this day and age in Australia, is 
that, at least in the hardware retail industry, that kind of 
effort, of stick-to-it-ness, and quite frankly, simple decen-
cy, still gets rewarded. It’s a reward that applies not only 
to the enterprise itself, but also to the community that is 
lucky enough to have this kind of enterprise contribut-
ing to its daily life.

Norm Hastings



http://cowdroy.com.au/
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If you were to search for examples of just how 
arbitrary, ineffectual and — frankly —  at times 
plain crazy Victoria’s urban planning scheme 
can be, you would likely include planning at 
Diamond Creek in that group. Not that it is es-
pecially unique in this regards, but the situation 
is a little more clearcut.

To understand this, we first need to take a 
quick look at the overall history of planning in 
Victoria, especially around Melbourne and its 
suburbs. We then also need to understand some 
of the unique characteristics of Nillumbik Shire, 
where Diamond Creek is located.

Planning in Victoria

There is little doubt that the single best sum-
mary publication about planning in Victoria 
is A Brief History of Metropolitan Planning in 
Melbourne, Australia by Jun 
Tsutsumi (currently an associate 
professor at the University of 
Tsukuba, Japan), and Ray Wyatt 
(Honorary Principal Fellow at the 
University of Melbourne, Hon-
orary Senior Fellow at Deakin 
University, and — for the past 
year — CEO of Plan Prediction 
Services).

The authors begin by outlining 
the outsize influence the Mel-
bourne and Metropolitan Board 
of Works (MMBW) have had on 
planning in and around Mel-
bourne. Specifically, it was the 
MMBW’s engineers who often 
controlled planning matters. As 
the paper states:

The 200 or so planners on 
the fifth and sixth floors of the 
MMBW building could talk all 
they liked about how to manipu-
late Melbourne’s pattern of land 
uses, but it was the 7000 or so 
engineers, higher up on the upper 

floors, who had the actual power to control 
urban morphology.

Attempts by the planners to overcome the 
engineers resulted in a number of “big picture” 
publications by the MMBW. In particular the 
29 pages of the MMBW’s The future growth of 
Melbourne has remained influential. Published 
in 1967, this document continues to exert a 
considerable influence on planning in Victoria. 
It is, most notably, the source document for the 
adopted policy of “green wedges” and “growth 
corridors”.

It is in dealing with this slightly bizarre 
planning basis that A Brief History really excels. 
This plan appeared in the MMBW publication 
alongside diagrams of four other possibilities:

On the top left the intention is service Mel-
bourne’s existing spatial pattern of growth, and 
on the top right the aim is to push much new 

Making a plan
Planning in Victoria remains based on principles first devel-
oped in the mid-1960s, and officially adopted in full in 2002. 
Based on poor assumptions and pseudo-science, there’s little 
doubt that its failure has resulted in a lack of affordable hous-
ing, and mammoth profits for developers. When will the state 
find its way to a better solution?

First introduced in 1967 
by the MMBW, the 
planning framework of 
growth corridors and 
green wedges has dom-
inated planning in and 
around Melbourne ever 
since, being officially 
adopted in full in 2002. 

http://hnn.bz/
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development towards the less popular northern 
and western areas. In the middle is a proposal to 
banish much of Melbourne’s new development 
to satellite towns that would be located beyond a 
partial green belt and which would emulate the 
English “new towns” of the post World War 2 era. 
Finally, the two scenarios along the bottom of 
Figure 1 show two kinds of “corridor growth plus 
green wedges of open space between corridors to 
act as the fresh air-providing ‘lungs’ of the city”. 
The pattern on the bottom left involves expan-
sion along major transport arteries, and on the 
bottom right is shown a plan to have expansion 
within planned “sectors” in order to fit in with 
the American geographer, Homer Hoyt’s “sector 
theory”.

Remarking on the development of such plans, 
the authors state:

Apart from the difficulty of ever achieving 
draconian land use control within any liberal 
democracy, there are other, more subtle reasons 
why any Australian metropolitan plan is bound 
to be fairly ineffectual.

Firstly, urban planning tends to lack credibility 
because whenever a set of alternative “sce-
narios” for future growth are evaluated, such 
evaluation is never scientific. This is not because 
the planners in Melbourne are necessarily lazy 
or prejudiced against an empirical, scientific ap-
proach. It is just that the state of the (planning) 
art can never transform itself into a rigorous 
science. One can hardly run a controlled labora-
tory experiment in order to test each alternative 
plan’s desirability, because planning scenarios 
are things that take more than a generation 
to evolve and they always exist only in the real 
world. Nor can one compare proposed scenar-
ios with different plans that have been tried 
elsewhere, because like everywhere else Mel-
bourne has its own unique features, which make 
it impossible to rigorously and comprehensively 
envisage what each blueprint for its future 
would actually be like to live in.

Put differently, whether or not one prefers 
a sprawling, or a dense or a corridor-based 
city tends to be based on subjective judgment 
stemming from prejudices about the intrinsic 
worth of sprawling cities, compact settle-
ments, corridors and so forth.

In simple terms, the plans that win out in 
Melbourne are the result of  “beauty contests”, 
where those responsible have picked the plans 
that most suit their own prejudices and prefer-
ences. 

Consider, for example, that oft-repeated 

Top to bottom: Corridor growth is a combination of the growth corridors and 
satellite cities; redirected growth accepts more mixed used, but with guidelines; 
and controlled growth enhances growth in the south-east.

http://hnn.bz/
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phrase about green wedge areas being “the 
lungs of Melbourne”. It’s a fine poetic image, 
but what does it really mean? Melbourne is not 
a corporeal entity that requires lungs. If the 
argument is that dividing development into 
high-density areas and low-density areas is the 
best way of handling pollution, many would beg 
to differ.

If you really wanted to ring the final death 
knell over what has been a distinctly unhelpful 
policy, it’s worth noting this statement which 
appears on a separate page, in a large font, at 
the front of the 2002 publication Melbourne 
2030, which effectively brought into full force 
the thinking of the MMBW document from 
1967:
Vision
In the next 30 years, Melbourne will grow by 

up to one million people and will consolidate its 
reputation as one of the most liveable, attractive 
and prosperous areas in the world for residents, 
business and visitors.

The population of Melbourne in 2002 was 3.5 
million. In 2018 it reached 4.9 million. It will 
quite likely be 6.5 million by 2035. It should be 
pretty clear that you can’t miss a planning esti-
mate by two million people, and still have your 
framework for growth 
taken entirely seri-
ously. It is a gap that 
simply cannot be filled 
by vigorously cam-
paigns of “urban infill”. 
It means, simply, that 
previous plans really 
need to change, most of 
them, to accommodate 
more people.

Added to this is that 
very few of these 
population planning 
models have made any 
accommodation for 
new uses of technology. 
In particular, telecom-
muting in regions such 
as the US continues to 
grow, and will likely 
accelerate over the 
next 10 years. While it 
is unlikely to entirely 
replace office time in 
most jobs, workers who 
telecommute for two to 
three days out of a five-

day week will be more likely to live in regions 
over an hour’s commute from city centres such 
as Melbourne. Over time, this trend will begin to 
redraw the map of desired areas to live.

But, again, logic is not the main concern here. 
It turns out all this is not only a beauty contest, 
but also a political skirmish as well. As the au-
thors of A Brief History state:

Worse, in Melbourne such judgments have 
become not only polarised but also politicised. 
On the one hand the MMBW supported its cor-
ridors/green wedges plan on the grounds that it 
was balanced and practical and it fitted neatly 
into an expanded MMBW region. On the other, 
an eastern regional growth plan was supported 
by those planners who worked for the state of 
Victoria (Town and Country Planning Board, 
1967), partly because such a layout allowed met-
ropolitan Melbourne to expand eastwards into 
areas controlled by state government bureau-
crats, thereby depriving the MMBW of some of 
its political power.

The end result of these stresses is a system of 
town planning that does not deliver housing 
affordability to the mass of Victorias.

Yet this policy has almost always been a spec-
tacular failure. This might be because, just like 

Given the ongoing prob-
lems with infrastructure, 
it’s pretty evident that 
Melbourne’s central-
isation has failed. It’s 
probably too late to 
introduce schemes such 
as satellite cities, which 
would have provided 
a viable alternative if 
adopted in 2002.

http://hnn.bz/
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the former MMBW water engineers did, property 
developers now control much of Melbourne’s 
metropolitan planning. It is in the financial 
interest of such developers to be allowed to build 
higher-density housing not only within activity 
centres but also across suburbia in general, and 
in their attempt to contain sprawl, planners 
have granted the developers this permission. 
Hence building companies have often lost 
interest in making activity centres work; it is 
more lucrative for them to erect dual-occupancy 
housing on formerly single-dwelling allotments 
almost everywhere.

Yet unlike what the city planners had hoped 
for, such suburban “densification” has generated 
mostly high-price housing for wealthy singles, 
empty nesters and retirees. This has meant that 
poor families, for whom a consolidated city was 
supposed to provide more affordable housing, 
have been forced to 
locate at the cheaper 
metropolitan periph-
ery where they are 
more remote from city 
facilities than ever. In 
short, property devel-
opers continue to make 
money while planners 
agonise over why their 
policy has not brought 
all classes of people 
into the middle suburbs 
to make Melbourne a 
more densely settled 
and socially diverse 
place. 

The middle 
ground

The main assump-
tion that causes most 
of the problems with 
the current strategic 
focus on planning, it 
is this division of de-
velopment into three 
distinct areas of urban, 
rural and green wedge 
space. The urban de-
velopment areas have 
a range of restrictions, 
from two-storey 
houses on 0.1ha. blocks, 
to multi-dwelling 

developments. The green wedge space all but 
prohibit development. The rural development 
areas, which are of most interest, typically limit 
houses to blocks of land 8ha. or more, with that 
rising to 20ha. in some areas.

In many other planning regions around the 
world, there is an additional type of planning 
area, where single houses could be built on 
areas of something like 1.6ha. (just under four 
acres in the imperial system). If regional areas 
adopted that as an additional zoning, replacing 
existing rural development areas, this would in-
crease the housing density by a factor of five (at 
least), while still retaining much of the previous 
amenity.

One of the uses of this kind of 
planning designation is to sur-
round areas of wild land that a 
community wishes to preserve. 

Map 1.Planning map for the Northern Growth 
Corridor. The red dot indicates the location of 
Diamond Creek. Note the relative isolation and 
disconnection of the Diamond Creek area from 
the adjacent growth corridor.

http://hnn.bz/
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Not only does this create a transition zone from 
urban to rural and nature preserves, but it also 
can act as an effective bulwark against future 
development of the preserves. People living ad-
jacent to preserves in this type of development 
take a strong interest in their preservation, and 
they tend also to be able to quickly marshal 
resources to resist developers.  

The local advantages of this type of planning 
area go beyond nature preservation, however, 
and some of those would impact directly on 
businesses such as Diamond Valley Mitre 10.

Planning and Diamond Creek

Maps 1 and 2  illustrate the town’s somewhat 
unusual location in planning terms. It consists 
of a relatively broad peninsula of an urban de-
velopment area that juts into the undeveloped 
sea of both a rural conservation area and the 
green wedge.

One way of reading this is to go back to the 
formation of Nillumbik Shire, where Diamond 
Creek is today located. Originally part of City 
of Heidelberg shire up until 1964, it then broke 
off to be incorporated into the newly formed 
Shire of Diamond Creek. In December 1994, as 
part of the large-scale changes implemented 
by the Victorian government led by Premier 
Jeff Kennett, that shire was abolished. This 
was part of a range of council reorganisations, 
which were widely regarded as controversial, 
not so much in their practical intentions, but 
certainly in their execution.

Areas south of the Metropolitan Ring Road 
and the Greensborough Highway were trans-
ferred to the newly created City of Banyule. 
Diamond Creek and other areas north of the 
boundary roads were merged with most of 
the Shire of Eltham and parts of the City of 
Whittlesea, into the newly created Shire of 
Nillumbik.

Shire of Nillumbik, which incorporates 
the “artsy” and alternative lifestyle town of 
Eltham, also bills itself as “the green wedge 
shire”. It seems possible that, while Diamond 
Creek is geographically proximate to Eltham 
and the green wedge, it is culturally different, 
or at least more diverse in terms of its eco-
nomic and social values. These may be closer 
to those the commonality hold in the City of 
Banyule, which is part of the northern growth 
corridor. This could mean that the town’s eco-
nomic ambitions as regards growth have been 
stunted by a shire council not sensitive to calls 

for economic expansion. 
In fact, the attitude of the Shire in terms of 

responding to revised planning arrangements 
put forward by the state government in 2014, 
has been to largely see itself as excluded from 
any such changes. Despite the ongoing growth 
of areas such as Mernda to its north, further 
from the centre of Melbourne, it sees itself as 
essentially a rural area, basically defined by the 
green wedge at its centre.

While it seems highly unlikely there will be 
any change for the next five to six years in this 
position, it is interesting to speculate about 
what could be if something like the alteration 
to the rural conservation areas allowed houses 
to be build on “just” 1.6ha. That kind of develop-
ment opportunity is not one that would attract 
home tract developers, and 
would more likely result in 
interest from people wishing to 

Map 2.The Shire of Nillumbuk map shows how 
little of the overall shire is “non-green wedge”.

http://hnn.bz/
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build separate individual houses. It’s more likely 
that builders would be drawn from the area 
itself, and supplies would also come from busi-
nesses such as Diamond Valley Mitre 10. It could 
help to spark a mild, sustainable lift in building, 
which would continue for many years, helping 
to lift the living conditions of those residing in 
the area.

Alas, as we say, this is unlikely in the near 
future. In fact, the entire Melbourne area seems 
likely to pursue plans put in place in 2002 based 
on mediocre planning development dating from 
1967 until it utterly fails, and only then begin to 
contemplate further options.

Map 3. Another view of the shire.

http://hnn.bz/
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John Ioakim
The Lakes H Hardware - LAKES ENTRANCE, VIC 
How did you come into the hardware business? 
I was the store manager of this store under the previous owners when it was 
a bannered store. In 2016 the owners called me looking to sell. My wife, 
Leanne and I spent many a night around the kitchen table running figures 
and swapping ideas for the store. We decided to go for it but we wanted to 
be truly independent and in control of our stock.
 
What made you decide on branding your new store H Hardware?
We had a few recommendations to join the HBT Buying Group and when that 
stacked up we had a chat with Steve Fatileh who showed us the branding 
for H Hardware. It looked great, the colours are eye catching and it really 
stands out. The clincher for us was that the store was ours, we could be 

independent with a strong brand and no forced promotional stock eating up 
floor space and our bottom dollar. 

How is business today?
We opened in July 2016 and 12 months on business is good. We’ve had 
growth and we have strong customer base. Our trade business makes up 
75% of the business, I look after that and Leanne is the face of our retail 
side. It’s come along way from our first official order that BGC sent to our 
house and I borrowed a trailer to be able to deliver it to site. 
 
What would you say to someone considering transitioning  
to H Hardware? 
If you want to have control of your business, your stock, your promotions 
and a stand out brand,then H Hardware is a no brainer.

http://hbt.net.au/
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The last time HNN took an in-depth look at 
“renovation TV”, Australia’s premiere “reality” 
renovation competition series, “The Block”, 
had just completed Season 11, nicknamed “The 
Blocktagon”, which reshaped the Hotel Sav-
ille in Melbourne’s South Yarra. This was a 
high-profile, high-touch effort to lift the series 
out of the steep slump it had fallen into for 
Season 10. 

Season 10, nicknamed “Triple Threat”, had 
seen former contestants return to compete 
with new contestants. Highlighted by a much 
publicised spat between one of the higher 
profile contestants with a judge (which called 
into question said judge’s competence to act 
in an unbiased manner), the season produced 
ratings that were lower than the initial pilot 
season launched in 2003.

Renovation TV:
a new face?

Natalie Bass-
ingthwaighte will be the 
presenter on Channel 
10’s reboot of the BBC 
classic home design 
reality show, “Changing 
Rooms”.
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While Season 11 did manage to improve slightly on the 
ratings for Season 10, it was far from a recovery back to the 
ratings level for the four season run from Season 6 to Season 
9. Season 12 was another effort to reboot the series, with the 
target this time a “heritage” former soap factory located in 
Port Melbourne. Where the series had been running two sea-
sons a year, Season 12 would be the only season for 2016, and 
take place in the third calendar quarter of the year.

However, as a reboot, it really wasn’t a success. Ratings 
did improve slightly, but only by about as much as Season 11 
improved over Season 10. 

Season 13 was another matter entirely. Abandoning the 
formula that had been used from Seasons 7 through to 11, of 
taking an existing structure and repurposing this, Season 13 
was staged on a vacant block of land located in the inner-Mel-
bourne suburb of Elsternwick. Five older weatherboard 
houses were transported to the land from various locations 
around Australia. These were both remodelled and extended 
during the season. 

The result was a considerable increase in ratings, not quite 
up to the level of Season 9, but very close. In particular, the fi-
nale and ratings were the highest they had been since Season 
7, with the grand finale winner announcement ratings com-
ing in at  2.26 million viewers.

Season 14 reverted to the model of repurposing existing 
structures, in this case a former boarding house and hotel, 
the Gatwick, located in a seedier section at the bayside end 
of the inner Melbourne suburb of St Kilda. Ratings fell again, 
though not quite to the level of Season 12, dipping significant-
ly to a point mid-way between Seasons 12 and 13.

Interestingly, the winners of this season, Hayden Vale and 
Sara Tumino, a construction project manager and flight at-
tendant respectively, were the contestants who received the 
lowest overall scores from the judges of the competition. The 
contestants who received the highest overall scores, Bianca 
Chatfield and Carla Dziwoki, former professional sportswom-
en, were second-last.

The main issue this 
raises is that of rele-
vancy. How relevant 
is the type of renova-
tion featured on “The 
Block” to the lives of its 
prospective viewers? 
What is the relevant 
basis on which the 
efforts of the contes-
tants are judged? And 
how relevant, really, 
are this and other DIY/

Season 14 of “The Block” was more a 
reversion to a model that was not work-
ing than a step forward from Season 13. 
The return to the repurposing of a single 
multi-unit dwelling saw ratings slip, 
while the previous season saw ratings 
lift as it involved the renovation of actual 
houses.
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renovation TV shows to the home improvement industry?
Of course, it’s easy to argue that “relevancy” is hardly an 

appropriate test for any reality TV series. After all, viewers 
of the hit US reality TV competition series “Survivor” do not 
watch the show so as to pick up handy camping tips. On the 
other hand, however, “Survivor” is not supported by advertis-
ers of sleeping bags and tents.

The fact is that there has been a steady drift in “The Block” 
over the past six years away from useful and practical help 
for people considering renovations or other forms of home 
improvement. Very few renovators are going to tackle the 
challenges of even the more common types of repurposing, 
such as converting warehouse spaces into apartment units, 
let alone the conversion of entire hotels or factories.

From Season 4 onwards, the only two DIY activities reg-
ularly seen are the ever-exciting scenes of painting (which 
have nothing to do with technique and everything to do with 
endurance), and demolition work. In comparison, much more 
screen time is devoted to showing the competitors shopping 
for their furniture and fixtures. In fact, “The Block” is some-



73

hnn.bz

thing of a confused amalgam of  elements from a number of 
different formats, including: reality TV, “flipping” real estate 
shows and interior design advice. 

Added to this is what might be called a somewhat addled 
perspective on interior design style. There is an argument for 
the use by the series of three judges from widely different 
backgrounds — a real estate salesperson, design magazine ed-
itor and an interior designer. However, the dynamics between 
the current judges has become something more like one of 
those peculiar cocktail mixes that inner-city clubs sell, falling 
into the “you could, but why would you?” category. 

Wise contestants stay away from anything really creative 
in interior design, and instead subscribe to the various prej-
udices evident in the judging process. It’s difficult to recall 
when the last kitchen without a “butler’s pantry” (itself a 
pretentious term) was built by a Block contestant, and chanc-
es are it did not fair well in the judging. 

The lack of real innovation is quite startling. One area 
where this shows most clearly is in relation to home automa-
tion. Season 14 was evidently sponsored by Amazon, and so 
viewers were treated to an array of Amazon Echo devices do-
ing “amazing things”. Such as, you know, turning on the lights. 

The judges use these devices with all the joy and ease of 
someone trying to eat Spaghetti Bolognese with stainless 
steel chopsticks. It is as though the technological barbarians 
have invaded the tidy, discreet, tasteful world of pelmets, 
cushions and subtly accented soffits with that most “boorish” 
of secondary purposes for interior design: utility.

The real point is that just about every “high-end” home 
today above the $2 million mark makes some provision for 
multi-room sound systems such as Sonos (which also is 
hooked into the Alexa home automation services). That is 
certainly considerably more common than “butler’s pantries” 
nowadays. 

Beyond the relevance of using technologies from 2018 
rather than 2005, what needs to be asked is, who exactly are 
the dwellings being produced by this process aimed at pleas-
ing? Overtly, the imagined buyers are “corporate high flyers” 
and successful professionals. However, if you actually know 
people in that category, you might notice that the prevalence 
of furniture from Freedom in their homes is rather limited. It 
is hard to imagine anyone, in fact, who would 
think it reasonable to combine multi-million 
dollar real estate with middle -of-the-road 
furniture.

Or would it? One clue about the intended 
market that emerged at the conclusion of 
Season 14 was that the two penthouse apart-
ments were said by some news outlets to 
have been purchased by one tech entrepre-

Look, technology — sort of. Interesting 
that none of the judges comment on 
how “unstylish” the Amazon Echo looks 
plonked down on the kitchen desk in 
Season 14.
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neur. The same outlets suggested the most likely use of the 
apartments would be as short-term rentals on a service such 
as Airbnb, likely fetching around $1000 a day.

That is just about the only market that really makes any 
sense — and the only place where you would find the com-
bination of high-end real estate and low-cost furniture. The 
bathrooms, modelled after “high-end luxury hotel resorts”, 
really are designed to be used as hotel bathrooms, the kitch-
ens to be visually spectacular, and so forth.  

Evolution
In TV land, one of the surest signs that a TV series is in 

some kind of trouble is the emergence of similar but different 
competitors. At the moment just such a shift in the Austra-
lian TV system is happening with Channel 10 now moving 
to reboot the reality renovation series “Changing Rooms”. 
This series began in the UK, but established an Australian 
franchise in the mid-1990s, and last appeared on Australian 
screens in 2005.

The new version is currently under production, and sched-
uled to appear on Australian TV screens in the first half of 
2019. The first season will be produced by Endemol Shine 
Australia. This is the same company that makes MasterChef 
Australia and Australian Survivor, both for Channel 10 as 
well.

The reboot will be hosted by Natalie Bassingthwaighte, 
who previously appeared on long-running soap opera “Neigh-
bours”, in “The Wrong Girl”, and as a presenter on the reality 
TV series “So You Think You Can Dance Australia”. She was 
also a guest on “I’m A Celebrity…Get Me Out Of Here!”.

The role of presenter on the original Australian series was 
played by Suzie Wilks. In what is truly a sign of changing 
times, Ms Wilks related to news site news.com.au that she 
would sometimes have her bottom pinched by male con-
testants during the presentation of the series. One rather 
expects that Ms Bassingthwaighte will not need to suffer 
similar attentions.

According to the chief content officer for Channel 10, Bev-
erley McGarvey:

Our new show will capture the essence and appeal of the orig-
inal format and re-energise it, with strong storylines and more 
kitchen and bathroom reveals, which are proven favourites 
with Australian viewers. Changing Rooms proved that reno-
vation could be more than informative: it could also be full of 
fun, big characters and tension. We cannot wait to bring our 
exciting new version to viewers.
While on one level this could just be one network spotting 

an opportunity based on another network’s failings (and 
remember, Channel Nine also bombed with its second sea-
son of “Renovation Rumble”), but HNN thinks there is more 
significance to Channel 10’s efforts to reboot what was once 

The original cast of 
the BBC’s “Changing 
Rooms”.
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a much-loved and entertaining (at times hilarious) series.
It could, in fact, be a sign of a shift in renovaton/DIY tele-

vision programming away from spectacle, and towards more 
useful and relevant content.

A brief history
To understand what this shift may be, it’s a good idea to 

take a quick look at the history of renovation TV, and how it 
has evolved over the years.

If you were looking for the “point of origin” for modern 
DIY/renovation TV, you would likely pick a little show that de-
buted on a public TV station in the US city of Boston in 1979. 
“This Old House”, as its humble name declared, was about 
fixing up the older house so as to make it a little bit more 
liveable. Boston had a lot of old houses, and it also had a lot of 
families that really couldn’t afford to hire people to fix them 
up. The show proved popular as a result — so popular that 
it was picked up by the national Public Broadcasting System 
(PBS) in the US the next year, and broadcast nationally.

The show went on to win 18 Emmy awards. It was acquired 
by Time-Warner (then Time Inc.) in 2001. Today it has evolved 
into what is described as a “multi-faceted lifestyle brand”, in-
cluding a monthly magazine, ongoing TV series, and websites.

Not to be outdone, pubic broadcasting in the UK through 
the BBC also developed some variants on the “home fixit” 
show. One of the most influential and entertaining of these 
was the show  “Changing Rooms”, which ran from 1996 to 
2004, and sparked syndicated versions in the US and Austra-
lia.

“Changing Rooms” had a crucial influence on the DIY TV 
that was eventually to develop in Australia. What made the 
show so interesting was that it wasn’t just about how to fix 
up rooms to make them look better; it was as much about 
social interactions as well. The premise was that two families, 
who knew each other, would agree to fix up one room in the 
other family’s house. Each family would be assigned an inte-
rior designer to help them out, and they would be given a set 
budget, which eventually reached GBP750 (about GBP1200 or 
$2150 in today’s money). 

It was a show that appealed to the British love for mo-
ments of social awkwardness. Sometimes both families loved 
the other family’s efforts, but just as often there were disap-
pointments, and consequent embarrassment and recrimina-
tions. 

Development of “The Block”
Australia has had its share of “regular” DIY TV, with Chan-

nel Seven’s long-running and high-rating “Better Homes and 
Gardens” the standard bearer for this category. However, the 
real power shows, Channel Nine’s “The Block” and Channel 

Jaimie Durie was the 
original host on “The 
Block” for Seasons 1 
and 2.
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Seven’s “House Rules” have each drawn more from “Changing 
Rooms” than they have from “This Old House”. 

Just as importantly, they’ve been heavily influenced by 
the origins of the “reality TV” genre in shows such as “Big 
Brother” and “Survivor”. “The Block” draws strongly on three 
aspects of the early “reality” shows: the application of some 
form of extreme stress (the completion of complex reno-
vation tasks to a high standard with a limited budget in a 
limited time frame), the physical confinement of the contes-
tants (they have to live in the rooms they are renovating), and 
an ongoing intense competition with people with whom they 
also have to have some form of friendly, conventional rela-
tionship.

“The Block” has, arguably, gone through three different 
stages. In its first stage, which lasted for the first two seasons, 
which took place in 2003 and 2004,  four couples were chosen, 
and the project was to renovate a block of flats in popular 
suburbs of Sydney. For the first season the flats were in Bon-
di, and for the second they were in Manly. Each couple had 
a budget of $70,000 ($98,600 in 2018 dollars). The first season 
had 13 episodes, and the second 26, with both being shown 
over 13 weeks.

The contestants chosen for the initial seasons were largely 
professionals who worked in the service industries: market-
ing executives, sales managers and data analysts. Of the eight 
couples in these two seasons, there was only one tradie, a 
plumber. The contestants continued to work at their regular 
jobs during the renovations. With a comparatively low bud-
get, and mid-level skills at amateur renovating, the quality of 
the finished product was not expected to be as high as that 
expected in later seasons. 

The first season was an unqualified success, with an aver-
age of 2.239 million viewers per week, and a grand finale peak 
of 3.115 million viewers. The second season managed an av-
erage of 1.6 million viewers per episode, and the grand finale 
attracted 2.273 million viewers. 

Stage two

“The Block” started its second stage in 2010, when it was 
rebooted. Season 3 ran for only eight episodes, and it followed 
many aspects of the previous format closely, with the contes-
tants renovating a block of four apartments in the exclusive 
Vaucluse suburb of Sydney. As before, the contestants contin-
ued to work at their regular jobs.

At the same time,  a number of significant changes were 
made. Scott Cam was introduced as the show’s host, replacing 
Jamie Durie. There was also a marked change in the contes-
tants themselves. Two older tradies made up one of the con-
testant pairs, and another pair combined a real estate agent 
with her construction worker husband. 

Scott Cam took over 
hosting duties at “The 
Block” from Season 3 
onwards.
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Perhaps the most telling change for the future direction of 
the show was the addition of then-editor of Belle magazine, 
Neale Whitaker, who joined previous season judge John Mc-
Grath. Mr McGrath had a simple, likeable approach to judging 
rooms, while Mr Whitaker brought a new level of sophistica-
tion — which seems, in these early episodes, to have slightly 
panicked Mr McGrath.

Audience ratings were not high, with an average audience 
(excluding the finale) of 1.17 million. The finale was shown 
twice, bringing in audiences of 1.3 million and 1.7 million.

However, the network and the show’s producers must have 
spotted both potential and a way forward. Seasons 4 and 5 
were moved to Melbourne, and instead of renovating flats as 
in the first series, the contestants renovated workers’ cottages 
and terrace houses in the inner suburbs of Melbourne.

The swing towards tradies continues through this period, 
with Season 4 featuring two tradies, and in Season 5 every 
contestant pair has at least one tradie. The overall demo-
graphics of the contestants also shifted sharply from white 
collar towards blue collar.

By Season 5, Shayna Blaze was added to the team of Mr 
McGrath and Mr Whitaker, with future judge Darren Palm-
er appearing as a guest judge. Not surprisingly, this is also 
where the style directions that will influence all future sea-
sons become established.

While the audience numbers were not especially strong 
through the length of each of these three seasons, the num-
bers for the finale shows, when the winners were announced 
were quite high. Season 4 attracted 3.29 million views, and 
Season 5 attracted 2.7 million viewers.

Stage 3

The next step in the evolution of “The Block” saw the 
show’s producers make a series of good choices. One of the 
core problems was how to balance the continuity of the show 
— providing a known, reliable format viewers could trust  — 
with the need for constant novelty. The producers did this by 
being relatively conservative in the dramatic format itself, 
while making the renovation projects themselves very chal-
lenging. 

Key to maintaining the consistent format has been the 
development of a “Block family”. This consists of Mr Cam, as-
sisted by presenter Shelley Craft, and the site foreman Keith 
Schleiger assisted by former contestant Dan Reilly.

From Season 7 through to the upcoming Season 12, the 
projects chosen all involve the repurposing of structures 
from non-residential or very different residential use. These 
have been (in season order): a former hotel, a former ware-
house, a former office building, a former apartment block 
(converted into multi-level dwellings) and another former 
hotel.

Winners of Season 4 of 
“The Block”, Waz Jones 
and Polly Porter, made 
a whopping $15,000 
profit — but also took 
home $100,000 in prize 
money.
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The producers also developed a set formula for casting 
contestants. This formula consists of two or three pairs who 
had moderate renovation experience and usually include at 
least one tradie, a pair without a tradie but with moderate to 
high renovation experience, and one pair with a tradie but 
next to no renovation experience at all.

Relevance

As “The Block” progressed there has been a constant 
slippage from the likelihood of its viewers actually living in 
dwellings like those being renovated. In the first two sea-
sons of “The Block” the aspiration gap was relatively narrow. 
Young professionals were putting together apartments that 
perhaps slightly older professionals might buy. 

In Season 3 while the target buyers for the flats remained 
youngish professionals, the aspiration gap was widened by 
using contestants who weren’t young professionals, but were 
tilted more towards blue collar workers. 

In Seasons 4 and 5 the aspiration gap was widened still 
further, with an even stronger tilt towards blue collar con-
testants and a lift in the aspirational value of the properties. 
In Seasons 1 and 2 the value of the properties was under 
$800,000, in Seasons 3 and 4 it crossed the magical $1,000,000 
mark, and in Season 5 reached as high as $1,600,000. Which 
brings us to Season 14, where one of the renovated apart-
ments sold for over $3 million.

Or, to put it in more blunt terms, up to Season 4 the people 
doing the renovation could, at a stretch, possibly aspire to liv-
ing in homes like those they were renovation, but by Season 
5 the likelihood of that was sharply reduced. By Season 14 the 
apartments being renovated could only be afforded by the 
top 2% to 3% of the population in income terms.

The new kids on the block
In HNN’s original article on Renovation TV, we quoted 

from the respected US TV commentator Josef Adalian of the 
well-regarded TV commentary website The Vulture writing 
about reality TV in 2015:

Talk to unscripted producers and executives about the state 
of [reality TV] in 2015, and one 
word pops up repeatedly: fatigue. 
While modern reality TV is barely a 
teenager, and far younger than pro-
gramming staples such as comedy 
and drama, the sheer tonnage of 
unscripted content produced in the 
past decade-and-a-half has left the 
people who make it — and, argu-
ably, those who watch — struggling 
to recapture the excitement of a 
once-vibrant genre. “Reality seems 

“Yes, Jim, it’s an interior design TV show, 
just not interior design as we know it.”
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tired. It seems derivative,” says one former network chief who 
now works in the digital world. “There hasn’t been a really 
loud, innovative reality show in a while.” 
Mr Adalian added an important caveat to this:

Still, some speculate the shift away from linear TV viewing 
(where networks tell you what to watch, and when) to on-de-
mand (I’ll watch your show on Hulu or Netflix when I’m good 
and ready) is having a particularly strong effect on reality. 
While the evolution in how TV is consumed has resulted in 
across-the-board ratings declines for nearly all programs, un-
scripted shows — particularly those on cable — may be suffer-
ing more because they’ve historically relied on what industry 
types call “discovery” to build an audience. 
More recently, in 2018, Mr Adalian has written a series of 

articles about the “behind the scenes” aspects of the Netflix 
video streaming service, popular in both the US and Austra-
lia. And, guess what? Netflix is making a strong commitment 
to reality TV programming, as evidenced by its reboot of the 
“Queer Eye for the Straight Guy” series.

Just as it has with other genres, Netflix is planning to dramat-
ically scale up unscripted, with up to 50 reality and talk shows 
slated to launch this year and more in the works for 2019. 
While there are no specific announcements as yet of any 

renovation/DIY shows being launched, this is a category Net-
flix is likely to explore in the future. The streaming service 
already has two shows available in this genre that are worth 
exploring — largely because Netflix will often run out-of-date 
series as a means of judging audience depth.

The first is “The Great Interior Design Challenge” produced 
by BBC2, with Netflix providing the first two seasons from 
2014. Very much the spiritual inheritor of “Changing Rooms”, 
this series is based on the premise of getting three aspirant 
interior designers to do room makeovers of adjacent prop-
erties on a budget of GBP1000. The results are judged by 
the hosts, the then-head of the British Institute of Interior 
Design Daniel Hopwood, and interior designer and journal-
ist Sophie Robinson. There are a series of heats, leading to a 
semi-final, a quarter-final, and the finale. 

One “trick” of this series is that 
the rooms being redesigned are 
not your average rooms. The series 
takes the viewer through a virtual 
history of building in Britain, from 
300 year old stone cottages in the 
Cotswolds, through to medieval 
buildings, 1920s boat houses, and 
modern, multi-dwelling, eco-friendly 
buildings.

The second series of note is titled 
simply “The Apartment”, and is 
based in Malaysia, featuring contes-

The crew from the original seasons of 
“The Great Interior Design Challenge”, 
l-to-r: Daniel Hopwood, Tom Dyckhoff, 
and Sophie Robinson.
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tants from throughout south-east Asia as well as India. And, 
believe it or not, it is hosted by Jamie Durie, and judged by 
Laurence Llewelyn-Bowen. The series has developed rap-
idly over its six seasons. Season 3 features pairs of friends, 
brothers and sisters, and married couples, who compete to 
redecorate the rooms of a luxury apartment in a Malaysian 
compound. The challenges tend toward the slightly silly, and 
the technical skills of the contestants are quite poor. 

Season 4 of “The Apartment” is a “celebrity edition”, with 
C-grade singers, actors, chefs (chefs?) and models competing 
to fix up beach-side apartments in Thailand in return for 
their favourite charity being rewarded with USD100,000. In 
Season 6 the competition involves somewhat more serious 
interior designers, and the prize is an expensive luxury apart-
ment in Malaysia.

The show is at times an unintentionally hilarious epic of 
watching these contestants struggle with “difficult” challeng-
es, such as, well, using a handsaw. It also features some of the 
most outdated power tools we’ve seen in some time (seriously, 
suppliers, it’s unclear that the Thais have yet really discov-
ered cordless).

As slightly ridiculous as this series is, it does have a really 
genuine societal purpose. It is a genuine pan-Asian effort, and 
is addressing the difficulty of younger professional couples 
who move for the first time from more traditional housing 
into modern, Western-style apartments.

What is really outstanding about both the very polished 
BBC series and the rougher Asian-based series is that they 
are intensely relevant. In each case, they feature common 
challenges, interesting solutions, and technical difficulties 
that are well within the capabilities of an average person to 
solve.

Analysis
According to figures from Roy Morgan, in 2008 6.9% of Aus-

tralians did not watch commercial TV on weekdays, with this 
pattern consistent across age groups. By 2015, this had dou-
bled to 14.9%, with younger viewers watching far less than 
older, over 50, viewers.

This has, to a large ex-
tent, squeezed the commer-
cial networks. They could 
think about changing their 
programming to appeal to 
younger audiences, but they 
are unsure that such changes 
would bring those viewers 
back. The risk would be that 
these changes alienated the 
reliable older viewers, and 

It’s interesting that Stanley Black & 
Decker chooses to highlight corded tools 
rather than corded in the developing 
South-East Asian markets.
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that they would not be replaced by adequate numbers of 
younger viewers.

This is one factor which is contributing to continued mor-
ibund programming development  on standard commercial 
TV, even as streaming services grow more aggressive in cre-
ating special content themselves. The other factor is simply 
that programming in most commercial settings remains in 
the control of executives who are themselves not in touch 
with current trends, and find it simply safer and easier to 
repeat the past.

There is no doubt that renovation TV has had a positive 
effect on the home improvement industry in the past. At the 
moment, that potential is not being properly utilised. Per-
haps home improvement advertisers need to take a second 
look at their support for programming that has ceased to be 
vital and fresh.
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John Ioakim
The Lakes H Hardware - LAKES ENTRANCE, VIC 
How did you come into the hardware business? 
I was the store manager of this store under the previous owners when it was 
a bannered store. In 2016 the owners called me looking to sell. My wife, 
Leanne and I spent many a night around the kitchen table running figures 
and swapping ideas for the store. We decided to go for it but we wanted to 
be truly independent and in control of our stock.
 
What made you decide on branding your new store H Hardware?
We had a few recommendations to join the HBT Buying Group and when that 
stacked up we had a chat with Steve Fatileh who showed us the branding 
for H Hardware. It looked great, the colours are eye catching and it really 
stands out. The clincher for us was that the store was ours, we could be 

independent with a strong brand and no forced promotional stock eating up 
floor space and our bottom dollar. 

How is business today?
We opened in July 2016 and 12 months on business is good. We’ve had 
growth and we have strong customer base. Our trade business makes up 
75% of the business, I look after that and Leanne is the face of our retail 
side. It’s come along way from our first official order that BGC sent to our 
house and I borrowed a trailer to be able to deliver it to site. 
 
What would you say to someone considering transitioning  
to H Hardware? 
If you want to have control of your business, your stock, your promotions 
and a stand out brand,then H Hardware is a no brainer.

http://hbt.net.au/


hnn.bz

If you aren’t familiar with Houzz, perhaps 
the best way to describe it is as an operating 
system for home design and home change 
implementation.

What does that mean, exactly? Well, oper-
ating systems for computers take what are 
really a lot of very disparate components — 
the chip that is the central processing unit 
(CPU), random access memory (RAM), disk 
drives, display graphics cards, plus a dozen 
others — and provide a safe, reliable way that 
applications, running on top of the operating 
system, can make use of all those capabilities. 
This not only saves the developers of applica-
tions from having to write a whole lot of extra 
code, but it also means that, as long as they 
follow certain rules (such as file specifica-
tions), different applications can interact with 
each other.

HOUZZ
The Houzz headquarrters 
in Palo Alto, Northern 
California, located south 
of San Francisco. Houzz 
is regarded as one of 
the most promising 
app-based late-stage 
startups in the Silicon 
Valley community. With 
over USD600 million 
in venture capital 
funding, and estimated 
valuations ranging up 
to USD4 billion, it is a 
business that has only 
just begun to explore the 
potential of the market 
it covers.
In Australia, Houzz offers 
many opportunities for 
everyone involved in 
the home improvement 
industry.
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In the case of Houzz, these disparate compo-
nents are all the “getting” kinds of things you 
need to do when you are designing the interior 
of a home. There are the pictures you use for 
inspiration, then the furniture you place in 
the rooms, the sources of the furniture, the 
professionals you need to help with design, the 
tradies you need to install and build elements 
of the room — and so on.

Houzz provides a central location, with 
a specific “language” that relates to finding 
images and saving these to idea books, then 
annotating those images. This is aided by a 
rich visual language that Houzz adds as a layer 
to images. You can annotate an image with 
notes, draw dimensions on it, add arrows that 
point to specific features, and insert pictures of 
products and features into the original picture.

The “engine” — CPU — that drives all of this 
is, surprisingly, a vast act of collaboration. Hou-
zz today has close to 18 million images in its 
database, contributed by users, all of which are 
accessible through a complex set of filters and 
relationships (for example, you can look at the 
idea books of other Houzz users, if they have 
made them public).

All this helps to first organise and enable the 
design task, and then helps to source specific 
items and find professionals to help bring a de-
sign into the physical world. Professionals are 
usually found via your own location, making 
it easier to use local tradespeople. In the US 
and some other countries, you can also buy the 
products you like directly through Houzz.

There are, of course, some limits to what 
Houzz does provide. While it is a great system 
for people who are very visually oriented, 
there are fewer facilities available for people 
who rely more on a mix of the visual and the 
written. 

Houzz can be accessed via its website, as 
well as on both iOS and Android smartphones. 
However, the best place to use Houzz, and 
where it feels as though it is truly “native”, 

Click-trail 1. Here is a typical progression for a user who searches, 
clicks on an image then follows this trail deeper into the site, and 
ends up with a reference to a commercial client of Houzz.
The top image panel is the result of a search for the architect 
“Eichler”. The next image is the result of selecting one of the 
search results. Tappling on “Learn More” brings up more images 
from that house renovation. The final image is the result of 
requesting further details.
This is one path, then, from images to a marketing message.
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is on the iPad. It is a lovely, liquid app, that 
encourages a flow between images, easily inte-
grating the many different functions that are 
available.

It’s a capability that has not gone unnoticed. 
Houzz has undertaken six rounds of venture 
capital funding, with investors putting in 
around USD635 million so far. Some estimates 
set a value on Houzz of around USD4 billion.

In Australia
How does all this apply on the ground, here 

in Australia? To find out the answer to that, 
HNN spoke with Houzz’s country operations 
manager for Australia, Tony Been. We began 
by asking him about the footprint of Houzz in 
Australia.

So what we have is a massive community of 
homeowners, one and a half million come to 
us every month in Australia, looking for profes-
sionals, brands and retailers to help them on the 
projects that they’re working on. So we cover ev-
erything from major architects to building supply 
companies, hardware retailers, furniture manu-
facturers and [other types of] retailers. So essen-
tially we’re an umbrella. If it has to do with home 
design renovations, there’s definitely going to be 
a place on Houzz for you. 
Of course for tradespeople and others, there 

is now a wide range of online options for them 
to promote their businesses, from HI Pages to 
Oneflare. We asked Mr Been how Houzz differ-
entiated itself from the crowd.

Where Houzz separates itself is that it is the only 
platform that has all these multiple layers that 
gives us a complete end-to-end experience for 
home design projects. And with that, the deci-
sion making process that people take is much 
more considered than just whoever is faster and 
cheaper. 
When we work with high end builders and ar-
chitects, what we do for them is a very qualified 
engagement, because our users go on the site 
looking for photos — then discover who created 

Click-trail 2. Top, the list of professional services available on Hou-
zz. Next, selecting “Kitchen Designers”, with search settings set to 
show business near the searcher’s location. Selecting the Kitchen 
Design Centre brings up a list of projects the company has worked 
on. Finally, the images from one particular project. Tapping on the 
images brings up a full-screen image. Contact details are readily 
available.



86

hnn.bz

that work. 
What some of the paid marketing options Houzz 
offers are about is allowing the architects or 
builders, even retailers, to really hone in and 
focus on the key geo-targeted areas that matter 
most to them. 
Houzz doesn’t only provide a platform for 

marketing. This is also integrated with a range 
of personal services, which, for example, guide 
its customers in developing their marketing 
approaches. They might, for example, provide 
guidance in how best to reply to inquiries.

For us, it’s not just about a one-off sale. It’s about 
having a dedicated account manager who works 
with with our professionals throughout the life of 
their engagement with us to constantly optimise, 
learn, improve and help them get better overall.
It’s important to realise that, from a market-

ing perspective, Houzz is only a little like social 
media sites. Where on a site such as Instagram, 
each communication takes on a personal, and 
often social/cultural aspect, Houzz is very 
closely concerned with design, and with help-
ing people obtain results.

That’s not to say it isn’t fun for users, it is, 
and there is a real thrill to discovering others 
with similar design taste, or who can offer 
interesting approaches to design problems the 
user may be facing. But it truly lacks the kind 
of potential hostility that can mar commercial 
interaction on many social media sites. 

That said, however, it is a surprising complex 
user group with which to interact. That’s why 
one of the keys to commercial success is to 
work with the help Houzz can provide, letting 
the experts guide you as you learn what works 
best for your own business.

What we do is to take a consultative approach to 
building a tailored program to each professional. 
So our engagement involves having a chat with 
the business and trying to understand what’s 
going on in their world. What are they trying to 
do? Who are they focusing on? What are the 

Click-trail 3. Top, the result of searching for carpenters in the 
immediate area.Next, selecting Marcelle’s Carpentry and Building 
brings up a list of her projects. Tapping on one of these brings up 
an image from a deck she has built. Another option with the set of 
project photographs is to start a discussion, which would enable 
engagement with Marcelle herself, and other Houzz users.
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challenges they are facing? 
Then we can look at a range of different options about how we 
can fix that for them. We do divide our market up into different 
areas. We’ve got a huge amount of data resources and insight 
in terms of what’s trending on the platform, what people are 
looking for. 
But ultimately it’s our account management that can help 
people get better. For example, let’s say you’re a kitchen de-
signer and we put 15 photos up on Houzz. What your account 
manager can do as they are refining the [marketing] program 
is to identify which photos are getting greater levels of en-
gagement. They can give insights into why that may be the 
case. Then we can transition some of the ones that are per-
forming not as well and increase the ones that are performing 
better with a specific style that might be appealing to a target 
demographic. 
It all comes down to the fact that what we’re able to do is really 
focus in on the challenges that our customers are facing. And 
then our programs are tailored and bespoke to allow us to 
help them do what they want to do as a business. 

Retailers
For home improvement retailers in Australia, one approach 

would be to appear in Houzz as a specialist in some area. For 
example, if you supply a lot of timber for decking, you could 
list this as your speciality, and look to link with local builders 
who have used your timber. The feature you might present in 
Houzz would be a selection of finished projects, and pictures 
of the timber itself, in both finished and unfinished state.

In general, as you engage in the network Houzz presents, 
and receive advice from the Houzz client team, you will work 
out the best ways to market yourself, and spread your name 
through the network of local trades, builders and homeown-
ers.

Houzz also provides tools for 
users to annotate images. 
These include arrows, mea-
surement indicators, text and 
even stickers. These annotated 
images can be easily shared 
with others, making them a 
great way to communicate 
design ideas, and specify 
construction specifics.
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John Ioakim
The Lakes H Hardware - LAKES ENTRANCE, VIC 
How did you come into the hardware business? 
I was the store manager of this store under the previous owners when it was 
a bannered store. In 2016 the owners called me looking to sell. My wife, 
Leanne and I spent many a night around the kitchen table running figures 
and swapping ideas for the store. We decided to go for it but we wanted to 
be truly independent and in control of our stock.
 
What made you decide on branding your new store H Hardware?
We had a few recommendations to join the HBT Buying Group and when that 
stacked up we had a chat with Steve Fatileh who showed us the branding 
for H Hardware. It looked great, the colours are eye catching and it really 
stands out. The clincher for us was that the store was ours, we could be 

independent with a strong brand and no forced promotional stock eating up 
floor space and our bottom dollar. 

How is business today?
We opened in July 2016 and 12 months on business is good. We’ve had 
growth and we have strong customer base. Our trade business makes up 
75% of the business, I look after that and Leanne is the face of our retail 
side. It’s come along way from our first official order that BGC sent to our 
house and I borrowed a trailer to be able to deliver it to site. 
 
What would you say to someone considering transitioning  
to H Hardware? 
If you want to have control of your business, your stock, your promotions 
and a stand out brand,then H Hardware is a no brainer.

http://hbt.net.au/
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• Ace Hardware’s 
latest campaign 
positions it as 
a “home conve-
nience” store

• Lowe’s sells off 
businesses and 
exits Mexican 
market

US home improve-
ment chain, Lowe’s 
announced that it is 
closing 20 of its most 
underperforming 
stores around the 
United States and an 
additional 31 stores in 
Canada.

The stores set to close 
may have been hurt 
by their proximity to 
Home Depot stores 
and other Lowe’s 
stores, according to 
Credit Suisse analyst 
Seth Sigman. He noted 
that of the US stores 
being closed, 75% have 
another Lowe’s within 
10 miles, and 90% have 
a Home Depot store 
within 10 miles.

The majority of the 
Canadian stores that 
are being shut down 

are under the Rona 
banner, a chain that 
Lowe’s bought in 2016 
for USD2.3 billion.

Lowe’s currently 
operates 2,390 home 
improvement and 
hardware stores, in-
cluding 1,740 in the US. 
The shuttering of the 
stores is expected to 
take place by Febru-
ary, the end of its 2018 
fiscal year.

Mexico, “non-core” 
exits

Lowe’s said it is exit-
ing its retail business 
in Mexico, where it 
operates 13 stores, and 
exploring alternatives 
for the business, in-
cluding a sale.

The company also 

said it has identified 
“certain non-core activ-
ities” to exit including 
its contracting service, 
Alacrity Renovation 
Services and Iris Smart 
Home businesses.

Lowe’s CEO Marvin 
Ellison, in pursuing a 
buyer for the Iris home 
automation business, 
said the company 
will no longer pursue 
ventures that dilute its 
return on capital.

Lowe’s decision to 
sell its smart home Iris 
platform is a major 
shift for the company. 
It was the first major 
home improvement 
retailer to target the 
mass consumer market 
with a broad home 
automation solution 
using the open plat-

form by Iris for devices 
from different brands 
to connect with each 
other. Back in 2015, 
Lowe’s Innovation Lab 
launched leading edge 
technology including 
robots at CES (Con-
sumer Electronics 
Show).

While Lowe’s plans 
to sell its Iris business, 
it will continue to sell 
smart home products. 
A Lowe’s spokesperson 
said:

We will continue to 
carry Iris and other 
smart products on our 
shelves. However, we 
will focus on the retail 
side of the Iris business, 
not on supporting our 
own smart home plat-

Lowe’s conducts store 
closures and exits

continues next page

http://hnn.bz/
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form. The smart home 
category continues to 
be an important part 
of our customers’ home 
improvement journey, 
and Lowe’s remains 
committed to carry-
ing the breadth and 
depth of smart home 
products and brands 
to meet our consumers’ 
needs now and in the 
future.

The moves to exit 
Mexico and divest 
its contracting and 
smart home businesses 
came as it reported a 
sluggish third quarter. 
Same-store sales rose 
1.5%, trailing analysts’ 
estimates of 2.9%. 

However the home 
improvement retailer 
posted revenue of 
USD17.42 billion in the 
period, up 3.8% from 
the same period year 
ago, and beat analysts’ 
forecasts who expected 
USD17.33 billion.

Lowe’s said earnings 
for the quarter were 

USD629 million, down 
from USD872 mil-
lion during the same 
quarter of 2017, mostly 
because of costs re-
lated to store closures 
recently announced.

CEO priorities

This was the first 
full quarter under Mr 
Ellison since becoming 
CEO in July. He has 
told investors that he 
needs time to focus the 
company on improving 
core operations, and 
he’s removing distrac-
tions and underper-
forming assets to do 
that. The review of the 
business has been “sub-
stantially” completed, 
Lowe’s said.

In an interview with 
the Charlotte Business 
Journal, Mr Ellison 
said making changes 
quickly was part of the 
plan.

It’s best to do a 
detailed assessment of 

the business as quick 
as you can to limit the 
disruption over the 
long-time horizon.

After thinning exec-
utive positions at the 
company, Mr Ellison 
began paring away 
what he sees as non-es-
sential in the aisles of 
Lowe’s. That means 
rethinking some of the 
goods it sells, getting 
rid of lower-selling 
items, and focusing on 
the top 2,000 products 
it carries. Lowe’s also 
wants to bolster its 
business with profes-
sionals, something that 
has been Home Depot’s 
forte. He said:

The pro customers 
are looking for a great 
price, service that saves 
them time and brands 
they want.

Lowe’s is working to 
regain those customers 
by expanding its offer-
ing of brand-named 
tools and through 
other methods.

In another 
interview with 
The Observer, Mr 
Ellison said he 
considers Lowe’s 
a “transforma-
tion” and not a 
“turnaround” 
like J.C. Penney, 
where he spent 
the last three 
years as CEO. 
The priority 
for Lowe’s right 
now, he said, is 
improving basic 
“retail funda-
mentals”.

Retooling 
inventory is one 

of the “retail funda-
mentals” Mr Ellison 
said has to be ad-
dressed first. Another 
“fundamental” to be 
addressed is a need 
for basic engineering 
standards for unload-
ing large trucks so as 
to make the best use of 
workers’ time.

Home Depot, where 
Mr Ellison spent 12 
years, including six as 
executive vice pres-
ident of stores, has 
launched same-day 
and next-day delivery 
in a handful of mar-
kets. He said Lowe’s is 
testing that service in 
select places, but that 
the company’s supply 
chain isn’t “mature 
enough” to roll it out 
chain-wide. He said:

I call it ‘second mover 
advantage’. Sometimes 
it’s not terrible that 
you’re behind if you 
have the capital to 
catch up quickly. So 
we’re going to learn a 

lot from our competi-
tion. And we’ll be right 
there with them, if not 
right in front of them, 
in a few years.

However Mr Ellison 
believes that when 
its recently opened 
USD150 million direct 
fulfillment centre in 
Tennessee is in full 
operation, two-day de-
liveries will be possible 
to 75% of the continen-
tal US.

Down the line, Lowe’s 
also will be looking at 
how to better posi-
tion itself with social 
media, Ellison says, 
especially to appeal 
to young customers 
and first-time home-
owners undertaking 
do-it-yourself projects. 
YouTube, for instance, 
is a huge opportunity 
for Lowe’s to grow in, 
Mr Ellison said, as it 
helps to de-mystify 
DIY projects.

We’re going to do a 
much better job of le-
veraging social media … 
so that we can be more 
active and make sure 
customers know that 
we are relevant and we 
want to help them to 
make choices.

https://goo.gl/Z3Tqjv
https://goo.gl/L4NPjL
https://goo.gl/QDiT7b

Lowe’s closures and exits (cont.)

http://hnn.bz/
https://goo.gl/Z3Tqjv
https://goo.gl/L4NPjL 
https://goo.gl/QDiT7b 
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Ace becomes “home convenience” stores
In its latest campaign, 

hardware retail coop-
erative Ace Hardware 
positions itself as “the 
home convenience 
store” which is also the 
promotional tagline. 
Ace chief marketing 
officer, Kim Lefko, told 
the Chicago Business 
Journal:

Ace is in a very differ-
ent position than the 
large box retailers. We 
are more about home 
preservation than big 
home renovation. This 
positioning lets us own 
the easy fix, replace, 
repair solutions and 
builds upon Ace’s very 
unique place as a com-
munity-focused store 
that is there with the 
right advice and prod-
ucts for our customers.

CEO of Ace Hard-
ware’s ad agency of re-
cord, O’Keefe Reinhard 
& Paul Chicago (OKRP), 
Tom O’Keefe, said:

This is a bold posi-
tioning for Ace that 
directly takes on the 
competition by cele-
brating its heritage in 
helping customers with 
its convenience and 
high-touch service…

Ace sends the mes-
sage that its helpful 
in-store hardware staff 
remain an important 
differentiator for the 
hardware retail co-op-
erative. Unlike Amazon 
which cannot offer 
on-the-spot assistance 
to online customers.

The TV commercial 
was complemented 
by social media and 
digital material that is 
part of an effort to put 
the Ace brand in front 
of more millennial new 
homeowners.

Link to campaign:
https://goo.gl/5dpqJ7

Store, e-commerce 
growth

Ace Hardware also 
pointed to strong new 
store growth and its 
e-commerce initia-
tives in reporting an 
increase in revenues 
during the third quar-
ter.

It posted record reve-
nues of USD1.43 billion, 
an increase of USD84.8 
million or 6.3%, from 
the third quarter of 
2017. Increases were 
noted across all de-

partments with paint, 
electrical and holiday 
décor showing the 
largest gains.

The 1.8% increase in 
retail same store sales 
during the third quar-
ter of 2018 reported 
by the approximately 
3,000 Ace retailers who 
share daily retail sales 
data was the result of a 
3% increase in average 
ticket, partially offset 
by a 1.1% decrease in 
same-store transac-
tions.

Net income was 
USD36.3 million for the 
third quarter of 2018, 
a decrease of USD17.5 

million from the third 
quarter of 2017. The 
company noted that 
this was down in part 
due to warehouse 
expansion costs and 
lower warehouse pro-
ductivity.

https://goo.gl/JMt12P
https://goo.gl/41hjHP

http://hnn.bz/
https://goo.gl/5dpqJ7
https://goo.gl/JMt12P
https://goo.gl/41hjHP 
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• Travis Perkins 
targets trades 
following review 
of the business

• Grafton’s DIY 
chain defies 
downturn

• Kingfisher’s turn-
around continues 
with market exits 
and store sell-offs

European-based 
home improvement 
group, Kingfisher said 
it will be exiting some 
of its international 
business to better 
focus on its core UK, 
France, Poland and 
Romania markets.

Kingfisher’s plan to 
pull out of its mostly 
loss-making opera-
tions in Russia, Spain 
and Portugal means 
stores will continue 
to trade while it seeks 
buyers. The process 
is expected to extend 
into 2019. Chief execu-
tive, Veronique Laury, 
said:

We are operating 
in a difficult retail 
environment. We face 
challenges and we are 
addressing them.

Moving out of these 
markets would allow 
Kingfisher “to apply 
its strategy with more 
focus and efficiency 
in our main markets 
where we have, or can 
reach, a market leading 
position … by making 
home improvement ac-
cessible for everyone,” 
Ms Laury said.

The withdrawal 
from Russia has been 
interpreted as an 
admission of defeat for 
Kingfisher, which has 
ploughed millions of 
pounds into opening 
20 Castorama stores in 

the country since 2006. 
The division made an 
GBP8 million loss last 
year despite increasing 
sales.

The group has 28 
Brico Depoot branch-
es in Spain, where it 
has traded since 2003, 
and three in Portugal, 
where it made about a 
GBP2 million loss, off-
setting a GBP2 million 
profit in Spain.

Third quarter

Pressure is grow-
ing on Ms Laury 
after a disappointing 
third-quarter perfor-
mance cast fresh doubt 
on her ambitious strat-
egy to transform the 
home improvement 
group.

The group reported 
a lacklustre 1.3% fall in 

group like-for-like sales 
in the three months 
to the end of October, 
impacted mostly by 
a poor performance 
from its Castorama 
DIY chain in France.

The company said 
Castorama had been 
affected by IT dis-
ruption, product 
and pricing changes 
introduced as part 
of the turnaround as 
well as a weak mar-
ket. It admitted that 
Castorama was the 
“problem child” of the 
business but said that 
it had an action plan 
that focuses on the 
perception that it was 
more expensive than 
rivals among French 
consumers. 

But difficult trading 
and national demon-
strations over a fuel 

tax in France that led 
to blocked roads have 
taken their toll on the 
business, and King-
fisher expects this to 
continue into the next 
year.

In the UK, B&Q’s 
comparable sales were 
down 2.9%, but about 
1.5 percentage points of 
this related to the end-
ing of its loss-making 
kitchen and bathroom 
installation services. 
Screwfix, the builders 
merchant with a very 
strong e-commerce 
model, reported a 4.1% 
rise in like-for-like 
sales.

B&Q store 
divestment

In addition to exiting 
some of its internation-

Exits, sell-off for 
Kingfisher’s turnaround

continues next page

Kingfisher chief executive, Veronique Laury said the turnaround plan is on track

http://hnn.bz/
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al markets, Kingfisher 
is seeking to sell six 
B&Q stores. This is 
seen as an effort to 
raise cash to fund Ms 
Laury’s turnaround 
plan, according to a 
report in The Times.

Kingfisher is under-
stood to be attempting 
to raise GBP125 million 
by selling and leasing 
back B&Q stores in 
Birmingham, Croydon, 
Southampton and 
Cardiff, plus two in the 
northeast of England.

It will sell the B&Q 
stores in a subdued 
market. The shift 
of retail sales to the 
internet and persistent 
uncertainty over 
Brexit have dampened 
investor demand for 
physical retail assets. 

The company values 
its property portfolio 
at GBP3.5 billion.

Ongoing 
transformation

The group is halfway 
through Ms Laury’s 
One Kingfisher five-
year transformation 
program, which 
includes simplifying 
and unifying its ranges 
across brands, seeking 
savings and aims to 
deliver an additional 
GBP500 million of 
profit a year by 2021. It 
also involves boosting 
e-commerce, lowering 
prices and launching 
a new marketing cam-
paign. Ms Laury said:

We have accelerated 
our move to an every-

day low price strategy 
and have launched 
a new marketing 
campaign to make it 
visible to our custom-
ers, however there is no 
quick fix.

Kingfisher’s plan for 
the group is costing 
GBP800 million over 
the five years.

While Ms Laury and 
Kingfisher insist the 
plan is on track, in 
September the group 
reported a 30.1% drop 
in pre-tax profit to 
GBP281 million for 
the six months to the 
end of July. It also 
announced then that 
Arja Taaveniku, the 
chief offer and supply 
chain officer, who was 
appointed three years 
ago to operate at the 

heart of the group’s re-
structuring, was being 
replaced. Karen Witts, 
its highly regarded 
chief financial officer, 
will also be leaving 
next year to join 
Compass, the catering 
company.

However Kingfisher 
pointed out that it had 
hit all the milestones 
planned for the third 
year of the program. It 
also increased its gross 
margin in the third 
quarter, reversing a fall 
in the first half. The 
group has also met its 
aim to return GBP600 
million to shareholders 
through buybacks in 
the first three years 
of the plan. Ms Laury 
said:

Transformation on 

this scale is tough, 
and we are operating 
in a difficult retail 
environment. We face 
challenges and we are 
addressing them.

“We have set out a 
plan that we always 
said would be back-end 
loaded,” she added, 
who argued that the 
revamp is taking time 
because it goes much 
deeper than other 
business transforma-
tion programmes.

Many others are just 
scratching the surface, 
adding more cost on 
top of their existing 
costs.

https://goo.gl/7KiU7J
https://goo.gl/pNnijF
https://goo.gl/iLYDcc

Grafton defies DIY consumer slowdown

Exits, sell-off at Kingfisher (cont.)

Sales rose steadily at 
Dublin-based building 
materials company 
Grafton in the four 
months to the end of 
October as it reported 
that like-for-like group 
revenue increased by 
5.5% compared with 

the same period last 
year.

While Grafton is best 
known in Ireland for 
its Woodies DIY retail 
business, much of its 
sales come from its 
building materials op-
eration. Its merchant-

ing division 
operates in 
four countries: 
Ireland, the UK, 
Belgium, and 
the Nether-
lands.

In total, group 
sales from the 
start of 2018 to 
the end of last 
month stood at 
EUR2.9 billion. 
This was up 
by more than 

9% on an annual basis. 
Like-for-like sales rose 
across almost all of 
these regions during 
the ten months to the 
end of October, with 
particularly strong 
growth of 7.5% in the 
Netherlands and al-

most 8% in Ireland.
Like-for-like sales 

rose by 2.7% in the UK. 
Belgium was the only 
country where like-for-
like sales fell, although 
the drop was relatively 
small at just under 2% 
and sales rose over the 
past four months.

The company’s retail-
ing and manufacturing 
divisions also recorded 
strong increases in 
sales during the period, 
of 10% and 20% respec-
tively.

Gavin Slark, Grafton’s 
chief executive, said he 
was confident that the 
company would reach 
its full-year earnings 
targets for 2018.

Trading in the UK has 

been consistent with 
our expectations. The 
group has benefited 
from its exposure to 
multiple geographic 
markets and saw its 
businesses in Ireland 
and the Netherlands 
perform well. Following 
a good first half perfor-
mance, overall trading 
in the last four months 
has underpinned our 
confidence that we will 
deliver our expecta-
tions for the full year.

https://goo.gl/4fDCr5

http://hnn.bz/
https://goo.gl/7KiU7J 
https://goo.gl/pNnijF
https://goo.gl/iLYDcc 
https://goo.gl/4fDCr5
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Trade focus for Travis Perkins
Builders’ merchant 

and DIY supplier Tra-
vis Perkins said that 
following an internal 
review of its business 
it would now focus 
on serving the profes-
sional building trade, 
which represents the 
majority of its custom-
er base.

The company’s 
decision to narrow 
its focus to its profes-
sional trade customers 
rather than its DIYERS 
comes during uncer-
tain trading conditions 
in the UK which have 
hit consumer confi-
dence and the market 
for existing home sales.

Travis Perkins is Brit-
ain’s biggest supplier 
of building materials 
and also owns Wickes, 
Toolstation and other 
builders’ merchants. 
It aims to deliver sales 
growth by focusing on 
its contract merchant-
ing businesses, make 
improvements to the 
general merchanting 
business, overhaul its 
IT systems and expand 
the Toolstation busi-
nesses in the UK and 
Europe. Chief execu-
tive, John Carter, said:

We have developed 
a clear plan to focus 
on delivering best-in-
class service to our 
trade customers, and 
to simplify the group 
to reduce complexity, 
speed up decision mak-
ing and reduce costs.

Our trade businesses 
hold strong positions in 
attractive markets, and 
these initiatives will en-

able us to concentrate 
our management time 
and capital in the high-
est returning areas.

The group also said it 
intended to make sav-
ings of GBP20 million 
to GBP 30 million over 
the next 18 months and 
exploring the potential 
sale for its plumbing 
and heating division.

Travis Perkins will, 
for now, keep its flag-
ship consumer-focused 
brand Wickes, and 
work on improving the 
division’s performance. 
However, the company 
said it would “also look 
to review the options 
for maximising the 
value of Wickes in the 
medium term”. It is un-
derstood one of these 
options is a sale.

Wickes has suffered 
from falling sales as 
it has faced intense 
competition from 
rival B&Q and a steady 
decline in the wider 
DIY market which has 
dragged the profits for 
its consumer division 
lower.

As increased econom-
ic uncertainty inten-
sifies concerns about 
the group’s prospects, 
Travis Perkins said 
“the fundamental 
long-term growth 
drivers of the business 
remain robust, with a 
continued shortage of 
housing in the UK and 
under-investment in 
the maintenance and 
improvement of the 
existing, ageing hous-
ing stock”. However 
the short term market 

conditions remain 
“challenging”.

Q3 sales

Overall group sales 
rose 3.9% in the third 
quarter ending in Sep-
tember. Group like-for-
like sales also rose 4.1%, 
driven by its plumbing 
and heating, building 
merchant divisions. Re-
sults were in line with 
expectations.

However sales at its 
retail arm Wickes fell 
by 4.2% during the 
quarter as a result of 
disappointing sales 
at its kitchen and 
bathroom showrooms 
as households turned 

away from home 
improvement projects, 
partly due to the cool-
ing property market.

Its Toolstation chain, 
a rival to Kingfisher’s 
Screwfix catering 
mostly for trade cus-
tomers, enjoyed sales 
growth during the 
period, underpinned by 
range extensions and 
new stores.

Workwear sold

Birchwood Price 
Tools (BPT), which 
was bought by Travis 
Perkins in 2011, has 
been offloaded to tools 
supplier and distribu-
tor Toolstream for an 

undisclosed sum.
BPT includes brands 

such as Scruffs work-
wear & safety footwear, 
Defender lighting and 
power distribution, 
Van Vault secure 
storage solutions, 
and Rhino heating & 
cooling products. The 
company will continue 
to operate as a stand 
alone business.

https://goo.gl/r749CF
https://goo.gl/t6cVk3
https://goo.gl/ST1apD

http://hnn.bz/
https://goo.gl/r749CF 
https://goo.gl/t6cVk3 
https://goo.gl/ST1apD 
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• On-demand 
tradie economy 
driven by digital 

Tradies are looking 
at digital solutions 
to time lost on ad-
ministrative tasks. 
According to studies 
by market research 
firm EY Sweeney 
and LEK Consulting, 
commissioned by 
on-demand tradie 
platform hipages, 
tradies pass up 
about $120,000 
worth of work a 
year because of the 
burden of paper-
work.

The EY Sweeney 
research identified 
the emergence of the 
“on-demand tradie 
economy” in Aus-
tralia, highlighting 
that consumers and 
tradespeople are 
seeking smarter, faster, 
more seamless ways to 
engage through digital 
means. The rise of this 
new economy sees 
hipages continuing 
to play a central and 
important role in the 
residential trade sector, 
with Australian house-
holds spending over 
$73 billion each year on 
trades.

A total of 518 con-
sumers and 500 tradies 
were surveyed in June 
and July 2018 for the 
study. It highlights the 
current pain points 
in both groups and 
reveals the potential 

for industry growth 
as people embrace the 
benefits offered by 
an on-demand tradie 
economy.

An average of 14 
hours a week is lost to 
quoting and general 
admin tasks, with 
almost 70% of tradies 
participating in the 
study saying technol-
ogy could help them 
get a better handle on 
schedule management 
and reduce travel time 
between jobs.

Managing payroll and 
timely payments for 
services delivered are 
also major pain points 
for tradies. Hipages 
co-founder and chief 
executive David Vitek 
said there was an 
obvious opportunity 
for digital platforms 
to play a bigger role in 
solving these prob-

lems.
The current ineffi-

ciencies are far too 
costly for tradies and 
offer an avenue for real 
disruption.

With an estimated 70 
million paid residential 
jobs completed in the 
past year by Austra-
lian tradies, platforms 
such as hipages are 
looking to evolve from 
just connecting homes 
with the right trades-
person to providing 
a more integrated 
service that also takes 
care of payments, 
invoicing and point-of-
sales integration.

In June, hipages 
sealed a deal with 
Bunnings to offer cus-
tomers an integrated 
fixed-price purchase 
and install service 
for toilets. Under the 
terms of the deal, 

customers can book an 
installation when they 
purchase a toilet suite 
from Bunnings.

Mr Vitek said part-
nerships such as these 
are the way forward 
for online booking 
platforms that want 
to meet the needs 
of homeowners and 
tradies.

There is a huge 
business opportunity 
here and it’s an area we 
are looking into. Like 
the on-demand nature 
of food delivery and 
ride-sharing sectors, 
we’re seeing a similar 
movement in the tradie 
sector.

https://goo.gl/
XSPqW9

Hipages report finds digital 
opportunities for tradies

http://hnn.bz/
https://goo.gl/XSPqW9 
https://goo.gl/XSPqW9 
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NEW PRODUCTS

Gerard Lighting’s Pierlite Colour Select range offers 
installers the ability to customise lighting to suit certain 
environments while carrying less stock, saving valuable 
space. Each luminaire in this range is designed with 
three popular temperatures.

The application of the luminaire determines the 
colour temperatures choice. For residential areas, colour 
temperature of 3000K and 4000K are the most common, 
while in commercial applications 4000K, 5000K and 
6500K help to replicate natural light and promote work 
efficiency.

The Pierlite Colour Select range includes:
- ECO LED Colour Select Batten
- ECO Colour Select LED Panel
- Pierlux Colour Select LED Downlight
- Litelux Colour Select LED Downlight
- Litelux Colour Select GENII LED Downlight 
- Orion ECO Colour Select LED Oyster
- Slimline Colour Select LED Oyster

Trolleys are a useful in a DIY move 
because they enable users to easily 
move heavy loads safely. The Kelso small 
or medium folding trolleys have 125kg 
and 150kg load capacities respectively, 
and can be folded and stored in small 
storage spaces in the car or home.

They feature a lightweight, durable 
steel frame and flat-free poly-rim wheels.

The Kelso large folding hand truck 
is specifically built for moving large 
furniture and white goods over staircas-
es in a safe and reliable manner. It has 
a 250kg load capacity, 8-inch flat-free 
wheels, folding ergonomic handles and 
a lightweight aluminium frame for extra 
strength – and can still be folded for easy 
storage.

Nylex has launched a 1.5L Heavy Duty 
Sprayer Twin Pack, giving professionals 
and garden enthusiasts a convenient 
solution to maintaining their gardens. 
“The Nylex Sprayer Twin Pack offers two 
separate bottles, one for herbicides and 
one for pesticides, minimising cross-con-
tamination whilst still being compact 
enough for an effortless gardening 
experience,” explains product manager 
Alyce Rigby.

It is the first time the brand has re-
leased a dual pack.

They have also been fitted with Viton 
Seals for enhanced durability.

Manufactured in the UK, QUADSAW is 
a seamless attachment to a power drill 
that uses patented technology to convert 
rotary motion into linear motion – in 
four planes at once. It means that square 
holes for electrical sockets and other 
boxes can be cut in seconds rather than 
minutes.

Almost all construction projects require 
square holes but electricians currently 
create them with rulers, pencils and 
handsaws, which is time consuming 
and inaccurate. QUADSAW solves this 
problem thanks to its unique four-blade 
technology that enables users to cut 
square holes with.
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Cowdroy improves DIYers’ options
Product enhancements are set to make  

big waves in the DIY market
Leading Australian 

hardware manufacturer, 
Cowdroy has unveiled a 
number of product chang-
es that aim to make buy-
ing and installing home 
improvements easier than 
ever before.

Cowdroy’s new Barn 
Door Track System has 
been designed for ulti-
mate customisation and 
ease of handling. It is a 
convenient alternative to 
the company’s popular 
Exposed 90 door track 
system.

The Barn Door Track 
System features a jig-
saw-like join in the track 
that allows the product to 
be packaged in a compact 
1.2m box for exceptional 
ease in both handling and 
installation.

The simple fitting sys-
tem requires a single wall 
fixing screw that goes 
through the hole in the 
centre of the jigsaw join 
and draws the two pieces 
of the track together for 
complete stability. 

The standard kit produc-
es a 2.0m track, while the 
new matching extension 
pack allows a maximum 
length of 3.2m, ensuring 
wider doors are also easily 
catered for.

Cowdroy national 
business manager, Pe-
ter Doyle, says the new 
product is an alternative 
for the DIY market. “This 
new type of door track is 
aimed at being easy to put 
together, easy to transport, 
and easy to purchase off 
the shelf.

“Customers can pick up 
the pack off the shelf as it’s 

in a 1.2m box — compared 
to a standard 2m length 
— place it in their car, go 
home and it goes together 
like a jigsaw. The beauty of 
this is that the extension kit 
contains more track jigsaw 
pieces to make the track 
longer.

“If a DIYer or home 
renovator is in a hardware 
store and they want to 
purchase a barn door 
track, they’re usually very 
tall and very heavy. Unless 
they’re a tradie with a ute, 
it is a safety risk in both 
handling and transporting 
it home. With Cowdroy’s 
new version, this issue is 
now solved with the easy 
to handle pack size and 
extension kit,” he explains.

The pack contains robust 
hangers and large rollers 
that make for smooth and 
effortless rolling, while the 
durable powder coat finish 
is hard wearing. All fixing 
hardware for timber appli-
cations is included, as well 
as step-by-step installation 
instructions.

Expanded range, fresh 
packaging

Coinciding with the 
release of the new Barn 
Door Track product, 
Cowdroy has also released 
brand-new packaging and 
an extended range for its 
wheels and rollers replace-
ment parts.

Breaking each product 
range down into sub-sec-
tions with colour coding, 
Cowdroy’s latest system 
will ensure it is easier for 
customers to find match-
ing parts than ever before.

“We have rebranded, 

modernised and repack-
aged our track replace-
ment parts,” says Mr 
Doyle. “We’ve made it 
easier to identify what they 
are looking for because 
we’ve broken each seg-
ment into sub-segments. 
It’s all now categorised by 
type and colour code, for 
rollers, window, general 
purpose, door, etc. It’s all 
colour coded accordingly. 

“If someone picks up a 
red pack now, they know 
they’ve got a part for a 
window. Before this, all 
product looked the same 
making the buying de-
cision difficult and time 
consuming.

“The other thing we have 
achieved with the colour 
code system is that the 
packaging for replace-
ment parts for Cowdroy 
track sets is matched by 
the same colour code on 
the track set packaging 
itself.

“For example, our robe-
makers — which are for 
wardrobes — have a red 
wardrobe door featured 
on the pack. Customers 
can buy the track set, and 
when they want to buy re-
placement parts, they can 
look for the corresponding 
colour insert on pack. 

“It’s about keeping 
things modern, bright and 
sub-segmented to make 
it easier for shoppers to 
identify what they are 
looking for.

“Instead of looking 
through hundreds of prod-
ucts, they’ll be looking 
through a much smaller 
number with the colour 
coding system.”

Barn door trend
Cowdroy’s latest product 

update has tapped into 
the popularity of barn 
doors in home improve-
ment.

With the size of the fami-
ly home shrinking and the 
need to maximise space 
more crucial than ever, the 
functionality and styling 
potential offered by a set 
of barn doors makes them 
a popular choice for home 
renovators.

Consumers like the dis-
tinctive, upmarket look as 
well as the doors’ function-
ality when it comes to clos-
ing off large spaces. They 
can also be versatile in 
terms of colour, size, and 
style, and now Cowdroy 
has made them easier to 
install.

call: 1800 COWDROY  (1800 269 376)    online: www.cowdroy.com.au

https://cowdroy.com.au/home
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John Ioakim
The Lakes H Hardware - LAKES ENTRANCE, VIC 
How did you come into the hardware business? 
I was the store manager of this store under the previous owners when it was 
a bannered store. In 2016 the owners called me looking to sell. My wife, 
Leanne and I spent many a night around the kitchen table running figures 
and swapping ideas for the store. We decided to go for it but we wanted to 
be truly independent and in control of our stock.
 
What made you decide on branding your new store H Hardware?
We had a few recommendations to join the HBT Buying Group and when that 
stacked up we had a chat with Steve Fatileh who showed us the branding 
for H Hardware. It looked great, the colours are eye catching and it really 
stands out. The clincher for us was that the store was ours, we could be 

independent with a strong brand and no forced promotional stock eating up 
floor space and our bottom dollar. 

How is business today?
We opened in July 2016 and 12 months on business is good. We’ve had 
growth and we have strong customer base. Our trade business makes up 
75% of the business, I look after that and Leanne is the face of our retail 
side. It’s come along way from our first official order that BGC sent to our 
house and I borrowed a trailer to be able to deliver it to site. 
 
What would you say to someone considering transitioning  
to H Hardware? 
If you want to have control of your business, your stock, your promotions 
and a stand out brand,then H Hardware is a no brainer.

http://hbt.net.au/

