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While Metcash’s results were relatively flat, it was a good
performance for what was likely one of the toughest years
in the supermarket industry. The bad news? The current
year is going to be even tougher.
Fortunately, the company has made a good investment in
acquiring the Home Timber & Hardware Group, forming
the Independent Hardware Group (IHG) when combined
with Mitre 10. Much of this financial year will be used for
integration. In the mean time, however, efficiencies mean
that IHG is producing more profit, with room for growth.
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Hard charger: Adrian Davis

The managing director of Stanley Black & Decker ANZ,
Adrian Davis, did not walk into an easy job when he signed
on six years ago. After assisting the integration between
Stanley and Black & Decker in Australia, Mr Davis moved
on to a string of acquisitions. Now he’s on the move again,
this time constructing a 27,000 square metre facility that
will help boost the company’s performance, especially for
smaller retailers. He spoke to HNN at the company’s plush
new offices in the eastern Melbourne suburb of Box Hill.
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Tool Report: Trim routers

Over the past six years or so, smaller routers have become
increasingly popular tools, breaking out of the specialist
category. It’s no wonder: far from being esoteric, difficult
beasts to manage, they can help mediocre craftspeople and
handymen turn out better results.
Beside the laminate trimmers, the smallest routers of all, the
next category up, trim routers, have gained in popularity.
That could increase with Makita’s release of the DRT50Z
cordless router, which uses the same accessories as its
popular corded cousins.
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Statistics: How
complementary are the HTH
and Mitre 10 store
networks?

Metcash thinks they are very complementary, with little
prospect of intra-network competition (cannibalisation),
but are they? To find out, HNN developed a statistical
model that could measure effective store network
density, then compare the
integrated network with the
original, smaller networks.
The answer? They are both
complementary and
uncomplementary.
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The Worx Ai Drill
has three drive
modes including
drill, SafeDrive and
PulseAssist, which
are activated by touch
sensitive keypads on
the top of the drill.
BitLock is another key feature of the Ai Drill. Load a
drill or driver bit into the tool’s chuck, and its motorised
jaws tighten and self-centre the bit.
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Metcash rejects Reece
Group offer for Hardings
Fairfax Media reports that Metcash has
knocked back a $25 million offer from
plumbing supplies retailer Reece for
Hardings Hardware. Part of its Home
Timber & Hardware Group acquisition,
Hardings supplies plumbing through its
six stores in Australia. Metcash said that
it was not planning to sell any hardware
retail operations, and added that even if
it were, a rumoured $25 million offered
was too little to attract its
interest.
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COMMENT

Merrill Lynch head of consumer research,
David Errington, called out Metcash’s
chief financial officer, Brad Soller, over
one of the numbers the wholesaler
presented in its FY2016/17 results. The
number was used to compare Metcash’s
current performance to FY2015/16,
even though it was calculated in a very
different way for the current
results.
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comment
Metcash has produced some slightly odd comparative numbers in its full year results for FY2017. This
relates in particular to a number which Metcash terms
the “underlying profit after tax” (UPAT). Its current
results presents UPAT, and its comparison, like this:
Group underlying profit after tax up 9.3% to $194.8m (FY16: $178.3m).

This number is, however, footnoted twice. This is how one footnote
reads:
Group underlying profit after tax in FY17 excludes HTH acquisition and
integration costs of $9.5m (post tax) and Working Smarter restructure costs
of $13.4m (post tax). In FY16 Group underlying profit after tax excluded
discontinued operations of $38.2m (post tax). Working Smarter restructuring costs of $6.4m (post tax) incurred in FY16 were included in underlying
profit after tax in that year.
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So, just roughly, ignoring anything else, the number for FY2016 had the
costs associated with Metcash’s Working Smarter program deducted, and
the number for FY2017 does not. If the costs are deducted from FY2017 as
they were in FY2016, this gives us a figure of $181.4 million, which is up by
1.73% on FY2016.
The second footnote reads like this:
FY17 includes the benefit of a 53rd trading week and the HTH acquisition.
Allowing the HTH acquisition, but adjusting for the additional trading
week would likely reduce the increase for FY2017 to less than 1%.
However, these calculations really don’t work, as this is a taxed number, and working out how changing the numbers would change the tax
is impossible without access to detailed results. Roughly, though, a more
“expected”, fully comparative UPAT would, at a pure guess, show an increase of somewhere around the 2% rate of inflation.
Of course, all this is really something of a storm in a teacup. Metcash is
perfectly free to make such comparisons if it so wishes. The investment
analysts will dismiss them if they see fit, and the doughty, determined,
wizened, experienced men and women who are reporters for the mainstream press will treat them with the caution and careful analysis they
deserve.
Except, maybe not. The Australian Financial Review headlined its
report on the Metcash results “Metcash resumes dividends as underlying
profit rises 9.3pc and CEO exits”.
HNN would imagine it would be really tempting to come up with a
(literally) headline number that reflects all that hard work, all those
chances pulled off, the risks taken, the late nights and the worry that
have gone into taking Metcash to the next level.
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The company really has made great strides. Its Working Smarter
program has delivered great results, and its acquisition of Home
Timber and Hardware Group was managed very well by hardware
chief Mark Laidlaw.
It’s understandable, but it’s still probably not the best choice. We
would really have to defer to a far more knowledgeable and experienced person when it comes to making that kind of judgement.
In the Q&A session at the end of the results presentation, David
Errington, head of consumer research for Merrill Lynch, had this
exchange with the chief financial officer of Metcash, Brad Soller:
I was reading the piece from the great man the other night, Warren Buffett, and he said in his letter to shareholders that you should
always include restructuring costs as part of your operating line. And
I just wanted to delve into a couple of points.
Why do you bring OpEx in restructuring for your cost-saving initiative? Why do you take them below the line? And last year, I noticed
you took them above the line. So you’re not sort of like comparing
apples-to-apples, so I’m a little bit confused with that accounting
treatment.
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Mr Soller replied:
Sure, David. So just in relation to what has been reported above and
below the line, it’s important to note that we’ve been totally transparent in terms of what has been above the line and what is below the
line....
We believe those costs are nonrecurring and, therefore, we’ve actually separately called them out....
Mr Errington responded:
I don’t think I completely agree, Brad, that because you had two
items last year, a $9 million cost and another item completely different from that, what gives you the license to treat the two items
separately -- or completely differently one year to the next....

Mr Soller responded:
As I said, David, we have done what we actually flagged we were going to do, and we’ve been completely transparent in our disclosure
about what we have done.
And this is where Mr Errington came back with the best analyst
remark we’ve heard for more than a year:
Okay. But I’ll take the rest offline because there’s a difference between transparency and what is actually the right way to go.
HNN would suggest that every CFO in Australia should have
these words set in large type as a permanent part of their PC
screensaver: “There is a difference between transparency and doing
the right thing.” That’s really the basis of the required ethics of
accurate company reporting in the modern era.
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big box update
Bunnings store builds
on schedule
in this
update:
•start
Proposed
text Bunnings store for
Panorama (SA) is
still to be decided
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• Development of
Bunnings stores
in Toowoomba
(QLD) and
Devonport (TAS)
are continuing as
per schedule

Construction work
on the $43 million
Bunnings Warehouse
development in North
Toowoomba (QLD)
is progressing as
planned. Bunnings
general manager –
property Andrew
Marks said the new
store is expected to
open in late 2017.
The warehouse is
located on the corner
of Ruthven and Bridge
Streets and is the
second Bunnings for
Toowoomba, the other
being on Anzac Ave in
Harristown. Once completed, the latest store
will have a total area of
more than 17,000sqm.
It will include the
main store, indoor
timber trade sales area,
building materials and
landscape supplies

The Bunnings store is being built on the corner of Ruthven and Bridge Streets
yard and outdoor
nursery. The development will also include
an indoor playground,
cafe and parking for
more than 370 cars on
the site of the former
Toowoomba foundry.

Devonport store
The old K&D Warehouse building in

Devonport (TAS) has
also been painted the
signature green of Bunnings Warehouse as
preparations continue
for the store’s opening.
The new Bunnings is
located at the Devonport Homemaker
Centre and is expected
to open in late 2017.
Mr Marks told The
Advocate:

The erection of structural steel is complete
and the pre-cast concrete wall panels and
the roofing works are
well underway.
https://goo.gl/V64T8r
https://goo.gl/Aqg3Ni

Panorama store not confirmed
Bunnings has not
said whether it will
continue with plans
for a $42 million outlet
at the former TAFE site
in Panorama (SA) after
almost three years of
fighting with objectors.
Bunnings general
manager – property
Andrew Marks would
not say if the hardware
giant would lodge a
third application to
Mitcham Council to

build the warehouse
on Goodwood Road.
Mitcham mayor
Glenn Spear said he
had been “left in the
dark” about the future
of the development. He
wanted it approved so
the old TAFE buildings,
now dilapidated and
vandalised, could be
demolished.
Bunnings has previously lodged plans
for a $45 million store

in Edwardstown, 2km
from the Panorama
site. Mr Marks did not
confirm what that
proposal meant for the
Panorama plans.
Mitcham Council’s
development assessment panel knocked
back Bunnings’ first application for the TAFE
site in August 2016 at a
meeting that attracted
at least 80 people. The
big box retailer submit-
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ted an amended plan in
December, which was
also rejected.
Panorama resident
Neil Baron appealed
that decision in the
Environment, Resources and Development
Court. The matter is
still before the courts.
https://goo.gl/G4AXuk

indie update
in this
update:
•start
Reece
is context
structing one of
its branches in
Toowoomba

• Sam’s Hardware
shuts down
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• Cairns gets a
Total Tools store

• Metcash has said
“no” to selling
Hardings Hardware
• PlastaMasta
opens in Ipswich

Metcash rejects offer to
sell hardware stores
Fairfax Media reports
that Metcash has
knocked back a $25
million offer from
plumbing supplies
retailer Reece for Hardings Hardware. It has
also ruled out selling
its company-owned
hardware stores.
Metcash acquired
Hardings Hardware
last year as part of
its purchase of Home
Timber & Hardware
from Woolworths.
Woolworths’ Danks
division had bought
the former privately
owned group of stores
in 2013 to strengthen
its hardware wholesaling operations.
It is understood
that Reece offered
about $25 million for
Hardings, which has
six outlets in Victoria,

Queensland and South
Australia and sells
bathroom, kitchen and
building products to
the trade sector.
Metcash chief executive Ian Morrice and
Mitre 10 boss Mark
Laidlaw turned down
the unsolicited offer,
telling Reece the price
was too low and it was
not ready to sell.
Analysts said the sale
of Hardings would
have dented Metcash
sales and earnings,
because the stores turn
over about $100 million
a year and are said to
be profitable.
Metcash declined
to confirm if it had
received an offer for
Hardings, but doused
hopes that it would at
some stage sell company-owned hardware

stores. A spokesman
told Fairfax:
We have consistently said we are
not looking to sell
our company-owned
stores in hardware.
We have made it clear
when asked and in
investor meetings that
Hardings provides
significant growth
opportunities for the
Independent Hardware
Group going forward.
The report goes on to

day Metcash is under
pressure from Mitre 10
and HTH store owners
to sell company-owned
stores to avoid competing directly with
independent retailers.
A source said:
They’re wholesalers
and don’t really like to
own their own stores.
They’re not good at
running stores.
https://goo.gl/LaoYEL

Building supplies outlet opens in Ipswich
A PlastaMasta branch
officially launched
in Ipswich (QLD) in
early July to serve
local tradies and home
handymen. Manager
Wayne Knight told the
Queensland Times:
PlastaMasta Brisbane
West is the next logical
addition to our stores
around the Greater
Brisbane area.
PlastaMasta has op-

erated in Underwood,
Toowoomba, Brisbane’s
northside, and the
Gold Coast for 25 years.
Mr Knight explains:
PlastaMasta was
established as a franchise; we own all of the
stores. We are distributors of Knauf products
and have an exclusive
partnership with them.
The business offers
products such as wall

and ceiling linings,
using Knauf plasterboard, acoustic linings,
cornice, compounds
and plaster, metal
profile, primer, sealants
and a range of accessories.
PlastaMasta recently
supplied products for
the new state government building in William Street, Brisbane.
Mr Knight said:
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There is a massive
growth in the western
corridor. Having a
store in Ipswich makes
sense, so that the product is close by. We have
supplied product to local builders for years so
this adds convenience
for them.
https://goo.gl/yTLdvz

indie
update
Total Tools store
opens in Cairns
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Blacktown hardware
store closes

Darwin man Damien Gorton has opened a Cairns branch
of Total Tools in the suburb of Portsmith (QLD). He told the
Cairns Post the response has been fantastic so far.
There had been franchise availability in Cairns for some
time, but finding a site to accommodate the size of the store
had been difficult.
Mr Gorton said he had been the nominated Cairns franchisee for about 16 months before the Aumuller Sreet site was
settled and Total Tools Cairns opened.
It’s the perfect location. That southern corridor down to
Gordonvale is going to be a huge growth area. Being at the
southern end of Cairns close to Comport Road poses well for
us…
He said his store offers between 60,000 and 70,000 items on
the shelves with availability to many more.
Mr Gorton’s background includes being the manager at
Port of Darwin and prior to that, he had been an oil and gas
engineer. He said:
I love tools and I’m very into buying tools. I had been looking for something like this for a long time … We’re here for
local tradesmen and women.
https://goo.gl/ZAA1RU

The Lebanon-born Jabbour brothers closed the doors at
their Sam’s Hardware store in Blacktown (NSW) for the last
time recently.
Owner Sam Jabbour opened the store in 1994, after deciding
he was “too old to keep driving trucks”. He was inspired by
his older brother, who had a hardware store in Lidcombe in
western Sydney. That store closed down six years ago after
losing business to a nearby Bunnings.
Mr Jabbour said he would miss talking to the locals and
helping people. He told the Blacktown Sun:
Most of the customers are friends. They’re part of the furniture over the years.
With five children and now three grandchildren, Mr Jabbour said he was looking forward to taking a break and reclaiming his weekends. He and his wife are about to embark
on an eight-week European holiday gifted by their children.
Mr Jabbour was visited by Boral sales representatives
Jason Townsend and Peter Lindsay on the final day, who
brought pizza to farewell their loyal client. Mr Townsend
said Sam’s Hardware was his first account when he moved
into sales in 1994.
https://goo.gl/Wyqmj2

Reece gains approval for Toowoomba suburb
Toowoomba Regional
Council has grante
d
approval for Reece to
build a hardware and
plumbing supplies
warehouse for trade
customers in the
suburb of Wilsonton
(QLD).
The company’s new
branch will provide a
wide range of products
to support the water,

gas, sewer, fire service
and telecommunication sectors. It will
supply bulk items and
designate large areas
of the site for storing
outdoor items.
Reece will predominately store supplies
for delivery but this
outlet will also include
a small counter for
pick-ups ordered by

trade account customers.
There will be no
display or showroom
component in the single-storey warehouse
and no walk-in retail
sales to the general
public.
Reece has more than
450 stores across the
country and employs
about 4000 staff.

The site at 198-200
by the Toowoomba
McDougall Street is in Regional Council.
the medium impact inhttps://goo.gl/XExpcD
dustry zone as defined
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supplier
big box update
update
Restructure deal for
Gerard Lighting
in this
update:
•start
Sussex
makes
text
taps in Melbourne

• Finland-based
company is
acquired by JELDWEN
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• Deal to reduce
debt for Gerard
Lighting

Private equity-owned
Gerard Lighting is set
to see a recovery after
key lenders agreed to a
deal that will alleviate
its debt burden.
According to a report
in the Australian
Financial Review, the
company has entered
into a restructuring
agreement with Bain
Capital Credit and
Investec. This deal
will see the two firms
assume control of
Gerard, which is the
largest lighting distribution and partnership
network in Australasia.
The deal means Bain
Capital Credit and
Investec will invest $15
million in new equity,
with representatives
from both firms
expected to assume

board seats in the
company.
The Street Talk column in the Financial
Review first reported
that Bain Capital
Credit increased its
exposure to Gerard’s
debt stack, taking a $30
million loan from the
leveraged finance arm
of industrials giant
Siemens.
Bain Capital Credit’s
initial exposure to
Gerard came when it
bought GE Capital’s
Australian and New
Zealand commercial
finance business in
2015.

Sylvania, Pierlite and
Moonlighting. The
company operates in
a competitive industry subject to intense
pricing and margin
pressures as imported
products jostle for
extra sales.
It was founded by
Alfred Gerard in 1920s
Brief history
when it was then
known as electrical
Gerard Lighting is
accessories business
best known for brands Clipsal. It listed on
such as Crompton,
the Australian Securi-

ties Exchange in 2010
before private equity
firm CHAMP successfully embarked on a
$186 million takeover
in 2012.
https://goo.gl/vnuypn
https://goo.gl/cV7pc3

JELD-WEN makes another European buy
Window and door
maker JELD-WEN
Holding has acquired
a Finnish manufacturer of interior doors
and door frames. The
company did not disclose what it paid for
Mattiovi Oy, which is
privately held. JELDWEN president and
CEO, Mark Beck, said
in a statement:
The acquisition of
Mattiovi strengthens
our market position in

the Nordic region and
enhances our unique
pan-European strategy.
The company has
actively expanded its
global footprint in the
last two years. Mattiovi
is JELD-WEN’s seventh acquisition and
the second in Europe
during the period. Europe is one of the company’s largest markets,
generating revenue
of USD242.3 million in
the first quarter, more

than a quarter of its
total revenue, according to the company’s
financial statement
released on May 9, 2017.
Based in Charlotte,
North Carolina, JELDWEN is one of the
world’s largest door
and window manufacturers. It operates 115
manufacturing facilities in 19 countries.
In January, JELDWEN went public and
priced its initial public

hnn.bz

offering at USD23 per
share for a total of
USD575 million.
The company expects
the acquisition will be
accretive to its earnings this year. Previously, it estimated 2017
EBITDA would range
from USD440 million
to USD460 million.
https://goo.gl/EQryAz

supplier
update

Tap maker defies manufacturing trend
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the company by her
ailing father.
My dad got prostate
cancer, he took a step
back and the business
did plateau for a few
years.
Her father lost his
battle with cancer in
2010 when his daughter was 28.
It was such a tough
time. My firstborn was
seven weeks old when
my father passed away.
My husband had been
in management at a
Custom tapware manufacturer Sussex makes its products in Melbourne (VIC)
steel fabrication plant.
My dad gave him his
Vanessa Katsanevakis the only Australian
Putten, a watchmaker blessing; he wanted us
heads up her family
tapware manufacturby trade, moved to
to take the business to
owned firm, custom
er operating its own
Australia from The
a new level.
tapware manufacturer foundry. Every step
Netherlands in 1960.
My dad ran it like a
Sussex, and first met
of the manufacturing He originally founded hobby, he was brilliant
Alan Wilson, founder
process is performed
Sussex as a jewellery
at engineering and
and chairman of Reece, by local workers.
company but the
vision but he wasn’t
a decade ago. She told
Celebrating 20 years business expanded to
strategic in his apThe Australian in an
in business this year,
tapware in the 1990s.
proach.
interview:
Sussex is now looking His mantra was to
It was no option for
My dad was still
at exporting to Britain, have a fully integrated us to take it over, we
alive. Alan came out
Canada, Asia and the
business from foundry knew we had a special
and visited us at our
United Arab Emirates to end product, allow- product and there was
Somerton facility and
after recently launch- ing Sussex to compete room to improve in the
got a factory tour. He
ing sales into New Zea- with Reece and a
business. We cut our
wanted to see how we
land. The move would bunch of importers.
overheads and manuwere still manufactur- see it double staff
For 10 years before
facturing costs by 15%.
ing in Australia.
numbers to over 120.
the global financial
With time we saw the
That was ten years
Ms Katsanevakis
crisis, the group had
niche for customisation
ago. Sussex is best
runs the company with between 20% and 25% and we were able to
known for its classic
her husband George.
year-on-year revenue
offer that even further,
Scala collection, and
She said:
growth. But sales fell
with the 30 different
is quietly delivering
Our growth has been 30% during the GFC,
finishes we now offer.
double-digit revenue
in excess of 17% per
just as Ms KatsanevaSome of Sussex’s
growth from three
annum now since the
kis was being encourmain customers are
sites in Melbourne’s
GFC. It will increase
aged by her father to
women aged 35 to 50,
north.
over the next few years. take the reins of the
a demographic Ms
In an era when AusWe currently have the business.
Katsanevakis can emtralian manufacturing capacity to double, if
Her brother (and
pathise with. She said:
is seen to be in crisis,
not triple, production. only sibling) was not
Customisation is our
Sussex continues to
Ms Katsanevakis’
interested in taking
focus, and focusing on
make all its products
father, Dutchman
on the role, so she was our niche. With the finin Melbourne and is
Nicolaas Johannes van groomed to take over
ishes we offer, imports
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can’t offer that. We are
local, we take each order as it comes and customise it. Gone are the
days of plastic chrome
tap products. Now it is
brush gold, rose gold,
black spouts, etc.
Quality first is what
has carried us through.
Our focus is mid- to
high-end because we
can’t compete at that
lower end.
Ms Katsanevakis said
the focus of tap buyers
has also changed in
recent years.
Australian-made is
back in fashion. It has
done a full cycle. People
care about that crafted
and bespoke item that
is handmade.
While she worries
about the next downturn, following the
experience of the GFC,
she sees no slowdown
on the horizon.
We are experiencing
so much growth, and
all the builders that we
know say it is booming.
And as she moves to
take the company into
new offshore markets,
her father’s legacy
remains paramount.
I will not let all the
work my dad has done
go to waste. My husband and I are passionate about taking this
business to the next
level.
https://goo.gl/kf6xXy

retail update
Web-only distributor
builds B2B sales
in this
update:
•start
Supercheap
text Auto
opens its new
concept retail
centre in Penrith
(NSW)

13

• Online DIY
distributor is
growing sales
to its business
customers

DIY Home Center
has been expanding its
base of SKUs, acquiring
more business customers and boosting sales
since it deployed an
integrated e-commerce
and ERP software suite
a year ago.
As an online-only
distributor of building
supplies, DIY Home
Center is following
a new blueprint for
acquiring customers
and growing sales.
The company, which
does more than half of
its sales to DIY consumers, has recorded
steady double-digit
annual growth rates
since its founding in
2004, said president
and founder Michael
Anderson.
But to forge a higher
growth rate, operate
more efficiently and
provide better service,
DIY Home Center is expanding its inventory
and stepping up how
it engages the professional contractors that
account for more than
a third of its customer
base. Mr Anderson
explains:
The business customers are the ones
we’re trying to go
after. They’re the ones
that come back to us
without our having
to market heavily to

them. While a typical consumer might
visit DIY only once or
occasionally to order
building supplies, a
professional contractor
may return frequently
for multiple construction projects.
DIY Home Center
focuses on selling
materials its customers
use to build structures
like outdoor decks,
including railings,
fasteners and other
construction materials.
Mr Anderson said:
We try to focus on
things you can put in a
UPS or FedEx delivery
truck.
It also sells home
improvement and
decor products ranging
from patio furniture

to pond fountain kits
and outdoor lighting fixtures. In all, it
carries between 10,000
and 12,000 SKUs from
some 35 suppliers. The
company is also an
authorised distributor
for a number of brand
manufacturers, including Polywood outdoor
furniture, Atlantic
Water Gardens and
Trex Furniture.
It plans to double the
number of SKUs in the
next year. More specifically, the company will
add to its kitchen-andbath product lines.
As an online-only
distributor, however,
it realised it needed to
upgrade the technology — both the customer-facing e-commerce
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site and the back-end
enterprise resource
planning software for
managing things like
inventory, customer
activity and financial
records. Its back-end
operations software,
for example, needed a
strong product information management
(PIM) system to ensure
that DIYHomeCenter.
com displays accurate
information on all of
its products. Mr Anderson said:
The last thing we
want is a customer
coming to our site and
not finding what they
need.
The company decided
early last year to
deploy a “unified cloud
continues next page

retail
update
Web-only distributor (cont.)
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commerce platform” from Oracle NetSuite Global Business
Unit. It opted for a NetSuite
platform that includes
SuiteCommerce Advanced
e-commerce software directly
integrated with NetSuite’s
ERP system.
The new platform replaced
a mix of legacy e-commerce
and financial management
software and a home-grown
PIM application, and has
made DIYHomeCenter.com
easier and faster for customers to use, according to Mr
Anderson. Customers are
finding more products to
purchase, resulting in several
performance metrics ticking
up in the first few months
after the platform went live
in June 2016: a 15% increase
in average time per customer spent on the site; a 16%
increase in conversion rates;
and a 6% increase in average
order value.
The platform also uses
responsive design, which
automatically renders DIYHomeCenter.com content
properly on any mobile
device a customer uses. It
provides email marketing
management that the compa-

ny can use to target business
customers with particular
products.
There is a Preferred Building Program for business
customers, who can log into
the site to view product
pricing discounts and access
account management tools
for viewing invoices and past
orders, pay bills and re-order
products.
That program, along with
more accurate information
on DIYHomeCenter.com for
finding products, has resulted in a noticeable reduction
in call volume into DIY’s
customer contact center,
Mr Anderson said. In turn,
that has freed up customer service agents to help
professional customers with
complex orders.
Many of the products we
sell are complex and take oneon-one assistance, We are seeing a shift in our call volume
to fewer ‘Where’s my order?’
to more ‘How can you help me
with railing products?’ Those
are the type of calls we want
to take.
https://goo.gl/ctfYfD
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Auto experience centre in Penrith
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Supercheap Auto’s
new Penrith Experience Centre, dubbed by
the company as a “revolutionary” exercise in
the market, is intended
to be just the first of
a new generation of
stores.
The retailer says it
developed the Experience Centre to meet
changing customer
expectations, with
expert help spaces,
in-store workshops, a
floor-to-ceiling video
wall with localised content, a lounge area and,
outside, a large 36sqm
LED screen.
A Pit Stop space is
also on site, offering six
locations throughout
the store to relax or a
waiting area.
The centrepiece of
the store is a space
with grandstand seating, allowing visitors
to watch live demonstrations and vehicle
work. Those who

can’t find a seat can
watch via eight 84-inch
roof-mounted screens.
The store has also
done away with
paper catalogues, and
replaced them with
mall-like interactive
displays that locate requested items and then
map out a path for the
customer to follow.
Supercheap has
also used the store as

something of a gallery,
designing a Dream
Garage intended to
exhibit its idea of the
“perfect home garage”.
There is also 24hour parcel pickup, a
60-minute click-andcollect promise, Tesla
EV charging, nitrogen
tyre inflation, windscreen chip repair
and child-seat fitment
demonstrations. Super-
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cheap Auto managing
director, Chris Wilesmith, said:
Whilst the Supercheap Auto Penrith
store has all the
attributes of a truly
national flagship, we
have stayed true to the
locality and have ensured there are touches
of Penrith to keep our
community connection
alive, and to recognise

our team and customers who have supported our success over 45
years.
Supercheap Auto
Penrith is located at
the Penrith Homemaker Centre in Jamisontown, NSW.
https://goo.gl/iPBrEx

statistics
HTH & Mitre 10 stores:
How complementary?
in this
update:
•start
Metcash’s
text IHG
has stated that
the HTH and
Mitre 10 store
networks are
largely complementary.
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• It is interesting
to consider what
that means.
Using drive-time
between stores
as a proxy for
congestion, HNN
looks at how the
amalgamation
of the two store
networks affects
their competitive
space.

It is not news to anyone reading this that
Metcash acquired the
Home Timber & Hardware Group (HTH) in
October 2016. Metcash
combined HTH with
its Mitre 10 home improvement business to
form the Independent
Hardware Group (IHG).
This acquisition
meant combining the
network of 373 Mitre 10
stores with a network
of 377 HTH stores. In
the investor briefing
of 23 March 2017 (and
elsewhere), IHG stated
that: “HTH store footprint is complementary to Mitre 10 — limited overlap”.
It is a statement that
raises some really
interesting questions.
What, in this particular
case, does “complementary” mean? How
do you define “limited
overlap”? And, most
importantly, how

would you measure
such things, to provide
a scaled sense of how a
single store’s relationship to a wider, broader
network of stores
has changed from its
previous relationship
to a narrower, smaller
network?
Let’s think for a moment about why this is
an interesting question, and what retail
market situations we
are considering.
Retail outlets such
as individual stores
are typically thought
to have a “market
footprint”. This is the
area of a market that
a store can effectively
service. Often such
footprints have an
inner area, where the
store generates a high
degree of attraction
to customers, and a
secondary, outer area,
where there is some
attraction, but a less

dominant one.
Particularly for
stores such as hardware and home
improvement, those
market areas are quite
literal, in the sense that
they relate to geography. Home owners tend
to prefer hardware
stores that are within a
reasonable drive from
their home.
This geographic
aspect as it applies to
home improvement
has been clearly substantiated by the effective expansion of the
Bunnings Warehouse
store network from
2012 to 2016. Under the
leadership of its then
managing director,
John Gillam, the retailer changed the nature
of the network from
being driven largely by
a less frequent “destination” store visit, to a
more frequent “local”
store visit.
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While investment
analysts (and HNN)
suggested there could
be an increase in
intra-network store
competition (sometimes called “cannibalisation”), the effect of
geography was intense
enough that increasing
the density of the store
network made it much
more attractive, and
led to very good levels
of growth in both retail
revenue and earnings.
(Richard Goyder, the
current managing
director of Bunnings’
corporate parent Wesfarmers, in the most
well-mannered “troll”
ever, gently pointed
out these errors to
investment analysts
at the most recent
Wesfarmers Strategy
Day — suggesting they
might rethink their
concerns over Bunnings’ expansion into
the UK market.)

stats
One store, many
footprints
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They may differentiate
their products more,
by perhaps specialising
There are, of course,
in one area. They may
other footprints as
add services or imwell. Stores which sell prove existing services,
a highly differentiated such as delivery or hire
product, such as high- tools.
end trade tools like
Obviously, when a
those made by Festool, company such as IHG
can be less constrained adds a new batch of
by geography. And,
stores to its network,
of course, we’ve seen
the geographic footecommerce over the
print stays very much
internet create a very
the same. What does
different kind of mar- shift is many of the
ket footprint, based
other, more abstract
on trust, reliability,
footprints. IHG has
delivery service, return made it quite clear
policies and technolog- that hardware retailers
ical proficiency.
which adhere to a speSo we could say that cific product focus will
each retailer has a
receive considerable
number of footprints, additional benefits.
one which is concrete That has a dual effect:
and geographic, and a it will tend to diminish
set of others that are
the advantages of dimore abstract. These
versification as a store
footprints interact
strategy, and it can inwith each other, and
crease the overall level
produce a complex,
of competition based
shifting pattern of
on price.
customer visits and
purchases.
Consolidation
One way of visualising the combination
The net effect of
of all these footprints this consolidation of
is to imagine each
suppliers and product
retailer as the centre
lines is to bring a new
of a circle of influence. focus to the imporThat circle of influence tance of the geographic
doesn’t mean that
footprint. If products,
every consumer within marketing and (poits perimeter automat- tentially) even store
ically shops at one re- banners are aligned,
tailer, but it does mean location becomes the
that retailer comes up main difference and
for frequent consider- competitive advantage
ation as a supplier to a between retailers.
household.
In cases where geoAs geographic-based graphic proximity is
competition increases, high, it’s not unusual
retailers turn to the
to see a process of
less concrete footprints consolidation begin
to retain customers.
a year or so after the

changeover. It is generally more efficient
to have one business
running two or more
stores, than to have
an individual business
running each one. It’s
even more efficient,
if they are geographically close, to combine
the stores into a single,
larger store.

Determining
overlap
Those are the stakes
that are at hand, and
why geographic proximity is so important.
So how do you go
about working out if
adding two store networks together creates
a significant increase
in overlap?
One simple, basic way
is to take all the stores,
determine some general proximity measures,
such as 15kms and
30kms, then work out
how many stores are
that close to each other. You can then do the
same with each of the
former store networks,
for Mitre 10 and HTH,
then contrast those
results to see how
much of a change has
occurred.
(For our purposes
we have combined
Home and Thrifty-Link
stores, and combined
Mitre 10 and True Value stores.)
This is really, in a
sense, a double-measure, in which you are
measuring one thing
directly, and another
thing indirectly (or, as
we say, via a proxy).

The direct measure is
the distance to store
choice. That is how far
a customer will need to
drive to check out an
alternative store when
they visit one store.
This will influence
factors such as price
sensitivity, especially
on lower cost items.
The proxy measure
looks at the direct
distance a customer
will need to travel to a
store. The distance between stores indicates
store density in an
area. As store density
increases, customer
driving distances will
decrease.

Refining metrics
Of course, most
readers will likely have
spotted a couple of
difficulties with this
measure. The first is
that straight distance
between two geographic points is not
really what counts.
What counts is driving
distance. So, how can
we get the driving
distances?
The answer is — as
with only too many
things — Google. Google has what is called a
“Maps API” (API stands
for application programming interface),
which means it is possible to cobble together
some program code,
get an authentication
token from Google,
and obtain the shortest driving distance
between two points.
That still isn’t good
enough, is it? A driving
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distance of 6km in
Sydney could take you
25 minutes to navigate,
while in some areas of
western New South
Wales it would take
less than five minutes.
It’s a matter of urban/
country density and
traffic. What is really
needed is not the driving distance, but the
driving time.
Guess what? You can
get that from Google
as well.

The datasets
So, this is what
HNN has done. We’ve
obtained four sets of
data. The first two are
the internal, pre-acquisition driving time
proximities for the
HTH network, and for
the Mitre 10 network.
The third is the driving
time proximities of
the HTH stores for the
entire network (HTH
and Mitre 10). The
fourth is the driving
time proximities of the
Mitre 10 stores for the
entire network.
Once you have that
data, how do you make
sense of it? What you
want is a number that
is expressed as a percentage of an available
network. You could
use all the possible
connections in a network, which would be
the number of nodes
(stores) squared, but
that’s not very useful.
Instead we used as our
baseline the number of
possible pairs of stores
that are within a 40km
radius of each other, in

stats
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true distance, not driving distance terms.
We then extracted
from those pairs stores
that were within
three different driving
times: 22 minutes, 16
minutes and 8 minutes.
These are somewhat
arbitrary numbers,
but were derived by
looking at research
into how drive times
affected purchases
at grocery stores and
other retailers, in the
US and the UK.
We then took those
numbers, and divided them by the total
possible pairs within a
40km radius to derive a
percentage measure.

Results
The results of our
research are presented
in Table 1.
While these absolute
percentages have some
meaning, it is limited.
The real significance is
in how the percentages
change between the
former isolated Mitre
10 and HTH networks,
and the conjoined
networks.
It is clear that the
general effect on the
HTH network is greater than that on the
Mitre 10 network. An
example of how this

asymmetry is posible
is shown in Map 1.
Direct Home Timber
& Garden in Windsor
Gardens and ThriftyLink St Morris find
themselves, after the
amalgamation of the
networks, in competition with a cluster of
five or six stores from
the Mitre 10 network.
This means that the
six Mitre 10 stores
record, each, two new
competitors, while
each of the two HTH
stores records six. The
total score is the same,
at 12, but it involves
only two HTH stores,
versus six Mitre 10
stores. Repeated across
the network, this leads
to an asymmetry in the
network effects.
There are examples
of the reverse, as well,
with stores from the
Mitre 10 network now
competing with multiple HTH stores, but the
stats would tend to indicate that the former
outweigh the latter.

Conclusions

Table 1

Comparison

Under 22 min

Under 16 min

Under 8 min

HTH to HTH

9.26%

4.34%

1.05%

M10 to M10

23.39%

10.18%

1.25%

HTH to ALL

41.52%

23.78%

8.94%

M10 to ALL

26.02%

12.55%

4.07%

Map 1. The blue markers are Mitre 10, the turquoise True Value, the green ones Home
Hardware, and the white are Thrifty-Link.

tive.
We can’t say that
We are very sure that they are quite so
IHG was sincere in its complementary when
claims that the store
viewed from the HTH
networks are comple- perspective. That kind
mentary. They actually of imbalance, however,
are, when viewed from is very difficult to spot
the Mitre 10 perspecunless you employ

statistical analysis to
the problem.
These stats are not
intended to be overly definitive at this
stage. Besides giving a
general indication of
what is going on, their
real benefit will come
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over the next several
years, as they will help
in analysing changes
that occur in the IHG
network.

Metcash full-year
results FY2016/17
Metcash has released its results for its fullyear FY2016/17. Once the results are fully interpreted, it looks like the company had something between a mildly positive and a flat
year. However, given the circumstances of its
core industry, wholesale distribution of food
products to independent grocers and supermarkets, the company has done well.
Its home improvement retail operations,
Independent Hardware Group (IHG), did well
in particular. Earnings improved during a turbulent time, as the company acquired Home
Timber & Hardware Group (HTH), and coped
with the mass discounts dumped into the
market during the busiest months of the year,
as Masters exited the industry.
hnn.bz

The headline results as reported by Metcash were an
increase in overall sales revenue by 5.4% on the previous
corresponding period (pcp), which was FY2015/16, to $14.12
billion; reported net profit after tax (NPAT) was $171.9 million, down by 20.6% on the pcp; and earnings before interest
and taxation (EBIT) rose by 7.7% on the pcp to reach $298.7
million. Metcash also reported what it termed “group underlying profit after tax” (UPAT), which it claimed rose by 9.3% to
reach $194.8 million.
Making allowances for this being a 53-week accounting
year rather than a 52-week accounting year decreases some
of these gains. However, it is also true that the NPAT decline
is largely due both to profit from the sale of its automotive
operations, which added close to $40 million to the pcp NPAT,
and ongoing costs from the acquisition of HTH, which decreased NPAT in the current period.
In its hardware operations, the company showed strong
gains in EBIT, especially for the Mitre 10 portion of its operations, as well as substantial contribution from the HTH operations Metcash acquired in October 2016. During the second
half of FY2016/17, the Mitre 10 operations managed to boost
overall EBIT margin to an excellent 4.26%, largely through
efficiencies gained.

21

Metcash CEO Ian Morrice was balanced in his remarks
on the result release, in contrast to early, enthusiastic press
reports. In the press release announcing the results he stated:
Our initiatives focused on supporting Independent Retailers
be [sic] “The Best Store in Town”, together with our Working
Smarter program aimed at simplifying the way we operate and
reducing costs, have helped mitigate the impact of difficult
trading conditions.
Significant progress has been made on the integration of
Home Timber & Hardware, and we remain excited about the
opportunities this acquisition presents.
The strength of our financial position has us well placed for
future investment, and the Board was pleased to announce
it is bringing forward the recommencement of dividends for
shareholders.
He was equally measured in his statements at the conference with investment analysts to introduce the results. He
said in part:
I think we’ve got some results to present this morning that
from our perspective really highlight and underpin continued
progress against our purpose and vision ... the components of
our vision being best store in town, partner of choice, passion
for independents and thriving communities.
Reassessing the results by excluding the additional EBIT
from HTH, and adjusting for this year being a 53-week accounting year, growth in operational EBIT from the company’s food, liquor and hardware operations essentially kept
pace with general inflation at around 1.5%.
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Metcash & IHG results
• Metcash saw a drop in profit,
while EBIT rose and sales were
essentially flat.
• In IHG, Mitre 10 contributed
an increase in EBIT, while sales
were flat.
• Ian Morrice will step down as
CEO of Metcash in 2018, to be
replaced by ex-Tesco manager
Jeff Adams.
• Mitre 10’s best performance
came in the second half of the
year. While sales were flat, it
improved EBIT and therefore
EBIT margin.
• HTH sales and EBIT were promising.
• Much of the gain in Mitre10 was
the result of improved efficiencies, brought about by Metcash’s
Working Smarter program.

However, the results did show substantial gains from
Metcash’s Working Smarter efficiency program, and the HTH
acquisition promises to be a good source of future growth.
As a result, the stock market broadly welcomed the results,
especially as they were accompanied by a reinstatement of a
regular dividend of $0.045 per share for the reported financial
year. This led to the share price going up from $2.19 prior to
the release, to $2.41 a week later, an increase of 9.1%.

New CEO
Prior to the results announcement, Metcash indicated that
Mr Morrice would be stepping down from his role as CEO in
2018. Metcash announced on 11 July 2017 that it will replace
him with a former executive from the UK-based supermarket
chain, Tesco, Jeff Adams. The announcement read, in part:
Mr Adams will join Metcash in September and, following a
comprehensive orientation of the business, will work with Mr
Morrice to ensure a smooth transition into the role. He will
succeed Mr Morrice as Group Chief Executive Officer following
completion of the transition in December. Mr Morrice will then
act as an adviser to Mr Adams and the Board through to June
2018.

22

Mr Adams has something of a mixed background. He was
successful at growing the Tesco business in Thailand, but was
one of several executives who struck out when trying to get
the company’s expansion into the US past first base.
Mr Adams is slated to begin his role on 4 September 2017,
on a four-year contract, with a total employment cost of $1.8
million per year. Additional short-term and long-term incentives also apply.

End of the transformation plan
The Transformation Plan, launched initially as a one-year
project in March 2014, expanded in June 2015 into a three-year
project, and for a brief time in 2016 apparently a four- or fiveyear project, has seemingly come to an end, as a three-year
project, with these FY2016/17 results. Where it would normally
appear as an item under “Strategic objectives” in the report
documents, it is absent this year, while the company’s ongoing efficiency drive, “Working Smarter”, continues.
It is difficult to say how successful the plan was in reaching
its goals, but it is fair to acknowledge that it was successful in
parts. The appointment of some key personnel at Metcash in
mid-July 2015, including Steven Cain as CEO Supermarkets,
and Mark Hewlett as executive general manager of new channels, arguably came out of the transformation plan.
Equally, though, the way the company managed a major
divestment and a major acquisition — the sale of Metcash’s
automotive division to Burson Auto Parts, and its acquisition
of the HTH from the Woolworths controlled Hydrox Holdings
— were key to the company holding its own in an increasingly
difficult marketplace.
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Metcash has announced that Jeffrey (Jeff) Adams will be assuming the role of CEO at Metcash
during 2018, after joining the
company in September 2017.
Mr Adams graduated from Louisiana State University in 1982
with a degree in business administration. After working for a
retail software company based in
North Carolina, Mr Adams joined
Tesco in 1995, working for
Tesco Lotus in Thailand. As chief
operating officer, he expanded
operations there from 13 to 60
stores over three years.
In 2002 Tesco moved him to
the UK, where he spent a year
helping the company launch
its Tesco Express operations. He
assisted in converting 500 of
the 750 recently purchased One
Stop convenience stores to the
Tesco format.
In 2003 he returned to Tesco
Lotus as CEO, where he helped
to grow the business from USD1
billion with 100 stores to a USD4
billion business with 600 stores,
and the highest market share for
its sector in Thailand.
In 2008 he joined the team trying to enter the US market with
Tesco’s Fresh & Easy concept. He
remained with that operation
until 2012, when Tesco sold the
business.
From 2012 to 2015 Mr Adams
was CEO of Tesco Kipa in Turkey.
There he was responsible for
restructuring what had once
been a profitable business that
had entered a period of decline.
Tesco sold its interest in Kipa in
June 2016.

Results
Analysis of the results has been complicated by several
factors, including the acquisition of HTH from Woolworths,
and Metcash’s sale of its automotive operations to Burson’s
in FY2015/16. Additionally, for accounting purposes, Metcash’s
FY2016/17 consists of 53 weeks instead of the usual 52.

Metcash Group
Metcash has been called to task for what a few analysts
see as an unusual treatment of some results, especially the
number it produced for UPAT. This matter is covered in some
depth in our Comment section for this issue.
To try to make these performance numbers more accessible, HNN has put together some different comparisons. Table
1 presents the results represented in the company’s accounting, as well as an estimation of the sales and EBIT to represent an equivalent 52-week year, with the contribution of the
HTH acquisition omitted.
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In overall terms, Metcash’s food operations, which include
its IGA independent grocer brand, had sales of $9.18 billion,
up by 0.6% on the pcp. Sales at supermarkets rose by 1.3%
while sales at convenience outlets fell by 2.7%. Excluding the
53rd week, sales at supermarkets
fell by 0.6%, and convenience outCategory
2016/
2017
let sales fell by 4.5%. Like-for-like
(comp) sales at Metcash grocery
Sales Revenue
14,121.9
banner IGA lifted by 0.1%.
EBIT was virtually flat at $180
million, though would have declined when accounting for the
53 week year. Poor economic
conditions in Western Australia,
and stronger competition in that
state and South Australia brought
the number down, while eastern
seaboard states performed more
strongly.
Metcash’s liquor operations’
sales rose by 3.5% to $3,333 million,
and by 1.8% when adjusting for the
53 weeks. EBIT for the unadjusted
year increased by 7.9% on the pcp,
to reach $67 million.

TABLE 1
Overall performance
numbers for Metcash.
52-week year numbers
are estimates.

2015/
2016

Change

13,402.5

5.37%

Underlying profit
before tax

271.2

248.4

9.18%

Earnings Before Interest and Tax (EBIT)

296.7

275.4

7.73%

Reported profit after
tax

171.9

216.5

-20.60%

Metcash (53 week)
Category

2016/
2017

2015/
2016

Change

Sales Revenue

13,346.9

13,402.5

-0.41%

Earnings Before Interest and Tax (EBIT)

279.4

275.4

1.44%

Metcash (52 week) w/o HTH
AUD millions
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Independent Hardware Group
Mr Morrice made direct reference to the IHG result in his
opening remarks at the presentation of the results to analysts:
So [total Metcash] sales are up 5.4% and EBIT is up 8%. However, both of those numbers include a 53rd trading week and
also the acquisition of Home Timber & Hardware. So when
you flow that through into Hardware’s EBIT increase there, yes,
there’s an element from HTH, but the good news underneath
that is that the continued strong performance of Mitre 10 was
also a big feature. This is all given the amount of disruption
with the closure of Masters during the course of the year. So
I’m very pleased with that hardware result.
Mr Morrice returned to this theme later in his remarks, in
the section specifically devoted to IHG:
So sales obviously increased significantly without acquisitions.
So some of you will want to also focus on how Mitre 10’s going. And as you can see, up 2.9%, 1.4% on a 52-week like-forlike basis. And given all that happened in the market, we’re
pretty pleased with that. And earnings, we’ve pulled out the
$12 million that we’ve seen from HTH to the second half. So
as you back solve that, you will see an increased earnings rate
from Mitre 10 due to both sales volumes and cost efficiencies.
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Table 2 sets out the performance figures for IHG, broken
down into Mitre 10 and HTH, with estimated accounting for
the 53rd week. This shows that, on a 52-week basis, Mitre 10
grew its revenue by 1.39%, but increased EBIT by over 9%.
This resulted in an EBIT margin for the year of 3.34%. Metcash notes that its EBIT margin on wholesale retail activities
was 2.4%, which means that around 0.9% or around 37% of
total EBIT came from other sources, amounting to over $13
million. Other sources would include the retail portion of
company-owned store revenue, and income from sources
such as the 2017 Tradeshow/Expo (which is rumoured to have
earned over $1 million for the company).
HTH EBIT margin was lower at 2.37%, and overall EBIT
margin was 3.03%.
TABLE 2
Performance comparison
numbers for IHG. 52week year numbers are
estimates.

Category

REVENUE
(AUD millions)
2017

2017
52 week

REVENUE
GROWTH

EBIT
2016

2017

2017 2016
52 week

IHG

1608.8

1578.5

1056.6

48.5

47.8

32.8

Mitre 10

1087.3

1071.3

1056.6

36.3

35.8

32.8

HTH

521.5

507.2

12.2

12.0

2017

2017
52 week

52.26% 49.39%
2.91%

1.39%

EBIT
GROWTH
2017

EBIT
MARGIN

2017 2017 2017 2016
52 week
52 week

47.87% 45.65% 3.01%

3.03% 3.10%

10.67%

3.34% 3.10%

9.01% 3.34%
2.34%
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2.37%

Table 3 sets out the performance of IHG on a half-by-half
basis, using estimated 52-week year numbers. Mitre 10 sales
revenue slipped a bit in the first half, but increased by over
2.9% in the second. EBIT, however showed a healthy gain in
both halves, rising by 7.8% in the first half, and 13.7% in the
second half. First half EBIT margin for Mitre 10 was 2.36% in
the first half, and a very hefty 4.26% in the second half, up by
0.4% on the second half of FY2015/16.
HTH estimated EBIT margin was much lower than Mitre
10’s, at 2.68% in the second half. HTH is estimated to have
returned $12.2 million in EBIT, which means that, if store
numbers remain stable, it is on track to earn mid-range in
Metcash’s $15 million to $20 million estimation for FY2017/18
EBIT.
There are some apparent anomalies in these numbers, in
particular a higher than expected EBIT margin for Mitre 10,
and a lower than expected EBIT margin for HTH. At a best
guess what may be happening is that IHG has obtained very
favourable rates from suppliers based on future volume of
sales, but these suppliers are more broadly featured in Mitre
10 stores than HTH stores. As the numbers show, sales at
Mitre 10 were basically flat.
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Another possibility is that, with the changes brought
through the Working Smarter program providing real benefits, the HTH stores may not be “best practice” at the moment,
in IHG terms. Hard won efficiencies in the supply chain may
be boosting the margin for Mitre 10 operations.

FIRST HALF
Category

1st Half
2016/
2017

1st Half
2015/
2016

TABLE 3
Half-year figures and
ratios for IHG. This
table uses estimated
52-week year numbers,
with amounts in AUD
millions.

SECOND HALF

Change

2nd Half
2016/
2017

2ndHalf
2015/
2016

FULL YEAR

Change

FY2016/17 FY2015/16

Change

Sales Revenue

581.6

530.7

9.59%

996.9

525.9

89.56%

1,578.5

1,056.6

49.39%

M10 Sales Revenue

530.1

530.7

-0.11%

541.2

525.9

2.91%

1,071.3

1,056.6

1.39%

HTH Sales Revenue

51.5

0.0

455.7

0

507.2

0.0

Earnings Before
Income Tax

12.5

11.6

7.76%

35.27

20.3

73.76%

47.8

31.9

49.76%

EBIT M10

12.5

11.6

7.76%

23.07

20.3

13.66%

35.57

31.9

11.51%

EBIT HTH

0.0

0.0

12.2

0

12.2

0

EBIT margin

2.15%

2.19%

3.54%

3.86%

3.03%

3.02%

M10 EBIT margin

2.36%

2.19%

4.26%

3.86%

3.32%

3.02%

HTH EBIT margin

0

0.17%

2.68%
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2.41%

This conclusion is partially backed-up by a statement from
Metcash CFO, Brad Soller:
In relation to FY2017, there’s about $4 million of synergies that
have been realised in the results. Some of them, importantly,
have been realised within Mitre 10 itself and not in all HTH.
Some of the savings are in Mitre 10.
Chart 1 shows the general progression of Mitre 10’s EBIT
margin for the past seven years. No mention was made this
year of like-for-like (comp) sales, which have been provided in
past years.

Store numbers
In terms of store numbers, Metcash has chosen to report
these as consisting of 305 Mitre 10 stores, down from 310 in
the pcp, and 67 True Value Hardware stores, down from 68
in the pcp. It provides a single number for all HTH stores,
including Home Timber and Thrifty-Link banners, of 368,
without a comparative number.
The IHG Investor Day briefing from 23 March 2017 lists 246
Home branded stores, and 126 Thrifty-Link stores, for a total
of 372.
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One of the concerns that have been voiced is the extent
to which there will be competition between the Mitre 10
and HTH stores. Mr Laidlaw has stated that the networks
are very complementary, in that there is only limited competition. HNN has delved further into this matter in our
Statistics section for this issue, where we use Google Maps to
determine driving time between stores as a proxy to network
concentration.
Mr Morrice was enthusiastic about how the acquisition is
going in its early phases:
The acquisition, we’re all
well aware of, but really
the update here is about
how well the integration is
progressing. So we have —
we’ve had a very high retention rate of customers. So
HTH members are — have
been extremely loyal, and
we’ve also actioned some of
the initial property rationalization, including starting to
consolidate all our people
into one head office.
And the management structure and leadership structure’s in place, and many of
you would have met all the
leaders. And then the two
big programs of both synergies in the merchandising
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Chart 1.
Graph of revenue and
EBIT margin for IHG.

space, which will lead to new terms of trade being put in place
for the whole network. That’s actually happening right now.
So across the country, and that — those new terms of trade are
actually being shared with those members, and that’s being
implemented as we speak.

HNN has seen some documents that purport to be written
summaries from the presentations made to HTH members
regarding the new terms of trade. Some details are obscure,
but HNN has heard reports of some confusion among HTH
store owners themselves, as the consequences of the proposed changes are not entirely clear to some of them.
These are some of the possible highlights. HNN needs to
emphasise that while the accuracy of this material has been
confirmed by several sources, we have not seen the original
documents, only some summarised notes, provided to us on
an anonymous basis. Therefore, this material is more speculative than confirmed.
Map of the distribution
of Mitre 10 and True
Value stores across
Australia.
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Tiers
It is rumoured that licence fees will be paid in five turnover
tiers, replacing the previous nine tiers. The tiers range from
$12,000 for stores under $1 million a year, to over $70,000 for
stores with turnover in excess of $15 million a year.

Private brands
These are rumoured to be reduced from the current 20. It is
thought the retained brands will include: Buy Right, Accent/
Finish (paint), and Earthcore (gardening). Other brands that
may be retained include Grilled (BBQ), Rockwell (power tools),
and Principal (kitchens).

Rebates
IHG is rumoured to have indicated that an average store
with sales of over $2 million could expect to receive considerable financial benefits from signing on to the group’s program. This includes benefits from trade rebates, warehouse
rebates, and core range pricing, but does not include the
former HTH store incentive payment. In particular, IHG has
emphasised benefits through warehouse pricing improvements.
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Map of the distribution
of Home Hardware and
Thrifity Link stores across
Australia.

Brand advantages
IHG is rumoured to have indicated that there would be improved supplier rebates from a range of companies, including
Valspar Paint, DuluxGroup, and Cabots. This may also include
Gunnersen. Also, “core” range rebates would be available from
ITW, Otter, Cement Australia, Makita, and others.

Roll-out
Asked by Shaun Cousins of JP Morgan about the reaction
of store owners to the new terms, Mr Morrice replied:
What I can say is all the meetings are taking place on a face-toface basis across the various states. And Mark [Laidlaw, CEO
of IHG] and his team have been mobilised around the states
in the early part of this month [June 2017]. And our view is
that they’re going down very well, because in the vast majority
of cases, whilst the terms are different to what Home Timber
members had before, there’s a clear win for them in terms of
the cost of goods. And that’s very apparent to them in terms of
the rebate structure. So, too early to say how that will translate
into sales at this point, Shaun, but we’re pretty happy with how
it’s gone down.

Analysis
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Probably the most important, but often missed, general
comment that appears in Metcash’s annual accounts is this
one, listed under point 4 of the Directors’ report, with the
subheading “Warehouse earnings”:
Metcash’s operations are designed to allow significant volumes to be distributed through its warehouse infrastructure.
The ability to leverage warehouse earnings is a key driver of
the Group’s profitability.
In addition to warehouse revenue, earnings are impacted
by product category mix and the proportion of the Group’s
products bought by the network. Warehouse sales and related
margins are driven by competitive pricing, promotional activities and the level of supplier support through volumetric and
other rebates.
Metcash has a number of key programs in place to drive
sales and margins, including through pricing and promotion,
product range, retail operational standards and consumer
alignment.
It is necessary to refer back to that statement to understand Metcash strategy. Everything that Metcash does, in
food, alcoholic drinks, and hardware, relates directly to its
highly efficient warehouse and logistics operations. These
operations do two things: they drastically cut the cost of distribution of goods, especially to a widely dispersed network
of small and medium retailers, and they provide the company
with massive leverage when it comes to negotiating terms of
trade.
Maximising profit and growth from such a business model
comes down to two things: increasing efficiencies, and con-
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tained volume growth. To continue to grow its profit,
IHG must get its retailers to order larger numbers
of specific products produced by specific brands
(the “product category mix” mentioned above). If the
combined store network does that, then IHG will be
able to negotiate ever-better terms of supply. These
can improve margins for IHG, improve margins for its
retailers, and also help them to compete in a price-sensitive market.
The difficulty that IHG encounters is that its goals,
as a branch of a corporate-owned, listed company,
include continuing to grow its profit every year of its
operations. Those goals are not necessarily shared by
the owners of its bannered stores. They would like to
grow, they would like to increase revenue and profits,
but it is not as necessary to them, and it can be perceived to actually increase their risk.
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One of the levers previously used by Mitre 10 to help
recruit store owners, was the “threat” of Bunnings.
As HNN showed in its last issue, based on numbers
from the Australian Bureau of Statistics, while there
has been a gradual decline in the number of small
hardware stores, what dominates is a healthy churn of
entries and exits. Further, the demise of Masters Home
Improvement has lifted some of the pressure on the
market. There is less price competition for Bunnings,
and, quite simply, less competition in general. If the
Bunnings’ estimate of where sales will flow from Masters is correct, then it is smaller retailers which stand
to benefit more than Bunnings from that reduction in
competition.
HNN would suggest that for FY2017/18 IHG may find
that continuing to market its brand on the basis of
a need to compete with Bunnings will not work very
well. Instead, it needs to develop more holistic reasons
why retailers should remain with the brand, or migrate
to it. It is HNN’s estimation that the most important
lever, ultimately, for IHG to lean on is finding ways for
its bannered retailers to better relate to their customers.
It is that kind of innovative, performance-based
change that is needed, rather than the increasingly
threadbare rhetoric of fear. That is particularly the
case with additional competitors, such as Amazon,
soon to make their presence felt.
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Fagg’s Mitre 10
South Geelong
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One of the misconceptions that people have
about Mitre 10 stores is
that they are all small to
medium sized.
Fagg’s in South Geelong,
a joint venture store 49%
owned by Mitre 10, is
a very large complex. It
includes the main store,
a trade centre, a garden
centre, and an extensive
outdoor display area for
sheds and other outdoor
items.
The store makes good
use of its space, with a
light, airy feel to it, and
sweeping vistas down
several of its main aisles.
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Inspiration

Fagg’s Mitre 10, South Geelong, Victoria
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While there is plenty of
originality in the Fagg’s
store, it is also confident
enough to borrow display
ideas as well. Top, a bathroom vanity display very
like those in version one of
the Masters stores. Above
left, the double product
aisle drop palette format
common in Bunnings.
Above right, a colourful
display of pots that is a
little like those in later
Masters stores. Left, perhaps borrowing something
from the Bunnings “wall
of plumbing” displays, but
with some features unique
to this store as well.
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Power Displays

Fagg’s Mitre 10, South Geelong, Victoria
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Top, the Sapphire store style of power
tool display continues to evolve. Here
the panels covering the stock on hand
are a bright orange, adding an energetic element to the display. Above,
Makita tools feature prominently in
the store. Fagg’s has one of the most
comprehensive displays of the Makita
MT Series HNN has yet to see. Left, the
store has a wide range of paint for sale,
and features. The custom Dulux display
is particularly well done.
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Colourful & Eclectic

Fagg’s Mitre 10, South Geelong, Victoria
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The Fagg’s Mitre 10 stores in Geelong and Colac in Victoria’s western region have long been regarded as some
of the top hardware stores in Australia. What makes the
South Geelong store so interesting is the wide variety of
goods on sale, and the careful attention that has been paid
to making the store seem very light and colourful.
Some of the variety on hand is something of a callback
to the hardware stores of 20 years ago, when they were
still seen as a prime supplier of saucepans and other
kitchen requirements. But Fagg’s has also ventured into
soft furnishings and decorative items. These are at one
time useful in their own regard, but also have the effect of
softening the overall store, and giving it a friendlier feel.
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HARD CHARGER
Ask just about anyone in the home improvement industry, and they’ll tell you that the
power tool business is one of the most dynamic, exciting, customer-driven parts of the
industry in many hardware markets.
They will also tell you that is is pretty much
one of the craziest as well. It is the closest the
industry has to a purely fast moving consumer good (FMCG) product line. While, as with
all building and construction driven product
lines, there is a great deal of attention given
to actual raw performance and capabilities,
there are also tools that move in and out of
fashion. This means that advertising, customer relations and innovations that really excite
users are critical to successful power tool
lines.
hnn.bz

Adrian Davis,
managing director
of Stanley Black &
Decker ANZ, at the
reception desk
of the company’s
new offices in Box
Hill, to the east of
Melbourne, Victoria. Moving to
the offices was an
important step in
its amalgamation
of recent acquisitions.

One consequence of this is that finding good power tool
managers can be tough. More traditional “old line” hardware
executives typically do not do that well, as they will focus on
the wholesale/retail numbers and miss the larger part of the
product narrative that has to be built. On the other hand, get
someone straight out of an FMCG industry, and they’ll spend
a lot of their time on marketing, and not come to grips with
the fundamentals of delivering the kinds of tools that retailers need to make their businesses work.
So it’s not all that surprising to find that the managing
director of Stanley Black & Decker (SBD) in Australia, Adrian
Davis, has an extensive background across a number of global corporate businesses.
“I’ve worked at Rinnai, Reece and Sullair (UTC) and looking
back, it’s been 25 years,” Mr Davis tells us:
I think the strongest businesses that I have ever worked in
have had a strong identity and culture, like Reece. I feel incredibly indebted to Peter Wilson and Alan Wilson at Reece for the
learnings that I got in the period that I worked for them.
I was at Reece for seven years. I came to Stanley Black & Decker via a company called Sullair, a manufacturer of portable and
stationary rotary screw air compressors previously owned by
United Technologies.
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As much as Mr Davis looks back on his time working at all
these companies with gratitude, there’s little doubt that he is
happy to be where he is today.
I love working for this company. It’s a fantastic company, our
products, everything we do, our results. Look at our share price
today, it’s USD146 and growing. When I started six years ago it
was USD55. So it’s a truly professional organisation driven by
high standards.
On a personal note, this resonates with who I am intrinsically.
My goal is to see us become the best, to have the best products, best people, best processes. Do all that, and the business
will become the best.
From time to time you come across organisations where there
is not a particularly strong drive toward being the best. In contrast, this place is off the Richter scale. We don’t ever talk here
about being the biggest, simply being the best.
One consequence of steadily improving its position in
Australia, is that SBD is now housed in some great offices
located in Box Hill, to the east of Melbourne. The location
is down to a series of acquisitions SBD has made in recent
years.
The current premises in Box Hill came about after we acquired
Powers Fasteners, who were in Dandenong. Stanley Black
& Decker was in Epping, and we chose Box Hill to make the
amalgamation of the businesses easier. We spent a significant
amount of money upgrading the current site. The former Epping site offices just weren’t up to our high standards.
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Stanley Black & Decker
Australia

• Adrian Davis, the managing director of Stanley Black & Decker
ANZ has a background with
Rinnai, Reece Group, and United
Technologies.
• The company has recently
moved to new headquarters in
Box Hill.
• His appointment began with
a need to assist the Australian
operations of Stanley and Black
& Decker to come together in
the wake of the merger of their
US parents.
• The company is also realigning
itself to improve its delivery of
services to retailers. Key to this
is the development of a new,
27,000 square metre facility in
Keyborough, Victoria.
• Mr Davis is particularly excited
by the ongoing rollout of FLEXVOLT, DeWalt’s 54-volt cordless
system, set to deliver the power
of corded tools in a cordless
package.
• Where until recently FLEXVOLT
was only distributed through
Bunnings and Total Tools, as
supply has increased, it is now
more widely available.

Moving to high performance
Mr Davis came to SBD in the wake of the combination of
the two large US-based companies, Stanley and Black & Decker, in one of the industry’s largest mergers.
I’m in this job because I guess when the two businesses were
put together, for a variety of reasons you could say that it
didn’t quite come together as planned [in Australia]. And it has
been a journey to work through getting the place to where it is
now.
My job has been putting together the best team, to improve
on the processes, to improve our facilities, to improve on everything we do so that everything we do is befitting of SBD, in
the same way that our products are.
In terms of where we are at, I like to say that we are “pleased
but not satisfied”. We think our best days are still well ahead of
us, given the journey we’ve had over the last five or six years.
But certainly we can look back humbly and say we’ve actually come a long way. The way we look at it, six years ago the
company had the number seven brand in this market, in terms
of size. Today we are a clear number three and we’ve been
growing at phenomenal rates with the DeWalt brand.
While Mr Davis has done a lot to pull the Australian operations together, like every company, it has still suffered from
some recent market events.

38

hnn.bz

The DeWalt brand has
long been a favourite of
hard working tradespeople and construction
workers. In its earliest
days it was promoted
directly to worksites in
the US, where its durability became legend.
Adrian Davis poses
beside one of the huge
murals on the walls
of the Stanley Black &
Decker Box Hill office

Last year was an interesting year for us. We knew early on
last year that we were going to lose a significant amount of
our revenue because of Masters. So it was always going to
be difficult to replace that.

However, in the end 2016 was a good year, and 2017 has
started off extremely well. April, May and June in that order
have been the three biggest months in our history. We have
had significant growth for the first half of 2017.

Reorganisation
Mr Davis is also quick to acknowledge that SBD has
had to overcome some difficulties:
Up until this point in time, I would say one of our limitations
— if I can put it that way — has been our supply chain’s ability
to service our customers. We’ve had to listen to our customers
about our service levels at certain times, but at the same time
be steadfast in our belief that we have had a lot of things happening — such as our new warehouse — which will also be our
trade service centre.
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Soon to be released in Australia are the most powerful
tools in the FLEXVOLT line, which make use of two
paired 54-volt (60-volt max) batteries. These units can
be connected directly to mains electricity as well, by
plugging in a special adaptor to their battery cradles.
Pictured here is the 120-volt max mitre saw.

What Mr Davis is referring to is SBD’s recently announced
27,000 square metre warehouse it is building in Keysborough.
The investment in the distribution centre is going to make a
positive impact on the supply chain, and it couldn’t have come
at a better time. In my job I get to see some of the facilities that
we have around the world, and they are of very high standard.
We have worked hard to make sure the Australian facilities
are on par.

FLEXVOLT
The FLEXVOLT product, which boosts the voltage for
heavy-duty construction tools to 54-volt (60-volt max),
while maintaining compatibility with “normal” 18-volt
(20-volt max) power tools (by switching between serial and
parallel connections), is something of the cherry on the
cake of DeWalt’s current performance in Australia.
FLEXVOLT basically delivers on a promise of cordless
tools that are equal in power in corded tools. The larger
units make use of paired batteries, delivering 120-volts
max of power. They even come with an adapter that plugs
into the battery receivers, and can connect them directly
to mains current (in both Australia and the US), further
adding to their versatility. Mr Davis sees FLEXVOLT as
yet one more step along the pathway of innovation SBD is
following.
FLEXVOLT has proven to be something of a surprise
success both in the US market and in Australia. As overall
demand for construction continues to be sustained, production is often constrained by a lack of skilled workers.
Anything that can help boost productivity, through better
power, or simply a reduced need to install complex infrastructure, such as 240-volt current, is very welcome.
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DeWalt has recently stepped up to the challenge of
Milwaukee Tool, by releasing its own 9 amp-hour
battery (top) to compete with Milwaukee’s version
(bottom), which came out in August 2016.
The DeWalt battery makes use of the new, larger size of
Lithium-ion battery cell (pioneered in power tools by
Metabo), which means that, with other advantages, it
also runs at a significantly cooler temperature than its
competitor.

The excitement FLEXVOLT has brought to our company, there has never been a bigger buzz in the six
years that I have been doing this job, for a variety of
reasons.

Innovation is the lifeblood of this company, I guess
there are plenty of companies that follow and make
power tools, make hand tools, our company’s point
of difference is trying to, in the vein of cars, if you
look at your Porsches or your Ferraris, these cars are
at the cutting edge of technology. I look at our company in the same vein, we aim to be at the forefront
of technological advances in tools, all the time. That
is the point of difference we have.
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The rollout of FLEXVOLT in Australia has entered a new phase in 2017.
I think the market appeal for FLEXVOLT is broad. For
strategic reasons, we initially launched the product
in Australia with Bunnings and Total Tools only, and
Bunnings and Mitre 10 in New Zealand as key strategic launch partners.
Now, six months on, we have opened it up to the
entire market, that is all happening right now.
We are only now in calendar quarter two of 2017
bringing it out to the broader market. Certainly the
reception from the rest of the market has been going very well. We see it as a real point of difference.

People
As Mr Davis is quick to state, he is very much
focused on the people who work for the company.
In terms of culture, we are acutely aware of who we
are, we have a very strong leadership qualities program centred on key leadership qualities. We run a
program through our company where every month
we acknowledge and reward people who live our
leadership qualities. We are confident in saying, this
is who we are, we think we are a great company,
we’d love you to come on board, but if it’s not for
you, it’s not for you.
The leadership qualities program is run across the
entire company, and is part of our whole of business discipline. You can read plenty of books on
leadership where you can have values, standards,
whatnot — but it’s actually discipline that will help
you live them and enforce them, and be prepared
to rigorously uphold them. That’s the difference between a mediocre company and a very good one.
We look to create a results oriented culture, a culture that is based on a strong set of standards and
values. We employ over 350 people and my goal is
to try to get them to go all in the same direction.

DeWalt has made good use of high-quality, dramatic images in its marketing for the FLEXVOLT line. The result has
been a range of highly dynamic pictures, that work well
across both print and digital media.
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As with the company’s ongoing expansion, its development
of new premises, and the coming enhancements to its supply
chain structure, SBD reaps the advantages of its success in
personnel terms as well. “These days,” Mr Davis says, “attracting talent — without being in any way arrogant about it — is
a relatively easy thing for us to do. Which is the total opposite
to how it was six years ago.”

Analysis
One of the outstanding features of SBD has been its ongoing drive to embrace the smaller retailers in the market.
There is something of a division developing around this in
the industry, with both TTI’s Milwaukee brand and Bosch
pulling back from some distribution to smaller retailers, according to rumours that HNN has heard.
In terms of technology, the industry is moving towards a
sub-three-year replacement cycle, not due to tool wear, but
an accelerated rate of innovation and development. Not only
does that mean fewer builders want to be “caught” with older
tools, but also the residual value of tools is decreasing as well.

41

HNN would predict, for example, that within three years
around 30% of all impact drivers sold will make use of the oil
pulse technology pioneered by TTI in its Ridgid brand (and
available in Australia through the AEG brand). Within five
years, battery technology will be greatly altered, with average amperages up by 50%, and recharge times reduced from
around 30 minutes to 15 minutes. Both these changes are
boosters of productivity and convenience.
This kind of rapid evolution translates to growth, both for
the power tool manufacturers and for power tool retailers.
It also means that these organisations will need to change,
as well. Viewed from that perspective, the changes that Mr
Davis has brought to SBD here in Australia are less about
short-term concrete solutions, and more about developing an
organisation that can respond to technological change, and
the new markets these changes will bring about.
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Above: Adrian Davis.
Below: Artist’s rendering of Stanley Black
& Decker’s new warehouse and training
centre in Keysborough, Victoria. The
building has started construction, and is
expected to boost the company’s ability
to deliver services to retailers.
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TRIM ROUTERS
As recently as six or seven years ago, just
about any kind of router was deemed to be
the sort of tool only a carpenter or dedicated
woodworker would own. However, as prices
have decreased, and quality at the lower end
of the price range has increased, routers have
become a more common tool.
In particular, the smallest kind of router, usually called a “laminate trimmer”, has
grown in popularity over the past several
years. That is in part because it is small —
typically less than 250mm tall, and around 2kg
at most — which makes it easy to use, as it
can be operated one-handed.
hnn.bz

Most importantly, the laminate trimmer (or trim router as
it sometimes called) solves the kind of basic problems that
any tradesperson, and quite few DIYers, are likely to encounter. In fact, far from being an “expert only” tool, it’s the kind of
gadget that can help the less expert look a lot more expert.
If you are not familiar with the laminate trimmer, the best
place to start in understanding them is with the trimming
bit itself. Image 1 is an enlarged photograph of such a bit. The
laminate trimmer attaches to the top, smooth shaft. Below
that is the cutting part of the bit itself, and at the base is the
guide, which is a ring of smooth metal that runs on ball-bearings.
Imagine that you are facing the
fairly typical woodworking task of
doing something like fitting a new
top to a bedside cabinet. It might
be plywood that will be painted,
or a piece of 12mm pine wood you
intend to stain. To make the job
look really good, you are going to
have to get all four edges of the top
flush with the supporting frame
underneath.
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If you are (like the editors of
HNN) a bit of a duffer with a saw,
it can seem like there is almost no
way of doing this easily. Measure
as you will, even with a good mitre
saw it just seems inevitable that
the end result will be a one or two
millimetres out, spoiling the whole
One of the better written guides to using a router for trimming is on the DIY Network:
look. You end up filing, sanding,
goo.gl/qdjgr1
and so forth — and then you have
to worry about keeping the edge
perpendicular, and not rounding it out.
With the laminate trimmer, you don’t worry about cutting the wooden top precisely. Instead you cut it oversize
by 10 to 15mm or so, then fix it to the cabinet frame, making
sure there is overlap on all four edges. Using the laminate
trimmer, using the flush trimming bit, you then simply run
around the edges of the frame. The ball bearing runs on the
frame itself, and the cutting portion of the bit removes all the
excess wood. The end result is the the most perfectly flush
finish you can imagine.
There are only two “gotchas” to worry about. The first is
to remember to move the trimmer in a counter-clockwise
direction (push in and forward with your right hand), as, with
the trimmer turning clockwise, this enables the bit to do its
work. (If you are trimming inside out, such as when making
the hole for a sink or tap in a counter, you move clockwise
instead, for the same reason.) The second “gotcha” is to always
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Image 1, a trim bit.

start trimming wood on an endgrain edge. About half the
time, at the end of the endgrain you will push off a chip
from the grain edge — but it won’t matter, because that’s
the very edge you will be trimming next.
Once you’ve done this a few times, you will be tempted
to move to the next stage, which is using a slightly different bit to produce a fancier edge. It’s very easy, for example
to put a nice 30-degree bevel on the edge (though you do
have to think through how you want the corners to look).
Beyond this specific task of trimming, it’s also possible
to use the the laminate trimmer as a kind of “light” router
as well. A typical task where they are very useful is when
installing a new door. With a proper router bit, they make
mortising the space for hinges very simple (though you do
have to dig out the corners with a chisel still).
Even better they handle the surprisingly tricky task of
cutting the recess for the latch plate on the lock, which
goes on the edge of the door. These can be surprisingly tricky
to do well, especially if the chisel is anything but your friend.
Both of these tasks are best accomplished by using templates, which make it a matter of just guiding the laminate
trimmer.
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As a trade sale, it really comes down to the choice of brand
and size, as most professionals are well-acquainted with how
useful the laminate trimmer can be.
As a DIY sale, however, it can be one of the more difficult
items to sell outside of people with some real interest in
woodworking. The problem is that the laminate trimmer is,
indeed, a specialised tool, and does not get used nearly as
often as a hammer drill, or even an impact driver.
The selling point is that it takes a task that can really
consume a surprising amount of time, or end with a compromised result, and makes it easy to produce something that
looks great. It’s actually an ideal tool to sell through a short
demonstration course — as long as the course sticks to the
basics outlined above: doors and tops/bottoms to things.
Most DIY courses that feature any kind of router seemingly
cannot resist deep into the world of complex routing, and
simple DIYers, who are seeking to solve problems more than
to experience a craft, are simply not interested.

The role of Makita: RT0770C trimmer
While HNN does not have any statistical proof for this,
only some anecdotal evidence, we do think it is likely the real
spark to the growing popularity of the laminate trimmer was
Makita’s RT0770C trim router.
Introduced in 2012, and revised since, the 770 was one of
those classic tools that managed to combine two things: it hit
an exact sweet spot in terms of size and capabilities, and it
was very thoughtfully designed. Plus, as we often have said, it
just had that Makita quality of having things in balance.
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The RT0700 series of Makita Trim
Router. Top, is the unit itself, with the
standard trimming attachments. In
order going down: offset trimmer base;
plunge router base; and tilt base.

In terms of the sweet spot, the
770 is a corded tool with a rated
power of 710 watts. With most laminate trimmers ranging from 300
watts to 600 watts, that gives it just
that little bit of extra power. At
the same time the motor is small
enough, when combined with an
aluminium chassis, to keep the
weight down to just 1.9kg — easy
enough to handle one-handed.
The great design mainly expresses itself in the set of three
accessories available with the tool.
It comes standard with a trimmer
base, which is all you need if you
are going to do the kind of trimming jobs described above. An
option set of accessories includes
Makita DRT50Z and accessories, which are the same used for the RT0770C.
two other bases, a plunge base and
a tilt base. The plunge base converts the 770 into a lightweight plunge router, complete with soft-grip handles, and a
rotating turntable of three depth stops, for different stages of
a complex job.
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The tilt base is quite a unique accessory. It enables the
trimmer to be rotated from plus 30 degrees out to minus 45
degrees. This has an interesting effect on custom router bits.
For example, the flush trim bit can be used to make a bevel.
In addition to these three bases, there is another, fourth
base, sold individually, which converts the 770 into an offset
router. Daughter gears transfer the drive to the edge of the
base, meaning it can work as close as 18mm to a wall or other
barrier.
Where the excellence of design really shows itself is that
the parts of the various bases are interchangeable. For example, the trimmer base has a round base plate, and the tilt
base has a square base plate. Undo a few screws, and you can
put the square plate on the trimmer base, which means you
can use a straight edge clamped to the work piece to guide
the trimmer for special uses. The soft-grip handles from the
plunge base can be fitted to the offset base, for better control
in tight situations. And so on.
Then there are the other typical Makita touches. There is
an integral shaft lock, so it takes just one wrench to change
bits. The motor base is flat, and the power cord comes out
from the side of the motor, so the unit sits flat when upside
down. It has soft-start, making it easy to pause and begin
again in the middle of trim. Just a great tool.
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Makita DRT50Z
This new, cordless trimmer launched in
Australia in early 2017. It is, basically, the 770 in
cordless form. It even uses the exact same accessories. Without battery, it weighs just 1.4kg.
The really exciting news about this trim
router is the price. It retails for $249, just $60 or
so more than the corded version. That doesn’t
include the battery or the range of accessories,
but for tradies who already have Makita batteries and the 770, it’s a great buy.

Makita 3709X and 3710
Makita does also offer a simpler laminate
trimmer, the 3709X. This is a corded tool, with a
530 watt motor, weighing 1.5kg, just 199mm tall.
It is generally sold with an aluminium carry
case. The Makita 3710 is basically the same trimmer with a tilt base.

Makita MT Series M3700G
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In terms of sheer value, next to the RT0770C
is this recent offering from Makita’s MT Series,
which replaced its previous value brand Maktec.
This is essentially a slightly older version of the
3709X, but it sells for close to half the price of
the pure Makita version. It features a 550 watt
motor, and weighs 1.4kg.

Other brands
To be frank, most of the other brands available in Australia really do not match up to Makita, with the exception of Festool, which makes
very high end router products. In fact, these are
such a speciality item (and typically cost over
$700) that HNN simply does not have the technical knowledge to effectively provide a guide or
review of them.
DeWalt, for example, sells just one, corded
model in Australia, the DWE6005, which typically costs more than the Makita RT0770C, and has
specs that are not quite as good.
Bosch sells a blue router, the GMR 1, with,
again, similar specs to the RT0770C, but for, typically, a higher cost.

Top, Makita 3709X. Bottom, Makita MT Series M3700G.
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Bunnings
Ryobi offers two laminate trimmer. The corded version has
a 400 watt motor, weighs 1.67kg, and retails for a price close to
that of the Makita MT Series M3700G. It’s not a very impressive offering.
The other laminate trimmer from Ryobi, however, is a real
competitor. Newly designed, this One+ cordless trimmer
(R18TR-0) is styled as a “palm” tool, with special attention paid
in its design to permit easy one-handed use.
Finally, there is the Ozito laminate trimmer. While this is
the least powerful of all those covered here at just 350 watt,
and it lacks basic features such as a spindle lock (which
means changing bits requires two spanners), it really should
not be dismissed. At $65 it will attract consumers who have
very infrequent need for the tool, or even just one main period of use, when installing a new kitchen, for example.

Other products
While Makita seems to be the outstanding brand in this
sector for Australia, that is much less the case overseas. In
the US, for example, a Bosch router typically wins this category, with offerings from Techtronic Industries Home Depot-only brand Ridgid and Hitachi highly ranked as well.
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Top, Ozito Laminate Trimmer. Bottom
Ryobi cordless Trim Router.

Bosch (blue) PR20EVS Colt
variable-speed palm-grip router
Some of the biggest
competition to Makita
in the US market comes
from the Bosch (blue)
PR20EVS Colt variable-speed palm-grip
router.
This trim router is designed along the same
lines as the Makita
770: a small package
with a larger motor.
Like the 770, the Colt
has around 750 watt (or
one horsepower).
It’s designed to be
much more than a
laminate trimmer. Its
capabilities include
putting roundovers on
deck railings, mortising
for hinges, slot cutting,
and the standard laminate trimming chores.
Like the Makita, the

motor features softstart, a variable-speed
control, and circuitry to

of accessory bases,
improving its range of
tasks.

maintain speed under
load. Also like the Makita, it can take a range

The fixed base features
macro- and micro-fine
depth adjustment. The
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plunge base features a
smooth plunge action
and spring-lock plunge
control lever. Its depth
adjustment system
includes a seven-step
adjustable depth stop
turret (the Makita has
three stops), plus a
micro-fine adjustment
on the depth rod for
fast, accurate bit depth
setting. The design of
the plunge base allows
the subbase to be centred on the bit, which
makes it easy to keep
the bit on the intended
cutline when using
jigs, templets, dovetail
fixtures and similar
guidance devices.

usa update
Home Depot buying
tool rental company
in this
update:
•start
The text
Home
Improvement
eRetailer Summit
will be held for
the second time
in September
2017
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• The Home
Depot acquires
an equipment
and tool rental
company

• Canada’s Home
Hardware has a
new ad campaign
that emphasises
projects

The Home Depot is
acquiring Compact
Power Equipment, a
provider of construction and landscape
equipment rental and
maintenance services,
in a USD265 million
cash deal.
The deal bolsters
Home Depot’s position in the market for
equipment rental to
both professional and
do-it-yourself customers. Home Depot CEO
Craig Menear said in a
statement:
The acquisition
allows us to further
improve the customer experience — in
particular for pros
— through enhanced
equipment and tool
rental offerings. It also
allows us to grow Compact Power’s best-inclass building services
capabilities.
Compact Power
Equipment has been a

business partner of
Home Depot’s since
2008. The companies’
partnership began
with three pilot
equipment centres at
the retailer’s Charlotte, North Carolina
stores. By 2015 it had
grown to 1,000 Home
Depot stores across
the US and Canada.
Home Depot said
the cash acquisition
would close in the company’s fiscal second
quarter.
Revenue for the U.S.
equipment rental
industry was expected
to increase by 3.4% to
USD49 billion in 2017,
based on an American
Rental Association
report conducted
with IHS Markit. Tool
rentals are expected to
grow by 4.3% annually
from 2016 through
2020, according to the
projection.
The deal is Home

Depot’s first big acquisition since August
2015, when it acquired
Interline Brands Inc.
for USD1.7 billion to
establish a platform
in the maintenance,
repair and operations
(MRO) market where
it primarily serves
institutional customers (such as educational and health-care
institutions), hospitality businesses, and
national apartment
complexes.
Also in 2015, Home
Depot acquired HD

Supply Hardware Solutions, known as Crown
Bolt, a leading supplier of fasteners and
builders hardware to
retailers in the US. And
in January 2014, Home
Depot acquired Blinds.
com, an online seller of
window coverings.
Compact Power is
majority-owned by Canadian private equity
firm Kilmer Capital
Partners.
https://goo.gl/YgJ71c
https://goo.gl/sGSJdL

Home Improvement eRetailer Summit expands focus
Accelerating online
sales in the home improvement retail space
is the mandate of the
second annual Home
Improvement eRetailer
Summit. This event,
being held September
13 to 15, 2017, at the
Rosen Shingle Creek in
Orlando, Florida (USA)
will feature a confer-
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ence and networking
opportunities for vendors and e-commerce
retailers.
The purpose is
simple: to help the
hardware and tools,
home decor, paint,
housewares, lawn and
garden, outdoor living,
continues next page

usa
update
Home Hardware’s “Here’s How” campaign
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As part of its latest
brand positioning, Canada’s Home Hardware
has launched a new
campaign that shows
a couple stepping into
their new home and
discovering all the
projects they have
ahead of them to fix
the place up. They are
able to tackle them,
though, thanks to the
supplies and advice
they get from their
local Home Hardware
store.
The retailer recently
debuted its “Here’s
How” positioning, replacing the “Homeowners helping homeowners with expert advice”
tagline it had used for
nearly eight years.
The core of the old
brand positioning was
that Home Hardware
stores were a place
would-be DIYers could
get friendly, helpful advice from people living
and working in their
communities. The new
campaign keeps that
element of the brand’s

positioning, albeit in a
more subtle way, with
the spot ending with
the tagline “Do it yourself doesn’t mean do it
alone.” Rick McNabb,
VP of marketing and
sales at Home Hardware, said:
The old positioning
has been around for
a while and it’s served
the company well, but
it’s a mouthful. What
got us here is a higher
level of customer care
and going the extra
mile. It’s less about ‘expert advice’ and being
more grounded in the
experience our staff
has and how helpful
they’ll be. ‘Here’s How’
is not a radical departure from that, because
that’s our differentiation.
Mr McNabb adds that
“customer care” differentiation is important to maintain as a
competitive advantage
in a crowded category
that also includes The
Home Depot, Lowe’s
and Canadian Tire.

The advertising
agency, John St. has
also created a series of
short videos focusing
on products exclusive
to Home Hardware
stores. That was a
major part of Home
Hardware’s previous
marketing efforts, and
Mr McNabb said those
efforts were successful
in drawing traffic into
stores.
It’s a traffic driver
and differentiator, and
the hope is we can get
you excited about the
other stuff in the store
once you’re there. But
along the way, it can
get you away from the
notion of home improvement and you run
the risk of becoming
known as an ‘exclusive
item’ brand.
That’s part of the
reason why the newest
campaign focuses on
projects, as it allows
the brand to show off
every category it plays
in and how it can serve
any home improvement need someone

might have. It’s also
applicable across the
company’s three retail
banners: the typical,
small-format Home
Hardware, the larger
Home Hardware building centres for contractors and large-scale
projects and hybrid
locations that tend
to be located in more
suburban locations. Mr
McNabb said:
We wanted a campaign that would be
an overarching Home
Hardware campaign
that could speak to
all of our banners and
the different needs we
serve.
He adds it is also

looking to speak a bit
more directly to younger consumers, as Home
Hardware’s previous
marketing has skewed
older to a demographic
that grew up with the
brand and already has
a high affinity for it.
Here is a link to the
video of Home Hardware’s latest advertising campaign:
https://goo.gl/
qmeZMj

these important categories.
Retailers looking
to understand the
e-commerce space and
vendors who wish to
make real connections
with leading e-retail
decision makers will
find this forum a way
to meet, share ideas,
and develop concrete
strategies for growing

online sales.
About the Home
Improvement eRetailer
Summit.
If you are interested,
please contact Sonya
Ruff Jarvis: sonya@
eretailersummit.com.

https://goo.gl/LwRuvM

Home Improvement eRetailer Summit (cont.)
and flooring sectors develop winning e-commerce strategies. This
year’s event will also
include housewares
and kitchenware,
furniture, and large
appliances.
The highlight of this
year’s eRetailer Summit is an “e-commerce
boot camp” to learn
best practices from

leaders in the online
selling marketplace.
The conference will be
capped by a presentation by Alyssa Steele,
divisional merchandise
manager – home and
garden for eBay.
A logistics Q&A will
examine the demands
being put on the delivery aspect of online
sales. Event founder,

Sonya Ruff Jarvis from
Jarvis Consultants
said:
Online housewares
sales are hot, and
large home goods
have historically been
considered too large or
unwieldy to sell online.
We want to make sure
retailers and vendors
alike are on top of the
trends affecting all
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europe update
BUKI increases pilot
store program
in this
update:
•start
Bunnings
text United
Kingdon & Ireland is accelerating its pilot store
program and
opens its fourth
store
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• Kingfisher-owned
Screwfix has a
new boss

• Travis Perkins
is working with
tech startups to
grow its business

Bunnings United
Kingdom and Ireland
(BUKI) said it plans
to double the number
of stores launched in
2017 from 10 to 20 after
a “positive response”
from customers to pilot outlets in St Albans
and Hemel Hempstead.
BUKI managing director Peter “PJ” Davis
said:
Increasing the
number of pilot stores
to 20 will give us the
opportunity to test the
concept in new geographies, with different
demographics, across a
range of store sizes.
We are determined
to combine the best of
Bunnings Warehouse
with what UK consumers want. The success
of the pilots still
remains a precursor to
additional investment.
The retailer is trialling its Bunnings Warehouse concept to “road
test” demand in Britain
before rebranding all
its Homebase stores.

nings is yet another
endorsement of the
UK’s attractiveness
to overseas investors.
At Wesfarmers’
investor day in early
June, Wesfarmers
warned that the
Bunnings UK
business would lose
money in the first
half of 2018 as well
Mr Davis admitted
as in the 2017 June half.
that the expansion
It blamed the losses
came during a tough
on a combination of
time in the retail sector restructuring costs,
as shoppers face an
bad weather and the
increasing squeeze on repositioning of Hometheir spending power
base’s bathroom and
from rising inflation.
kitchen offer.
However, he said the
firm had seen “very
Milton Keynes
little inflation” in its
and more
own prices after the
pound regained some
The announcement
ground from the lows to double its pilot store
seen in the immediate program was made as
aftermath of the Brexit Bunnings opened its
vote.
fourth store in Milton
Over 1,000 jobs are
Keynes, Buckinghamexpected to be created shire, a large town
from opening the addi- located about 72 km
tional stores, according north-west of London.
to the big box retailer.
This store is the secInternational Trade
ond one in the area and
Minister Mark Garnier the largest in the UK
said:
and Ireland, at more
This is a significant
than 90,000sq ft.
and welcome investIt stocks more than
ment by Bunnings …
35,000 different home
The Department for
improvement and
International Trade
garden products,
works with companies including a mix of
around the world to
international and
promote the strengths British brands from
of the UK and this
Purdy’s paintbrushes,
investment from Bun- never before available
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to non-professionals,
to Ryobi and DeWalt
tools. Paint mixing services from Johnstone’s
Trade, Crown and Dulux are also available
in-store.
To celebrate the opening, Australian racing
driver Mark Webber,
a nine-time Grand
Prix winner, hosted a
welcome breakfast for
team members. The
store’s complex manager, Kevin Dale, said:
It is great to finally
open our doors to
customers. Our team
members have worked
really hard to get the
store ready for opening. Collectively we’ve
already completed
more than 1,500 training hours to make sure
we have the expertise
to help with home or
garden projects.
BUKI also has plans
in place for a fifth pilot
outlet in Folkestone,
before overhauling
Homebase stores in
Thanet, Sittingbourne
and Basildon Vange.
https://goo.gl/SNVw8T
https://goo.gl/LnwzS6

europe
update
Travis Perkins seeks new tech to lift trade
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Builders’ merchant
and home improvement retailer, Travis
Perkins has initiated
an accelerator program
called “BreakThru” as
a way to benefit from
tech start-up businesses.
BreakThru is part
of a company-wide
initiative to embrace
digital methods that
could future-proof
business operations
and enhance customer
experience across Travis Perkins’ 22 brands.
Led by chief digital
officer Cheryl Millington, the program has
been launched to expose the group, which
operates over 2,000

branches, to entrepreneurial thinking and
new products.
BreakThru, in collaboration with innovation specialist L-Marks,
will allow successful
start-ups to validate
their business ideas
over the course of an
11-week partnership
program.
Up to GBP200,000
each is available for
those digital entrepreneurs coming up
with the most viable
solutions.
Travis Perkins said
it is exploring ways to
streamline customer
service, improve health
and safety, and create
fleet and workforce

efficiencies. It also
hopes to find start-ups
that can create a seamless digital customer
experience, including
technologies to create
real-time inventory
visibility and management. Chief executive
John Carter said:

Our goal is to provide
a seamless customer
experience through
harnessing the latest
innovations and ideas
brought by start-ups.
We hope the startups who join us can
challenge us internally,
while we also hope to

provide them with the
expertise and support
to take their product
or solution to the next
level.
https://goo.gl/er1R5o

Executive moves at Kingfisher
kitchens and bathrooms at B&Q.
Screwfix, with over
500 stores, has recently
been a major driving
force at Kingfisher,
last year growing
sales 23% to GBP1.3
billion thanks to
strong growth from
the specialist trade
desks, digital growth
and the opening of 70
outlets in the UK and
Germany.
Mr Livingston will
be succeeded by
Andrew Livingston (second to the right) is leaving his position as Screwfix CEO
Screwfix’s operations
plier, Howden Joinery. ecommerce director
and property director
The CEO of KingfishAndrew Livingston
in 2009. This followed Graham Bell, who has
er-owned DIY retailer has headed up Screw- stints as chief operatheld roles within the
Screwfix is leaving to
fix since 2013, after
ing officer of Wyevale Kingfisher group for 18
become chief executive joining the company
Garden Centres and as years.
of British kitchen sup- as commercial and
commercial director of
At Howden Joinery,
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Mr Livingstone will
replace its founder
and chief executive
Matthew Ingle, who
will retire in the first
half of next year after
22 years at the helm.
Kingfisher’s head
of sales & operations
head has also exited
the company after less
than a year. Jean-Paul
Constant’s departure
follows soon after B&Q
retail director Damian
McGloughlin leaving to
go to Bunnings UK and
Ireland.
https://goo.gl/X7QAjc
https://goo.gl/LVsFKt

news
New homebuyers spend
more on renos: Houzz
in this
update:
• The latest Houzz
survey of Australian renovators
indicates that
recent homebuyers spend more
on projects
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• Pizza oven kits
made in Australia
are being exported to the USA
• Paint developed
by researchers
at Melbourne’s
RMIT can be
turned into clean
energy

Recent homebuyers
are taking on larger
scope projects than
other home renovators
according to the “Houzz & Home Australia”
survey put together
by the home renovation and design online
platform.
The survey which
took in almost 10,000
respondents across
Australia and a further 185,000 globally,
revealed that 29% of
home renovations are
driven by recent home
purchases.
The study found that
recent homebuyers
are nearly twice as
likely to renovate all
of their interior spaces
than the average home
renovator (15% versus
8%, respectively).

In terms of priorities,
kitchen projects top
the list for recent buyers (31% versus 25% for
the average renovating
homeowner), followed
by living rooms (32%
versus 23%) and
master bathrooms
(22% versus 17%). Nino
Sitchinava, principal
economist at Houzz,
said:
2016 was another
strong year for the
home renovation
market, with homeowners continuing to
invest in their homes.
While the majority
of renovations are
spurred by homeowners’ desire to upgrade
a home they have
lived in for some time,
recent home purchases
are also an important

driver of home renovation activity. Recent
homebuyers tend to do
more, spend more, and
are more likely to hire
professionals to help
with their renovation
projects than other
homeowners.
The study also found
that half of homeowners are currently
planning to begin or
continue renovations
in 2017 (50%) and plan
to spend an average
of $47,000 on home
renovations.
In 2016, kitchen renovations commanded
the highest spend
($19,300), followed by
master bathrooms
($12,300), according to
Houzz.
In terms of a breakdown of spending and
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redesigns and rebuilds,
the Houzz study found
in order to create
more energy efficient
homes, homeowners
are installing home
automation technology and solar systems
during their renovations (8% and 7%
respectively).
Australian homeowners are also health
conscious with almost
a quarter reporting
health concerns as
a priority in their
renovation project
(24%) while nine in ten
renovating homeowners hired professionals
for their renovation
projects in 2016.
https://goo.gl/R2CeFs

news
Export sales for locally-made pizza oven kits
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A Hallam-based
pizza oven business in
Victoria that started
six years ago as a side
project for engineer
Ben Guilford has just
sent it first shipment
of ovens to the US.
The Melbourne Fire
Brick Company makes
pizza oven kits that
allow people to build
their own ovens as
do-it-yourself projects. Mr Guilford said
the overseas orders
started flowing in as a
result of the company’s
YouTube videos that
showed how to build
the ovens. He said:
We get thousands of
views per month and a

lot of people were contacting us when they
saw our video saying,
‘This is great product
there is nothing like it
here in the USA, how
much will it cost to
send it to New York or
Iowa?’
To send one oven is
very expensive but
to send 20, once you
spread it out, it’s much
cheaper per unit. A lot
of people say they want
to build a real brick
oven and [with this] all
the hard work is done
for them and they put
it together like a Lego
set.
Mr Guilford started
making pizza ovens

using his experience
as a mechanical and
aeronautical engineer
and his studies in heat
transfer and aerody-

namics.
He also has a new
side business — a catering company — and
sells breakfast pizzas

at the Home Timber &
Hardware store in Beaconsfield on weekends.
https://goo.gl/
xw5uoK

“Solar” paint can transform into clean energy
Researchers from the
Royal Melbourne Institute of Technology
(RMIT) have developed
a paint that can generate hydrogen fuel from
moist air and sunlight.
The team expects the
technology to be ready
for commercial use in
five years.
The paint combines
the titanium oxide
with a new compound:
synthetic molybdenum-sulphide. The

latter acts a lot like
the silica gel used in
sachets to absorb moisture and keep food,
medicines and electronics fresh and dry.
But unlike silica gel,
synthetic molybdenum-sulphide absorbs
solar energy as well
as moisture from the
surrounding air. It can
then split the water
into hydrogen and
oxygen, collecting the
hydrogen for use in

fuel cells or to power
a vehicle. RMIT lead
researcher Dr Torben
Daeneke said:
We found that mixing
the compound with titanium oxide particles
leads to a sunlight-absorbing paint that
produces hydrogen
fuel from solar energy
and moist air. Titanium oxide is the white
pigment that is already
commonly used in wall
paint, meaning that
the simple addition of
the new material can
convert a brick wall
into energy harvesting
and fuel production
real estate.
His colleague, distinguished professor
Kourosh Kalantar-zadeh, said hydrogen was
the cleanest source of
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energy and could be
used as an alternative
to fossil fuels.
Though the paint
isn’t expected to be
commercially viable
within the next five
years, Dr Daeneke
believes the end
product will be cheap
to produce. He also
claims the paint would
be effective in a variety
of climates, from damp
environments to hot
and dry ones near
large bodies of water.
He said:
Any place that has
water vapour in the
air, even remote areas
far from water, can
produce fuel.
The paint could be
used to cover areas
that wouldn’t get
enough sunlight to

justify the placement
of solar panels, maximising the capability
of any property to
generate clean energy.
Any surface that could
be painted to a fence,
a shed or a doghouse
could be transformed
into an energy-producing structure.
When this new material finally makes its
way to consumers, it
will join the ever-growing list of innovative
technologies that are
moving humanity
away from fossil fuels
and toward a future
of clean, renewable
sources of energy.
https://goo.gl/YTHdGw
https://goo.gl/a9jff3

NEW PRODUCTS
Worx senior product manager, Jeanne White, said
advanced intelligence can be defined as the capability of
a machine to imitate intelligent human behaviour. This
is just what the company’s engineers had in mind when
they created the Worx Ai Drill.
The Ai Drill has three drive modes including drill,
SafeDrive and PulseAssist, which are activated by touch
sensitive keypads on the top of the drill.
BitLock is another key feature of the Ai Drill. Load a drill
or driver bit into the tool’s chuck, and its motorised jaws
tighten and self-centre the bit. It does this with 30%
more torque than hand tightening, according to Worx.
The Ai Drill has no clutch settings. It relies entirely on the
tool’s internal electronics to safely drill holes, drive and
remove screws, regardless of the work material.
When SafeDrive is selected, it delivers just the right
amount of torque necessary to drive the screw and then
backs off once the screw head is flush with the surface.
With PulseAssist, the Ai Drill applies enough bit rotation
to drive the screw snug to the surface without over-tightening or stripping the screw head.
https://goo.gl/NXwtbV

Fiskars Xact Weed Puller means it
could be time to ditch the potentially
harmful chemicals in herbicides to eradicate weeds. The tool can help alleviate
the effects of digging, bending, and
backaches.
Engineered to facilitate easy removal
of root weeds, the Xact Weed Puller is
ergonomically designed, and allows
users to tackle weeding jobs of any size.
A 1m reach means users don’t need to
be on their hands and knees in the garden, while the stainless steel prongs will
penetrate the earth, grip the root firmly,
and remove the weed.

Stihl has introduced its AR 2000 backpack battery, which is part of the Stihl
Lighting Battery System. The company
said this product delivers exceptional
run times which allows users to work up
to 11 hours on one charge.
The AR 2000, as a replacement to the
AR 900 backpack battery, includes an
ergonomic hip belt and chest strap that
evenly distributes the weight of the
battery, which reduces operator fatigue.
The AR 2000 comes equipped with builtin microprocessors and sensors that can
monitor temperature and automatically
shut down the battery in the event of
overheating.
Recharging to 100% capacity takes only
130 minutes when using the Stihl AL
500 high-speed charger.
https://goo.gl/nchh7N
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First unveiled at the international Consumer Electronics Show (CES) in January
2017, Swann’s Thermal-Sensing HD
Security System captures and records
HD 1080p video footage from up to
eight cameras, and will be coming to
Australia.
Swann claims the thermal sensing capabilities of the system allow more than a
full year’s worth of security events to be
captured on its 1Tb internal hard drive.
The heat-based PIR motion detection
sensors called “True Detect” are able to
accurately detect large heat-generating
objects like people, large pets and cars,
then begin recording and send a push
notification to a smartphone or tablet.
It features night vision with a range of
up to 30m.
https://goo.gl/p2nLtr

NEW PRODUCTS
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Cub Cadet’s Z-Force SX 54 is equipped with a 24 HP
professional grade Kawasaki FR Series V-Twin engine.
A 54” triple blade cutting system provides a wide cut,
while its heavy duty welded steel frame gives the SX 54
a long life.
The SX 54 features a steering wheel with patented
Synchro Steer technology, providing 4-wheel control
to create genuine zero-turn manoeuvrability and a PTO
clutch, utilising electronic fingertip engagement. It also
has a high-back elasticity vibration control suspension
seat with armrests, which minimises fatigue and reduces
the likelihood of back pain after sustained use.
the same level of agility as the SX 54.
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The new SuperCut Construction FSC500QSL multi-tool
from Fein Power Tools utilises the Starlock Max system
which allows end-users to change accessories in less
than three seconds. It can use all types of Starlock blades
(Starlock, Starlock Plus and Starlock Max).
The tool fully decouples the self-supported motor
from the motor housing by using flexible dampening
elements. This means Fein has been able to reduce the
vibration by 70%. In turn, this has reduced the noise by
50%. With its ergonomic design, the SuperCut can be
continually used by tradespeople for high load applications over sustained periods.
The mains-powered SuperCut Construction has a 450W
Fein high power motor, which achieves up to 45% more
work progress and delivers more precise results than its
predecessor.
https://goo.gl/kGDuHq
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At ABSCO Industries, it is our mission to manufacture the best
outdoor storage and garden products available anywhere.
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ABSCO Industries
is a wholly owned
Australian company
manufacturing a
large range of steel
products including
garden sheds, large
outdoor structures
and garden beds.
From its manufacturing facility in Brisbane, ABSCO offers
an extensive range
of over 350 different
types of outdoor
products. ABSCO
Industries has been
the major supplier
of these products to
the hardware and
outdoor building
industries for over
40 years. The good
reputation that we
built up during those
years is now being
recognised throughout Australia and
rapidly expanding
overseas markets.

reduces the time and
effort required. ABSCO Sheds assemble
up to 80% faster than
its competitors.
Most components
are marked with part
numbers which are
also clearly identified throughout the
three dimensional
drawings displayed
in the assembly
instruction booklet.
SNAPTiTE reduces
screws by 75%! It
permanently locks
all perimeter channels to all roof and
wall sheets without
the need for tools
and fasteners. Most
other connection
points have been
fully pre-punched to
maximise the ease of
assembly.
ABSCO has an
ongoing dedication
to product development. Being small
and nimble allows
SNAPTiTE
ABSCO to design
Technology
products that are
ABSCO products
on trend and bring
feature the unique
them to market
patented SNAPTiTE quicker than a traditechnology. This rev- tional manufacturer.
olutionary assembly
system dramatically

For more information,
please visit our website at
www.abscosheds.com.au
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Starrett Australia introduces new bi-metal hole saws
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The origins of the L.S.
Starrett company go back
to 1880 when Laroy Starrett, a farmer from the state
of Maine in the US, set
out to make a new kind of
combination square. The
problem in producing the
square was that the heat
generated in grinding the
straight edge would lead
to the formation of an imperfect edge. In what was
to become a trademark
for the Starrett company,
Mr Starrett solved this
problem in production and
metallurgy, and produced
a square that became a
“hot seller” in the market.
Soon Starrett added a
range of other measuring
tools, such as steel tapes,
callipers and micrometers.
The next advance in metallurgy Mr Starrett brought
to the field came with the
production of hacksaw
blades. Unsatisfied with
the quality of blade that
then-standard processes
produced, he developed
the unique “bi-metal”
blade. Bi-metal unique
technology joins two strips
of high-speed steel wires
to a backing steel in a solid
phase, using the principle
of solid-state diffusion
bonding.
Bi-metal unique technology is totally different from
traditional weld or laser
bonding, which rely on
metal fusion as the union
agent at the interface.

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

products, the Fast Cut and
the Deep Cut lines.

Fast Cut
The new Fast Cut Bi-Metal Hole Saws contain an
extra cobalt HSS tooth
material for enhanced
heat and wear resistance,
along with a new 5.5 TPI
positive rake tooth design,
to ensure a smoother and
faster cut when compared
against our previous Constant Pitch Hole Saw.
The features include:
• New tooth material with
extra cobalt for enhanced heat and wear
resistance - improving
the product life.
• New 5.5 TPI positive
rake tooth form provides less torque for a
smoother, faster cut in
all materials.
• 30% extra gullet volume
for better material penetration.
• Ideal for stainless steel
and mild steel sheet,
tubes and other materials with a thickness of
up to 3mm (1/8”).
• Size range: 14mm
- 210mm (9/16” 8.9/32”).
• 41mm (1.5/8”) hole saw
depth.

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

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

•

•
•
•
•

performance on tubes,
particularly where there
is a need to cut through
both sides.
New tooth material with
extra cobalt for enhanced heat and wear
resistance - improving
the product life.
Ideal for solid materials
greater than 3mm (1/8”)
in thickness.
Aggressive material
penetration and kerf
clearance.
Size range: 19mm 210mm (3/4” - 8.9/32”).
51mm (2”) hole saw
depth - requires arbors
with an extended length

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

Packaging
In addition to innovative
products, Starrett also
offers attractive packaging
and PoS materials. These
EVA (Ethylene Vinyl Acetate) cases offer protection
for Starrett’s hole saws,
and make a great sales
tool as well.
The kits are designed for
specific uses, including
locksmiths, electricians,
plumbers, industrial uses,
and general purpose kits.

Contact Starrett Australia:
Tel: 61 2 9620 6944
Fax: 61 2 9620 6988
info@starrett.com.au
au.starrett.com
Unit 2, 57 Prince William Drive
Seven Hills, NSW 2147
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