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CONFERENCE 2018

Pick up the odd prize or two

Hear some interesting speakers

Check out the trade show

Have some fun!

It’s back, and 
better than ever!

240 stores

800 at gala 
dinner

expo 
booths160

HBT Conference 2017 numbers

MAY 2 TO MAY 4
ADELAIDE

COME ALONG TO ADELAIDE!
CALL:1300 305 719  EMAIL: events@hbt.net.au   

HBT’s 2017 Conference was the biggest and best ever — and this 
year is set to be even bigger and better! Hosted at the Adelaide 
Convention Centre, set on the Karrawirra Parri (Torrens River), it’s 
an ideal location for an HBT-style get together.

In addition to information, there’s the opportunity to win prizes 
during the trade show, and  SSP prizes at the Gala Dinner. There 
is a lineup of exciting speakers, and, as usual the surprise dress-
up day. In 2017 we had the “pink” day — who knows what they will 
come up with this year!

PLUS, of course, some really fantastic deals from suppliers at the 
tradeshow, and an opportunity to preview lots of new products.

Don’t miss out! Call HBT on 1300 305 719 to reserve your place.
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NEW CUSTOMERS

KEY SUPPLIERS

RELATIONSHIPS

The No. 1 reason many suppliers come to the HBT 
Conference and Tradeshow is to build relationships 
with new customers. There is nothing quite like the 
atmosphere at an HBT event, with its mix of experi-
ence, professional retailers, combined with a sense 
of community and family. It’s simply the best oppor-
tunity to present your products and brand to new 
markets, as an insider.

Special opportunities abound for 
members of HBT’s Key Suppliers 
program at the annual Conference. 
These include special demarka-
tion of booths through the use of a 
floormat banner, which 
helps to encourage 
HBT members to en-
gage with suppliers.

Today’s electronic communications, and connected, 
active reps in the field have revolutionised custom-
er relationship management. But there remains 
no substitute for face-to-face engagement. During 
in-person conversations, customers tell suppliers 
more than they otherwise might. It’s an ideal time 
to introduce new tools and pricing initiatives — and 
to sort out any issues that might influence a future 
relationship.

CONTACT HBT TODAY TO RESERVE YOUR SPACE. CALL 1300 305 719
2637-02_HBT_Floor Posters-Mats_1D.indd   1 30/09/2016   12:24 PM
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JOIN US IN ADELAIDE! CALL 1300 305 719  EMAIL  EVENTS@HBT.NET.AU #HBTINSA

“We had a great time. As 
this was our first confer-
ence, everything was new! 
HBT have introduced me 
to suppliers that would 
not usually look at me.”

“Having the tradeshow 
over 2 days was excellent. 
I like how it was spread 
out with some time off 
— better than other confer-
ences I have attended!”

“Exceeded all expecta-
tions, very well run, very 
approachable group as a 
whole. Looking forward to 
next year in Adelaide!”



contents
Grant Crowle, hardware activist
After 30 years in hardware retail, and 14 years running The 
Hardware Store in the inner-Sydney suburb of Balmain, 
Grant has concluded that town planners are not the small 
retailer’s best friend. As a result, he has become a reluctant 
activist, seeking to address, among other things, the 
different treatment larger retailers often receive.

The Buying Group puzzle
The differences between the major buying groups are quite 
stark, but what is the economic, market basis for those 
differences? Using the work of economist Robert Steiner, 
HNN models what the groups are doing, and suggests 
where their current directions will eventually lead.

Bunnings FY2017/8 H1 results
While the market was given a preview of the bad news 
from Wesfarmers as it wrote down over $1 billion, there was 
plenty of good news as well. With the shift to a demerged 
Coles, it’s likely Bunnings ANZ will receive further 
investment, and take the lead at Wesfarmers.

Showtime! Join HBT in Adelaide
The Hardware & Builders Trading group (HBT) is set to host 
a ripper 2018 Conference in Adelaide at the start of May. 
Read all about what Adelaide has to offer, and what you can 
expect from HBT.

37: click to view

50: click to view

28: click to view

82: click to view



Bosch has introduced 
the GLL3-330CG, GLL3-
330C and GLL3-300 
three-plane levelling 
and alignment line 
lasers for the US 
market, beginning 
March 2018. The self-

levelling lasers provide one 360-degree horizontal plane 
and two 360-degree vertical planes with 
references that cover the floor, wall and ceiling 
to serve all levelling needs. 

contents - II
HBT appoints new CEO
The new CEO for the Hardware & Builders Traders 
(HBT), Greg Benstead, took time out to chat with HNN 
about his past, and the future plans he is helping HBT 
to develop. Greg turned out to be a very down-to-
earth executive, with 24 years experience in retail at 

Woolworths, as well as 
time spent at Steinhoff 
and Metcash.

ABS additions/alterations
The ABS has released its stats for 
renovations, based on household 
spending figures, not approvals. These 
reveal an interesting shift in the market.

COMMENT
What are the real advantages of 
belonging to a buying group? Obtaining 
better supplier prices, and getting your 
supplier questions answered is one 
aspect. In the future, though, the biggest 
boost buying groups may give retailers 
is helping them to better manage their 
networks of customers.
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If there is going to be a point of focus for the 
Australian hardware industry in 2018, it’s likely 
to be on buying groups. In particular, the Met-
cash-owned Independent Hardware Group (IHG) 
and the fully independent Hardware & Building 
Traders (HBT) are going to get some attention. 

IHG has completed its amalgamation of Mitre 10 with the previ-
ously Woolworths-owned Home Timber & Hardware Group (HTH), 
and has started what seems to be a soft transition from being a 
group with two equal main brands, to a group with a major brand 
and a secondary brand. Mitre 10 will be the lead brand (much, we 
are sure, to the surprise of literally nobody!).

Meanwhile, HBT has gained a new CEO, after being served ably 
by Mike LoRicco and Mike Coates as what amounted to interim co-
CEOs. The still very much missed Tim Starkey was in many ways 
the ideal leader of HBT as a startup. HNN has met with the new 
chap, Greg Benstead, and it is evident he’s the guy to help lead HBT 
through the next step of its development. Greg underwent execu-
tive training at Woolworths during his decades of working there 
in hands-on retail, transitioned to international retailer Steinhoff, 
and also ran retail at Sydney Airport. (There is an interview with 
him in this issue.)

Aside from these developments, one reason why buying groups 
are going to be of increasing importance in the years to come is 
that there are signals coming out of Wesfarmers that the Austra-
lian operations of Bunnings (BANZ) are likely to get something 
of a boost in the near future. Wesfarmers is moving to “demerge” 
Coles, which involves shifting it into its own ASX-listed company, 
separate from Wesfarmers, though the latter will retain up to a 20% 
interest in the supermarket, liquor and convenience store chain. 

The goal of the new Wesfarmers managing director, Rob Scott, 
is to take the platform assets Wesfarmers has — capabilities that 
enable its businesses, rather than the core businesses themselves 
— and leverage these to produce growth. Viewed through that par-
ticular lens, a business such as Bunnings is much less about selling 
hardware to a broad segment of Australian consumers, and more 
a company that is able to, in a very sophisticated way, restructure 
the supplyside of markets through the use of “captive” and home 
brands. 

Just as a thought experiment, imagine what would happen if 
Bunnings decides to go after a business such as trade tool specialist 
Total Tools, not only by expanding its existing Bunnings stores, 

comment
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but by launching a custom operation that is all trade tools, 
similar to the European hardware retailer Kingfisher’s Screw-
fix brand. What kind of effect would a Bunnings’ captive 
brand abrasives supplier — that delivers close to the quality 
of Flexovit at 60% of the trade price — have on the overall 
hardware market?

In a market environment such as that one, the major 
benefit of being part of a buying group isn’t just that a retail-
er gets access to better supply prices, and has its concerns 
treated with some attention by suppliers. The major benefit 
becomes the level of agility the buying group can supply. 
Buying groups are a way to pick up readymade relationships 
with a broad range of suppliers, and to quickly shift emphasis 
from areas producing poor returns to those that do better.

Those are defensive measures, but what about more active 
measures? 

In the end, we can look at the trade end of the hardware 
market as having three main influences: scale, cost of prod-
ucts, and the strength of network attachments. Large retail-
ers will pretty much always have the upper hand in terms of 
scale and cost. But smaller retailers will always have stronger 
network attachments with their customers. 

While it is very important to remain “in touch” on issues 
of price and range, the real benefit to smaller retailers comes 
from enhancing network connections. This remains a largely 
under-utilised area, and it seems likely that over the next two 
years buying groups will move move actively to make better 
use of it.

As another thought experiment, what if, for example, 
buying groups could offer retailers the means to more closely 
interact with their trade customers, to provide them with 
facilities such as discounted accounting and business man-
agement assistance? Or even (and this would be revolution-
ary for some) a revolving 90-day line of credit, guaranteed by 
a major financial institution?

Buying groups have managed to help smaller retailers stay 
in business by providing them with good and profitable rela-
tionships with suppliers. In the coming years, that could shift 
to being as much about helping them enhance their relation-
ships with their trade customers.
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name:
• Greg Benstead

company:
• HBT

position:
• CEO

history:
• Woolworths
• Sydney Airport 

retail
• Kuwait depart-

ment store
• Steinhoff Interna-

tional
• Specsavers
• Metcash

It’s no secret that the untimely 
passing of Hardware & Building 
Traders (HBT) group manager Tim 
Starkey was deeply felt by HBT itself 
and many others in the hardware 
industry. Mike LoRicco and Mike 
Coates stepped in as interim manag-
ers, and have kept the organisation’s 
fast paced growth going over the past 
18 months. However, they realised 
that in 2018 it would be a good idea 
to move to a single point of manage-
rial focus, and began a search for a 
permanent CEO.

The person HBT has appointed 
to the role is Greg Benstead. HNN 
caught up with Greg outside a meet-
ing of the HBT executive in Mel-
bourne in mid-March. Despite being 
very busy getting up-to-speed with 
the group and his new responsibili-
ties, Greg was kind enough to have a 
quick chat with HNN, and to fill us in 
on some of his background.

The Woolworths opportunity

Greg’s professional life follows a 
pattern that is familiar with many other top 
executives in retail. He started out actually 
doing a trade (as also did, for example, former 
Woolworths CEO Grant O’Brien) as a fitter and 
turner. He began by working at his father’s own 
business in Brisbane, Queensland. When his 
father retired, he decided not to continue in the 
family business, and instead found a role work-
ing in retail with Woolworths in West Burleigh, 
on Queensland’s Gold Coast. What began as a 
casual choice quickly became a career, and Greg 
remained at Woolworths for some 24 years.

“So I started with Woolworths, and the good 
thing with Woolworths, because they are a large 
organisation, I started as a trainee manager and 
worked my way up,” Greg tells us.

That allowed me to work all over the state of 
Queensland, and I managed stores in  the Gold 

Coast and Brisbane. I moved from store man-
ager into an area manager role, and then into 
a state merchandise manager role. I ended up 
looking after everything that wasn’t food in a 
Woolworths supermarket. 

Woolworths was floated on the Australian 
Stock Exchange in 1993. In 1999 the company 
kicked off what it called “Project Refresh”, an 
initiative started by newly appointed chief 
executive Roger Corbett, who remained in that 
position until 2006. Project Refresh eventually 
became a core part of the Woolworths business, 
going through three phases, which finally came 
to a conclusion in 2015. Its goals were to bring 
the Woolworths supplychain up to world class 
standard, enabling it to both enhance its mar-
gins and to lower prices for customers.

Greg was one of the beneficiaries of the wave 
of changes that Project Refresh brought to 

Greg Benstead, HBT 
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Woolworths. The company became more cen-
tralised, and Greg was one of those selected to 
join the new core executive team that was being 
built.

Woolworths took about 10 people from every 
state to form the national team. I was invited to 
come to Sydney to be part of that team. I ended 
up becoming the national advertising and mar-
keting manager for Woolworths. As part of that, 
I was in charge of the conversion from Safeway 
into Woolworths in Victoria.

In a big organisation, you can go into market-
ing but in reality it’s a management role. You 
have experienced people all around you. All you 
need to do is tap into that experience. So it was 
quite okay to be a marketing manager without 
a marketing background. It worked quite well. 
In fact it was quite beneficial because you ended 
up being the conduit for the what the agencies 
thought the business should do.

While successful in the role, Greg had a prefer-
ence for the “harder” end of the business. 

Marketing wasn’t my “first love” so, I went 
back towards the buying team. I looked after a 
category called grocery one. The food business 
is divided into grocery one and grocery two. 
Effectively, that meant I was in charge of half of 
the food aisles in Woolworths.

After 24 years with the company, however, 
Greg was also keen to try out his skills in new 
areas as well.

A recruitment company came and approached 
me about a role at Sydney Airport. So I took that 
role and became the retail director of Sydney 
Airport for a couple of years. Primarily termi-
nal one in Sydney, which is the international 
terminal. It’s like a big department store and the 
retailers that operate there are not individually 
owned. It’s all owned by the Nuance group out 
of Switzerland [which was acquired by Duffy 
in 2014]. And they own a couple of stores in T2 
and T3 as well. I was primarily dealing with 
Macquarie Airports. We were the second largest 
contractor to Macquarie. It was Qantas, us and 
then Virgin.

Overseas roles

His next move was even more “out of the box”. 
The same recruitment agency came back after 
he had spent two years working at the airport, 
and offered him a job working in the Middle 
East.

When they said Middle East I was initially 
thinking Dubai. When they asked me to take a 

look around, I noticed on the airplane ticket it 
said it was going through to Dubai to Kuwait! 
Which is, of course, surrounded by Iraq, Saudi 
Arabia and Iran. You could say the neighbouring 
countries make it something of an interesting 
place in which to live! So I turned up and sent 
some interesting photos back to my wife, just 
to cheer her up. Understandably, she thought it 
might be in a war zone.

Fortunately, far from being in a war zone, Ku-
wait proved to be every bit as civilised as Dubai. 
And it turned out that Greg had some natural 
advantages, due to his Aussie background.

As it turns out, Kuwait actually is like Dubai. 
It’s not compound living like in Saudi Arabia. We 
lived in a very open area, in a high-rise apart-
ment on the Gulf, and there were palm trees and 
beautiful restaurants. It was very nice. 

The difficulty in that part of the world is that 
Australia is a one class society, generally speak-
ing. But there it is not. You definitely have a 
multi-class system. And as an Australian that is 
the most difficult part to come to grips with.

So I was loved by the team because I treated 
everyone as an equal, and that works really well. 
Once again I became the conduit from the staff 
to our owners, which was a company owned by 
a very wealthy Kuwaiti family. We got to know 
each other really well and I grew to love it there. 
We grew the children’s department business. It 
was like Myer but on five levels that included 
fashion, toys, entertainment, play zone etc. Only 
in the Middle East can you build these things. 
The business expanded, during that period we 
opened another six stores.

What drove him to return to Australia was 
that his son had progressed through the first 
four years of school, and he thought it was time 
for him to bring his family back home.

Back in Australia

Greg did not have to wait long to find an 
opportunity to work for the Steinhoff company, 
owners of the Freedom retail group in Australia. 
After one interview in Johannesburg in South 
Africa, and another interview in Singapore, he 
found himself based in Sydney — and running 
the Steinhoff operations in New Zealand. It also 
wasn’t long, however, before he was helping the 
company set up an Australian business as well. 
The core concept was something on the lines of 
a “discount IKEA”, according to Greg.

From there Greg went into the Specsavers 
business, working as a retail consultant for 
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New South Wales, before moving on, along with 
many other ex-Woolworths executives, to work 
for Metcash as a regional manager.

HBT

It’s a great background to have coming into 
running one of Australia’s fastest growing hard-
ware buying groups. Greg tells us that “When I 
met the [HBT] group, I just decided I wanted to 
work with these guys.” Speaking to other exec-
utives at HBT, HNN heard a similar story. While 
they had considered more than one candidate, 
the people who met with Greg felt that they 
and he really “clicked”. 

I could see that this business had been success-
ful for 21 years on the back of being true to what 
its mission is, which is to get the best deal for the 
members, looking after suppliers, and putting 
the two together. If you can stay true to that 
model in a low-cost operation, you can’t help but 
be successful because it becomes this word-of-
mouth situation. People say, why wouldn’t I go 
that way? Why wouldn’t you do that?

The one thing that comes through very clearly 
about Greg in even a brief meeting is that he 
is the exact opposite of a technocrat. He’s very 
much a “people person”, and his orientation 
is towards bringing out the best in the people 
with whom he works, channeling their ideas 
and energies in such a way that the entire team 
becomes more effective. That said, his expe-
rience with organising growing businesses is 
going to be invaluable at HBT.

So I see my role as being simply to introduce 
a few more processes and systems to make sure 

things are as robust as they can be, but also I 
think add some outside opportunities that I see. 

There are opportunities in the way we go about 
category reviews, supplier reviews and also 
member engagement. People read the news and 
information in so many different ways, and we 
need to be a little bit more varied in the way we 
go to market, because if all you do is to just send 
an email, you may not reach them. So we need 
to come up with some platforms and come up 
better ways of using multimedia with the team 
so that they understand what we’re doing in the 
way that suits them best.

And Greg has, of course, understood the 
central, “chicken and egg” situation that is at 
the core of buying groups at the moment, as 
they seek to obtain order volume to drive down 
supply price:

It’s a two-way street. We have to get the best 
deals and it’s like this endless loop. If we can 
get our members to get on board with the deal 
offers, then we get you better deals! So that’s the 
challenge.
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in this  
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in this  
update:

• The housing 
market which 
appears to be 
generating a dip 
in the growth 
of house prices, 
especially in the 
bellwether NSW 
and VIC markets.

• At the same time, 
there is also a 
decline in expen-
diture in renova-
tions, as shown 
by ABS figures 
used to estimate 
Australia’s GDP.

• Looking at the 
wider economic 
context, it would 
appear Austra-
lians have rela-
tively less money 
to spend.

• One cause of 
this is under 
investment in the 
business sector. 

• Absent more 
direct stimulus 
for business, 
it is likely the 
hardware retail 
market will see 
subdued growth 
over the coming 
18 months.

Probably the two 
most interesting 
“secret troves” of data 
you can find at the 
Australian Bureau of 
Statistics (ABS) are the 
records it provides of 
exits and entrances of 
small businesses into 
the hardware sector, 
and the statistics with 
the reference number 
5206, which contain the 
numbers used to deter-
mine what Australia’s 
gross domestic product 
(GDP) is running at 
currently.

Hidden in a lot of 
very detailed num-
bers on household 
expenditure, are the 
numbers for what the 
ABS terms “alterations 
and additions”. These 
do not include main-
tenance numbers, but 
they do indicate expen-
diture on renovations 
and expansions to 
private dwellings. 

Where other mea-
sures of renovation 
provided by the ABS 
rely on building per-
mits, which means that 
work under $10,000 
does not get recorded, 
these numbers are 
derived (ie, backed out) 
of general household 
expenditure, and have 
no spending threshold. 
They thus provide 
quite an accurate 
reading of this kind of 
activity in the Austra-

lian market.
We’ve graphed 

these numbers 
for 2003 until the 
most recent num-
bers provided for 
the December 
quarter of 2017, 
and this appears 
in Chart 3. To 
provide some 
additional rele-
vance, we’ve also 
provided a graph 
of the ABS index 
for prices in the 
capitol cities of 
the states and 
territories. This 
appears in Chart 
4, though the two 
charts do not 
entirely match, as 
the price figures 
only go up to the 
September quar-
ter of 2017.

For additional 
background, 
we’ve also 
provided two 
charts from the 
Reserve Bank of 
Australia (RBA). 
Chart 1 provides 
further housing 
price details from 
a range of sources, 
and Chart 2 provides 
ABS-based numbers on 
investments in private 
dwellings.

There are a couple 
of conclusions that 
can be drawn from the 
numbers represented 
in these graphs. The 

first is that it seems 
that house prices in 
Australia, in general 
are at the least mod-
erating, and more 
likely entering a mild 
downturn. The second 
conclusion is that, 
even as that happens, 

spendings on renova-
tions and extensions is 
also declining.

 Over the past eight 
or nine years, the story 
that has been told 
about these numbers 
is that the market, 
in general will see 

statistics
Alterations/additions 
and house price change

Top, Chart 1. House prices from multiple sources, provided 
by the RBA. Bottom, Chart 2, investment in private dwellings, 
sourced from ABS data, and providded by the RBA.
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house prices go up and 
renovation activity go 
down, as people moved 
rather than upgrading 
their house. The con-
verse was also consid-
ered possible, where if 
house prices declined, 
renovation spending 
increased, as people 
altered their existing 
homes to suit changing 
needs. And, of course, 
in a situation which 
has been present for 
the past three or four 
years in some regions, 
house prices can go up, 
and renovation spend-
ing can also go up, as 
people invest heavily 
in their homes.

At the moment, the 
market has entered 
this fourth possible 
phase, where both 
decline. This means, 
in the simplest terms, 
that money — invest-
ment — is leaving the 
housing market and 
going elsewhere. 

The next question is, 
of course, where might 
that money be going? 
It’s tempting to think it 
might be going to other 
forms of investment, 
such as stocks as an 
economic recovery gets 
underway. However, as 
Chart 5 indicates, there 
has been something 
of a flattening in the 
growth of household 
financial assets. 

It’s also not the result 
of a dip in consumer 
sentiment, as Chart 6 
indicates. Sentiment 
is not great, but it has 
recovered, and is trend-
ing upwards.

Chart 7 goes some-
way to explaining what 

Top, Chart 3, sourced from ABS data. Bottom, Chart 4, sourced from ABS data.
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is going on. Combined 
figures for consump-
tion and disposable 
income are at some-
thing of a historic low. 
To put it very plainly, 
people simply do not 
have access to the 
funds they would need 
to make investments in 
their own homes. 

One cause for this is 
indicated by Chart 8, 
which shows just how 
woeful business in-
vestment has become. 
While it is starting to 
recover, not since the 
mid-1990s has business 
investment been quite 
so low.

Economically, the 
RBA and successive 
governments have 
made moves to stimu-
late consumer wealth 
creation by pulling 
on levers such as a 
reduction in interest 
rates, which has helped 
to spur on both the 
construction indus-
try and the housing 
market. But, as the 
RBA has pointed out in 
its previous remarks, 
it has turned out that 
stimulating those two 
sectors does not lead to 
as much flow-on stim-
ulus as once thought.

There is a need now 

to find ways to direct-
ly stimulate a wider 
spread of businesses, 
so as to produce a 
swifter rise in wage 
rates and increased 
investment elsewhere 
as well. That’s one 

reason why there is a 
move to reduce the cor-
porate taxation rate, 
though this looks like 
being so gradual and 
mild a stimulus that its 
effects over the coming 
three years will be 

negligible.
If business invest-

ment continues to 
rise, the economy may 
trade its way out of 
this slump over the 
coming years. Howev-
er, it does look like the 

next 18 months at least 
will continue to gener-
ate difficult conditions 
for the hardware retail 
industry.

stats

Chart 5. Source: RBA. Chart 6. Source: RBA.

Chart 7. Source: RBA. Chart 8. Source: RBA.
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John Ioakim
The Lakes H Hardware - LAKES ENTRANCE, VIC 
How did you come into the hardware business? 
I was the store manager of this store under the previous owners when it was 
a bannered store. In 2016 the owners called me looking to sell. My wife, 
Leanne and I spent many a night around the kitchen table running figures 
and swapping ideas for the store. We decided to go for it but we wanted to 
be truly independent and in control of our stock.
 
What made you decide on branding your new store H Hardware?
We had a few recommendations to join the HBT Buying Group and when that 
stacked up we had a chat with Steve Fatileh who showed us the branding 
for H Hardware. It looked great, the colours are eye catching and it really 
stands out. The clincher for us was that the store was ours, we could be 

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

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

• A number of new 
Bunnings stores 
have opened 
around Australia

Western Australia, 
New South Wales and 
Queensland will have 
more bricks-and-mor-
tar Bunnings stores. 
Outlets are being 
launched or planned in 
the next few months.

Wangara

The WA-based Bun-
nings Wangara store on 
Hartman Drive is set 
to open in April at the 
former Masters site af-
ter the big box retailer 
received development 
approval last year.

Bunnings general 
manager – property 
Andrew Marks said 
once completed, the 
Wangara warehouse 
would span more that 
13,000sqm. He said:

We can confirm we 
are completing neces-
sary conversion and 
reformatting works 
at the new Bunnings 
Warehouse Wangara.

Bunnings Wangara 
is also being marketed 
as a “big drawcard” for 
potential tenants of a 
development in nearby 
Landsdale. Property 
group Raine and Horne 
Commercial has used 
the retailer as a selling 
point for two ware-
house developments 
on Mullingar Way.

Raine and Horne 
Commercial agency as-

sociate Daniel Romeo 
said the entire site had 
been transformed over 
the past few years and 
that commitment from 
Bunnings taking over 
the previous 3.18ha 
Masters store added to 
the “desirability” of the 
area. He told Commu-
nity News:

It will increase 
passing traffic and 
exposure for business-
es. It will be good for 
business in the area 
in general, attracting 
more tradies, potential 
customers for other 
businesses and attract 
new buyers/tenants to 
the area.

Raine and Horne 
Commercial director 

Anthony Vunlinovich 
said the Wangara/
Landsdale area was 
“hit pretty hard” in the 
last two years with the 
general retail and real 
estate slump.

https://goo.gl/yDn-
6Wp

Rockhampton

The $38 million 
Bunnings Warehouse 
located at 540 Yaamba 
Road, Norman Gar-
dens (QLD) is officially 
opening across two 
weekends in March, 
according to The Morn-
ing Bulletin. The new 
store moved to a for-
mer Masters site, just 
down the street from 

its original premises.
The current Bun-

nings Warehouse is 
8,000sqm and the new 
space is 12,000sqm, an 
increase of 4,000sqm. 
It includes a nursery 
three times the size of 
the previous store.

Complex manager, 
Glen Reid, who has 
been part of the Bun-
nings team for nearly 
seven years, said it 
is always looking for 
opportunities to con-
tribute to local causes. 
He said:

We have been part 
of the Rockhampton 
community since 2001…
Team members have 

Bunnings store starts 
and openings

Bunnings Wangara is being marketed as a “big drawcard” for potential tenants of a 
development in Landsdale

continues next page
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Bunnings stores (cont.)

supported a number 
of community groups 
including working with 
the Cancer Council to 
refinish the centre’s 
veranda, helping Glen-
more State Primary 
School with a garden-
ing project to create 
a quiet and tranquil 
space and supporting 
Riding for the Disabled 
to refurbish their 
veranda and outdoor 
area.

https://goo.gl/tJzexV
https://goo.gl/WPgj3u

Baldivis

A Bunnings store will 
be opening in Baldivis 
(WA) in April. It will 

be located at Lot 9050 
Safety Bay Road.

Newly recruited 
team members have 
been active in the local 
community sharing 
their skills. Staff have 
created an outdoor 
space at Baldivis 
Volunteer Fire Station 
and will visit Baldivis 
Primary School to help 
build garden beds, 
outdoor furniture and 
a barbecue area for 
pupils to use as part of 
their kitchen classes

They will also con-
duct projects at Tanby 
College, pulling out the 
existing garden, and 
then placing a new wa-
ter tank system for the 

school to use on their 
vegetable gardens.

https://goo.gl/3aWKVj

Gregory Hills

Bunnings Gregory 
Hills in NSW will open 
in April after the big 
box retailer took over 
the ex-Masters store 
along Camden Valley 
Way. Mr Marks told the 
Camden Advertiser 
that conversion and 
reformatting works 
were currently under 
way at the site. He said:

The new site … will 
span over 13,000 square 
metres.

Bunnings lodged an 
application with Cam-

den Council in January 
to “amend the layout 
and description of an 
approved development 
to facilitate [a] new op-
erator of the premises”.

https://goo.gl/4gCBCR

Shellharbour

The new $15 million 
Bunnings Shellharbour 
store in NSW is open-
ing soon. The retail 
warehouse is almost 
complete and located 
at the former Masters 
site at 15 Shandon Cir-
cuit, Albion Park.

Bunnings Shellhar-
bour complex man-
ager Greg Sutton has 
worked at Bunnings 

for over 15 years and 
said the team will 
continue to actively go 
out into the commu-
nity and engage with 
projects. Staff recently 
went to Albion Park 
Public School to help 
work on a sensory 
garden. He told the 
Illawarra Mercury:

The team has also 
provided materials 
to Albion Park Men’s 
Shed to help construct 
seating for their 
garden and supported 
Northcott Disability 
Service with a garden 
bed and sustainability 
workshop.

https://goo.gl/pEyf4t

Bunnings NZ rejected for Queenstown store

Plans for a Bunnings 
store on the outskirts 
of Queenstown, New 
Zealand are being 
reviewed after three 
council commissioners 
refused to grant con-
sent to the company.

The proposal was de-
clined amid concerns 
over the appearance 
of the large 8119sqm 
store on State Highway 
6, at Frankton Flats in 
Queenstown. The site 
would have included a 

main retail area, tim-
ber trade sales, outdoor 
nursery and landscape 
yard, with buildings up 
to 12m high.

Bunnings New Zea-
land general manager 
Toby Lawrence said 

the company was 
disappointed with the 
decision, but would 
take the feedback on 
board.

Despite the fact the 
big box retailer pro-
posed to reduce its use 

of corporate colours on 
its signage, the com-
missioners said in their 
decision that the visual 
effects of a proposed 
9m high sign – reduced 
to 6m during the 
hearing – and signage 
on the building, were 
more than minor. In 
addition, landscaping 
and visual effects were 
a problem.

The commissioners 
were also concerned 
with the building’s 
height, bulk and mass 
and its impact on the 
street scene. Some 
urban design effects 
were more than minor, 
they said.

continues next page
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However, it is our view that these issues could be ad-
dressed with a reduced building form and potentially a 
different vehicle access and car parking agreement.

The commissioners agreed with the company that the 
loss of 1.62 hectares of industrial-zoned land, or about 
1.4% of industrial-zoned land in the district, to a retail 
store was no more than a minor issue.

The Bunnings activity is complementary to and compat-
ible with other activities within proximity to the site and 
would support construction activities.

Overall the commissioners concluded that the proposal 
would have more than minor adverse effects and was 
contrary to the objectives and policies of the District Plan 
and Proposed District Plan.

Under the district plan, the land where Bunnings had 
proposed, the store could not be used for retail unless it 
was “ancillary to the primary land use”, the commission-
ers said.

Bunnings New Zealand national property development 
manager Brett Moody told us that Remarkables Park was 
not as attractive, as it is hard to access, and that Bunnings 
sought to be in a visible location.

We concur with the applicant that there are limited 
options within Queenstown where a Bunnings could 
establish and operate. However, our premise should not 
be that just because it may not be able to easily locate 
elsewhere, that it should be able to locate on this site or in 
the activity area E1 sub zone.

https://goo.gl/y5u42P
https://goo.gl/UxMebP

 

Bunnings NZ (cont.)
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• Hardex Hardware 
store in Fairy 
Meadow is clos-
ing down

• Tyler’s Rural cel-
ebrates 30 years 
in business

• Combined Rural 
Traders singles 
out its best per-
forming stores

Farmcraft Kalbar 
was named the CRT 
Community Member 
for the Year at CRT’s 
national conference in 
Perth recently.

It has been an inte-
gral part of the com-
munity for 25 years, 
and Farmcraft Kalbar 
managing director 
Alistair Ross said they 
were all about giving 
back. Some of the local 
organisations to ben-
efit from its support 
include the Fassifern 
Cricket Association, 
Fassifern Falcons AFL 
Club, Fassifern Men’s 
Shed and the Beaudes-
ert High School.

This involvement has 
led to an understand-
ing of the community 
and an ability to rally 
those around them in 
difficult times. When 
a young local was 
seriously injured in a 
car accident, Farmcraft 
Kalbar helped to raise 
funds to support his 
recovery.

Taree Produce

The Taree Produce 
team was named the 
NSW CRT Business 
of the Year for 2017 at 
the event, taking out 
the title for the fourth 
consecutive year.

Principal of Taree 

Produce, Craig Allport 
spoke of the efforts of 
his team in securing 
the award. Mr Allport 
is reported as saying:

Sue and I have 
worked hard, along 
with our store man-
agers, David Moscatt 
and David Leach to 
ensure our team can 
continue to support 
our community in 

every endeavour. As a 
business we can never 
stop adapting to their 
needs and ensuring we 
have the most up to 
date knowledge to help 
them succeed.

Knowing how many 
fantastic CRT busi-
nesses there are across 
NSW, we are really 
proud to have defend-
ed our title again this 

year.
Greg O’Neil, executive 

general manager of 
CRT, on behalf of Ru-
ralco Holdings Limited, 
is reported as saying:

Their continued 
success and outstand-
ing performance really 
speaks to the strong 
culture Craig and Sue 

CRT acknowledges its 
best stores

continues next page

Farmcraft Kalbar was named CRT Community Member of the Year

Taree Produce was named NSW CRT Business of the Year for 2017
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CRT best stores (cont.)
have established within 
the business. Their 
reputation within their 
community, but also 
within the CRT group, 
is something to be 
admired.

Finance 
partnership 

A strategic part-
nership between 
Agfarm and CRT, also 
announced at the 
conference, will see 

Australian broadacre 
farmers gain more ac-
cess to affordable input 
finance this planting 
season.

Agfarm’s input 
finance program 
“Accelerate” has been in 
the market for the last 
five years, and is now 
being offered through 
all participating CRT 
stores based in broa-
dacre cropping areas. 
Mr O’Neil is looking 
forward to the roll out 

and said in a state-
ment:

CRT is always looking 
for ways to improve 
our service offering 
and assist our clients 
to expand and improve 
their operations, so the 
introduction of Agfarm 
Accelerate to the broad-
er CRT network is great 
news.

Most CRT stores 
currently offer a lim-
ited range of finance 
models to broadacre 

farmers, however, in 
many cases they have 
been restricted due to 
a number of factors, 
in being able to offer 
seasonal finance more 
broadly. The introduc-
tion of Agfarm Acceler-
ate will allow post-har-
vest payment terms, 
which will better suit 
their farming clientele.

CRT (Combined Rural 
Traders) was formed in 
1970 in Orange (NSW) 
by a small group of 

businesses determined 
to get a better deal for 
the region’s indepen-
dent rural retailers and 
their farming custom-
ers. Today, the original 
member base of six has 
evolved into Australia’s 
largest group of inde-
pendent rural retailers 
with over 300 stores.

https://goo.gl/aHBFf1
https://goo.gl/6f8uyo

Fairy Meadow store closure
A Hardex Hardware Plus store in Fairy Meadow (NSW) is 

holding a closing down sale of its stock after owner Rene 
Tummers said he was hit with a 50% drop in customers when 
the Bellambi Bunnings store opened last October. He told the 
Illawarra Mercury:

When Masters was going to open up in Jardine Street, that’s 
only 50m away, I thought that’s the end for us. It‘s a death of 
a thousand cuts. It’s just a torturous way to go. We resolved 
that the day they opened up their doors is the day we’ll close 
ours.

The Masters store never came, and when Bunnings bought 
the land at Bellambi Mr Tummers believed it was just a “chess 
manoeuvre” in its battle with Masters. It was not. He said:

They had a ‘soft opening’ and from that very first day I lost 
half my sales. I thought OK, people get curious, they want to 
go have a look. We recovered a bit but not enough to sustain 
us. I thought we’ll see if people come back. Some do – but 
we’ve still lost 30 to 40%.

I wasn’t surprised; I was just caught out a bit at the timing. 
From Christmas on we had our closing down plan. I knew 
Bunnings was going to kill me.

!I could probably count eleven hardware stores in the 
Illawarra which have closed as a result of this phenomenon, 
which is ‘big box’. You think ‘OK, that’s the nature of the beast’, 
but I do worry about where it’s going to end up.

Some of the customers were practically in tears about us 
leaving. They felt lost, that they wouldn’t be able to go to their 
favourite store and have somebody solve their problems for 
them.

Mr Tummers and his brother Theo purchased the store in 
1999. Theo has since passed away and was considered the 
driving force behind the business.

https://goo.gl/itZcEV

Business milestone for
Tyler’s Rural

Tyler’s Rural started with two brothers at Rupanyup (VIC) 
in 1988 and since then purchased hardware stores at Stawell 
and Murtoa to become a prominent franchise in the area.

As the business celebrates 30 years, owner Kelvin Tyler 
said it was a huge achievement. He told the Stawell Times:

It all started with myself and my brother Adrian and now 
we employ up to 14 people.

Mr Tyler said the business branched into the Stawell town-
ship to reach more agronomy clients. The farm supplies and 
hardware store is in its fourth year at the town.

There are a lot of agronomy clients in this area. So the 
move into Stawell was to make it more convenient for them, 
because some of them were having to travel about 60 or 70 
kilometres to reach the other two locations.

Mr Tyler said after a “tough” first year of business at St-
awell, sales were steady. He said:

It hasn’t skyrocketed, but it is steady and we are finding 
there is more and more demand.

https://goo.gl/2i41f2
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supplier update
Adelaide Brighton 
posts full-year results

Cement and mason-
ry supplier, Adelaide 
Brighton has deliv-
ered its 2017 full year 
results, noting “strong 
demand” contributed 
to increased revenue.

The company said 
revenue for the 12 
months to December 
31 jumped 11.7% to a re-
cord $1.56 billion while 
its earnings before 
interest and tax (EBIT) 
marginally increased 
0.2% to $266.5 million. 
In addition, Adelaide 
Brighton’s net profit 
after tax rose 2.2% to 
$182.1 million while its 
profit before tax slight-
ly increased – by 0.1% 
– to $254.4 million.

Adelaide Brighton 
said robust residential 
activity, along with in-
creased non-residential 
building and infra-
structure activity, had 

boosted its full-year 
performance in VIC, 
NSW and QLD – par-
ticularly on the latter 
state’s Gold Coast and 
Sunshine Coast. It said 
demand picked up in 
SA due to major infra-
structure projects and 
had stabilised in WA.

The company 
forecast higher sales 
volumes for cement 
and clinker as well as 
pre-mixed concrete 
and aggregates during 
2018. It is pushing 
through another round 
of price increases for 
concrete, cement and 
aggregate on April 1 as 
demand rises.

Despite this upbeat 
forecast, shares in the 
company dropped 6.2% 
on 21 February, 2018 to 
$6.58.

Currently market 
speculation is that 

residential activity 
and construction will 
continue at a low to 
moderate growth rate.

But a strong oppos-
ing view is that actual 
residential commence-
ments will continue a 
slow decline. This more 
pessimistic forecast 
accounts for the 6.2% 
decline in Adelaide 
Brighton shares. It 
is also an indication 
that the market does 
not see infrastructure 
construction filling 
the gap created by the 
decline in residential 
construction.

However the Mel-
bourne-based Barro 
family believes in a 
strong future for the 
company. As reported 
by Fairfax Media, it 
used the share price 
dip to try to purchase 
an extra 19 million 

shares in the company 
in a sharemarket raid 
handled by Deutsche 
Bank. The Australian 
Financial Review’s 
Street Talk column re-
vealed the $128 million 
buy-up plan, based on 
$6.75 per share.

Raymond Barro is on 
the board of Adelaide 
Brighton and the Barro 
family is already the 
company’s largest 
shareholder. If success-
ful, the move would lift 
its stake to 41%.

There is speculation 
that this share buy 
back could eventu-
ally lead to Adelaide 
Brighton being taken 
private, in a further 
buy-out.

https://goo.gl/iDTmG1
https://goo.gl/wdzo-

qm

The Adelaide Brighton Cement plant in Birkenhead, South Australia
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Profit for building 
materials supplier, 
Boral rose 13% in the 
first half to $173 mil-
lion, but growth was 
capped by significant 
items, including $41 
million in costs of in-
tegrating the Headwa-
ters business it bought 
in the US. Excluding 
significant items, profit 
was up 44% to $213.9 
million.

Revenue from Boral 
Australia, the compa-
ny’s biggest geographic 
division, increased by 
12% to $1.8 billion for 
the six months ended 
December 31. Boral 
Australia generated 
a 12% rise in earnings 
before interest, tax, 
depreciation and 
amortisation to $294 
million and is expect-
ed to deliver full-year 

growth in the high 
single-digits.

Boral chief executive 
Mike Kane said the 
company would largely 
be in an “infrastructure 
play” for the next five 
to eight years as it fed 
the investment boom. 
Spending on roads, 
freeways, subdivisions 
and bridges in Austra-
lia is speeding up, and 
forecast to jump by 
17% over the full year.

“We are stretched,” 
Mr Kane said of the 
infrastructure supply 
challenge in Australia 
as construction firms 
used rising volumes of 
concrete and asphalt.

Mr Kane also said 
housing markets in 
Australia would slowly 
and steadily unwind 
from their historical 
highs, but this would 

leave Boral untrou-
bled this time around 
because of its heavy 
exposure to infrastruc-
ture spending and an 
expanded geographic 
reach in the United 
States.

Mr Kane believes new 
housing starts remain 
at strong levels even 

though they were six 
per cent lower in the 
first half of 2017-18 
at 224,000 across the 
country. He said:

I don’t see a lot of 
speculative over-build.

A decline in hous-
ing starts in NSW, 
Queensland and West-
ern Australia in 2017-18 

was being partially 
offset by an increase 
in Victoria and South 
Australia, largely 
driven in those states 
by increased multi-res-
idential construction.

https://goo.gl/tFq52b

Boral poised to benefit from infrastructure

Boral Australia has supplied cement and fly ash to a number of sections of the Pacific 
Highway on the NSW North Coast 

Assa Abloy makes UK acquisition

Dale Hardware and 
Excel Architectural 
Hardware (Dale & 
Excel), a supplier of 
architectural hardware 
to UK-based builders’ 
merchants, is now 

part of Assa Abloy 
following its acquisi-
tion of the Progress 
Ventures Group.

The are commercial 
synergies between 
Dale & Excel and the 

Assa Abloy Security 
Solutions business 
unit. The acquisition 
is expected to create 
opportunities for both 
businesses by offering 
a wider innovative 
product range to its 
customers.

Both Dale & Excel 
will continue to op-
erate as autonomous 
businesses as part of 
Assa Abloy Security 
Solutions. Neil Vann, 
market region man-
ager and managing 
director of Assa Abloy 
UK, said:

I am very pleased to 

welcome Dale & Excel 
into the Assa Abloy 
Group. Dale & Excel 
[have] an extensive 
product portfolio, a 
strong track record of 
growth and new inno-
vative product develop-
ment. Dale’s products 
will extend the Union 
[brand] offering into 
the commercial market 
in the UK.

In the UK, Assa Abloy 
is best known for the 
Yale and Union brands.

Dale Hardware was 
established in 1974 and 
has its headquarters 
near Leeds. The busi-

ness employs approx-
imately 70 employees 
and 2018 sales are ex-
pected to reach around 
GBP19 million.

Excel Architectural 
Hardware began in 
2012 as a distributor of 
architectural hard-
ware. It offers 2,000 
specially selected 
products from compa-
nies such as Scrigno, 
Frascio and Master-
lock, and has its own 
branded Excel range.

https://goo.gl/N4MF-
BV

The Smart range from Dale Hardware
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James Hardie improves profit guidance

Building products 
group, James Hardie 
boosted its profit 
guidance and lifted 
earnings in its key US 
market. The compa-
ny’s earnings before 

interest and tax (EBIT) 
also rose by 32% to 
USD143.9 million 
(AUD182.4 million), 
compared to USD108.7 
million (AUD137.8 mil-
lion) a year ago.

James Hardie 
said net op-
erating profit 
for the three 
months to De-
cember 31 was 
USD79.9 mil-
lion (AUD111.9 
million), down 
from USD87.9 
million 
(AUD112.8 
million) a year 
ago.

It also 
booked a 
9% drop in 
third-quarter 
profit after 
it paid down 

debt and recorded an 
increase in income tax 
expense.

However its share 
price increased 6.8% 
to an all-time high of 
$23.65 on February 2, 

2018 as investors em-
braced James Hardie’s 
revised full-year oper-
ating profit forecast 
of AUD260 million to 
AUD275 million – a nar-
rowing of the AUD245 
million to AUD275 
million range given in 
September.

Net sales for the 
three months to De-
cember 31 grew nine 
per cent to USD495.1 
million (AUD627.8 
million) driven by a 
higher average net 
sale price in its North 
America fibre cement 
segment and higher 
sales volumes in the 
international fibre 
cement division.

Chief executive Louis 
Gries said the inter-
national fibre cement 
division grew 15% in 

the quarter on the 
back of strong volume 
growth in its Asia 
Pacific business.

James Hardie expects 
steady growth in the 
US housing market 
over the full year and 
said the single family 
new home construc-
tion market and repair 
and remodel market 
will grow similarly 
to the year-on-year 
growth experienced 
in the past financial 
year. It forecast new 
construction starts 
between about 1.2 and 
1.3 million.

https://goo.gl/akcA45

James Hardie’s North America fibre cement division grew seven per 
cent in the third quarter

Growth plans for Kubota Australia
Dropping “tractor” 

from the name has sig-
nalled change for the 
Australian subsidiary 
of Kubota Corporation. 
It aligns with Kubota’s 
plans to expand and 
innovate its product 
mix.

Kubota Australia 
managing director 
Shigeo (George) Koto 
told Farm Weekly the 
timing for the name 
change was fitting, 
with the company re-
cently launching a new 
range of professional 
farming equipment, 
including the M7-1 
tractor. He said:

Over the past four 
decades…we have built 
a reputation for high 
performance, quality 
and reliability. We are 
so much more than 
tractors, and we are 
fully committed to 
the expansion of our 
brand. We want our 
name to represent the 
scale of our goals, the 
variety of our prod-
uct mix, our dealer 
network, and customer 
base. We want our 
brand to transparently 
represent our intent 
in continuing to grow 
with our customers.

Mr Koto said Kubota 

Australia in-
tends to grow 
the company’s 
footprint in 
the region. 
This year will 
see the first 
major deliv-
eries of stock 
from Kubota’s 
American sub-
sidiary Great 
Plains Manufacturing, 
a sowing and tillage 
implement specialist. 
The range includes 
precision planters 
designed for broadacre 
machinery as well as 
smaller equipment 
suited to the European 

and small landholder 
market.

In 2017, Kubota 
launched a new range 
of mid-sized farm trac-
tors, including the larg-
est tractor the compa-
ny has ever made, the 
M7-1. At 125 kilowatt 
(170 horsepower), the 

M7-1 indicates that 
Kubota recognises the 
trend towards rational-
isation of Australian 
farmland which means 
it will need to appeal 
more broadly than the 
smallholding market.

https://goo.gl/rqH6bT

The Kubota M7-1 series
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Hilti driving jobsite
productivity with digital
Hilti Group has entered into a strategic partnership with 

mobile field management platform Fieldwire, making an un-
disclosed investment in the company and joining its board.

San Francisco-based Fieldwire connects workers in the field 
with their counterparts in the office, promising efficient task 
management and real-time collaboration.

According to the company, the typical construction worker 
spends only 30% of their time on actual construction work, 
with the remainder spent on coordination and communica-
tion. Fieldwire’s software aims to give back time to those in 
the field by enabling them to capture, organise and access 
information such as up-to-date drawings and files using a 
mobile device, both online and off.

The partnership with Hilti will combine Fieldwire’s digital 
offering with the tools used on the construction site, such as 
Hilti’s line of range meters, making them more easily acces-
sible. By integrating digital technology with the analogue 
tradition, the two companies seek to empower construction 
workers by creating an end-to-end experience on the field. 
Joerg Kampmeyer, chief financial officer at Hilti said:

Fieldwire’s approach to jobsite productivity stands out in 
the construction tech scene and aligns very well with Hilti’s 
mission.

In recent years, Hilti has made major efforts to digitise the 
construction industry with software solutions for planning 
and designing fastening solutions, bringing BIM (Building 
Information Modelling) to the field or for asset management. 
Hilti is also connecting construction professionals with its 
experts through platforms like “Ask.Hilti.com”.

While digital has already revolutionised construction plan-
ning and design, the focus is now shifting toward disrupting 
the way people work on jobsites.

https://goo.gl/TJVSk1
https://goo.gl/aRAxj9
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• Comparative 
store sales at 
Beacon Lighting 
continued their 
modest growth in 
early 2018

Lights and accesso-
ries retailer, Beacon 
said an increase in its 
market share in retail 
lighting should deliver 
record sales and profits 
for the full-year. Its 
comparative sales 
continued to grow 
modestly during the 
new year.

In the 26 week period 
to 24 December 2017, 
sales increased by 
12% to $122.4 million 
compared to the prior 
corresponding period 
(pcp). Gross profit 
margin was up 65.1% 
from 62.1% and earn-
ings before interest, 
tax, depreciation and 
amortisation (EBITDA) 
increased by 23.9% 
to $18.76 million. Net 
profit after tax (NPAT) 
grew by 19.7% to $11.3 
million.

Company store sales 
rose 14.2%, commercial 
office sales increased 
by 19.2% and Beacon 
International sales 
increased by 37.5%.

Comparative sales 
increased by 1.8% with 
good growth in Victo-
ria and South Aus-
tralia whilst Western 
Australia remained a 
problem.

Gross profit margin 
increased by 3% on the 
pcp as the business 
significantly reduced 
the impact of Masters’ 

clearance sales in H1 
2017.

The company 
attributed some of 
the improvement to 
its performance to re-
turning to its regular 
marketing program.

It was pleased 
with store network 
growth, opening 15 
new company stores 
in the last 19 months, 
which will “mature” in 
the coming years. This 
brings the current total 
to 108 Beacon Lighting 
stores nationwide (102 
company-owned, six 
franchised). The com-
pany introduced the 
Afterpay Touch Group 
Ltd service to stores 
in two states, which 
should boost sales.

Online sales in-
creased by 45.9% over 

the pcp, as the business 
expanded its presence 
overseas and launched 
on Amazon Australia’s 
new platform.

The company also 
rolled out its Premi-
um Beacon Design 
Services to stores and 
boosted the number of 
its accredited lighting 
design consultants 

to 299 at the end of 
December 2017 from 60 
a year ago.

https://goo.gl/mx-
vNiH

https://goo.gl/i6QivX

Beacon Lighting
expects record sales

Afterpay Touch Group is a technology driven payments 
company. 
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HNN. The home improvement industry digital experts.

DIGiTAL
Digital is like the Ocean: it connects to everything.

What makes HI News unique is that we know what our readers like. We know, 
because we analyse the downloads every week. 

That’s also why we can guarantee our advertisers the sort of audience they 
need. We can put an exact number on engagement.

And, because our costs are so much lower, so are our ad prices. As low as just 
20% of equivalent print prices.

Come on in. The surf’s fine.
 Contact Betty Tanddo 

betty@hnn.bz or  
0411 431 832

167,000 72,000 75,000 73,000 103,000
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• Results for 
Bunnings, Kmart 
and Industrials 
are good, but 
weighed down 
by $1 billion in 
writedowns

• BANZ perfor-
mance the high-
light of results

• BUKI problematic 
as promised, but 
Wesfarmers is 
determined to 
delay a decision 
until a review is 
completed

• Wesfarmers’ 
move to demerge 
Coles will not 
affect the future 
of BUKI

• Wesfarmers will 
seek to maximise 
the return on its 
digital assets in 
the future

On 20 February 2018 Australian conglomerate 
Wesfarmers announced its results for the first 
half of FY 2017/18. This followed on from an 
announcement two weeks prior that it would 
make a writedown of over $1000 million for 
losses and revaluations associated with its 
Bunnings United Kingdom and Ireland (BUKI) 
operations, and its Target department store 
operations based in Australia.

Following on from this, on 
16 March 2018, Wesfarmers 
announced its intention to “de-
merge” the operations of Coles, a 
supermarket, convenience store 
and liquor business based in 
Australia. While Bunnings was 
not directly involved in the de-
merger, Wesfarmers managing 
director Rob Scott did comment 
on how this move would affect 
the home improvement retailer, 
both as an individual division, 
and through some compa-
ny-wide initiatives that will be 
implemented.

Company results

Revenue for Wesfarmers 
improved mildly, reaching 
$35.903 billion, up by 2.8% on the 
previous corresponding period 
(pcp), which was the first half of 
FY2016/17.

One-off, significant items had 
an impact of $1237 million on 
earnings before interest and 
taxation (EBIT), and an impact 
of $1323 million on net profit 
after tax (NPAT). This meant 
that EBIT fell by over 54% as 
compared to the pcp, and  NPAT 
declined by 86.6%.

Excluding the significant 
items, EBIT was $2350 million, 
down by 3.3% on the pcp, NPAT 

was $1535 million, down by 2.7%, and basic earn-
ings per share fell 3.2% to $1.356.

Divisional results

EBIT for Coles fell by 14.1% on the pcp, to 
reach $790 million. Department stores (Kmart 
and Target) lifted EBIT to $415 million, up 7.2%. 

Wesfarmers/Bunnings 
FY2017/18 H1 results

Bunnings FY2017/18 First Half

2017/ 
2018 

H1

2016/ 
2017 

H1
Change

Sales Revenue 6,566 5,957 10.22%

EBIT 864 770 12.21%

Total stores sales 
growth

8.8% 8.4% 0.40%

Store-on-store 
(comp) sales growth

7.5% 6.5% 1.00%

Bunnings Aust/NZ
Sales Revenue 875 1,038 -15.70%

EBIT -165 -48 243.75%

Bunnings UK/Ireland
Revenue 7,441 6,995 6.38%

EBIT 699 722 -3/19%

Bunnings Combined
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Officeworks returned $68 million in EBIT, up 
9.7%. The consolidated industrials division of 
Wesfarmers returned EBIT of $449 million, up 
by 19.1% on the pcp.

Bunnings Australia & New 
Zealand

Sales revenue for Bunnings Australia & New 
Zealand (BANZ) was $6566 million, up by 10.22% 
on the pcp. EBIT came in at $864 million, up 
by 12.21%. Total store sales growth was 8.8%, 
up from 8.4% in the pcp. Store-on-store (comp) 
sales growth was 7.5%, a full percentage point 
above the pcp’s 6.5%.

The managing director of Bunnings, Michael 
Schneider, introduced the figures for BANZ by 
saying that the consistent and strong results 
from BANZ were pleasing.

The business has demonstrated strong 
momentum, delivering growth across 
consumer and commercial, in all trad-
ing regions and categories. It is worth 
noting that sales in the corresponding 
prior period were affected by a late 
start to spring, and the stock liquida-
tion activities of the Masters business. 
EBIT increased as the business remains 
focused on cost control, and we con-
tinued to drive value for customers. 
Ongoing favourable property market 
conditions led to positive outcomes on 
property divestment. Higher earnings, 
and a continued focus on disciplined 
capital management resulted in a 7.9% 
improvement in return on capital, which 
reached 46.94%. 
Our ongoing focus on even better 
customer experiences was supported by 
the completion of even more store up-
grades, and category refresh work, in ad-
dition to further investments in customer 
value. During the period 11 new trading 
locations were opened, including eight 
new Bunnings warehouses, two smaller 
formats stores, and a trade centre.

According to supplemental information, 
BANZ now has 253 warehouse stores, 77 smaller 
format stores, and 33 trade centres. NSW has 
74 warehouse stores, VIC 57 and QLD 42. New 

Zealand has 21 on the North Island, and six on 
the South Island. Four warehouses were closed 
during the half.

Mr Schneider continued to outline some of the 
strategic priorities for BANZ:

The business remains committed to 
three key areas in our strategic agenda: 
creating better experiences for cus-
tomers through deeper engagement in 
store and within our local communities, 
as well as accelerating our digital capa-
bilities, as reflected in the recent launch 
of the extended range online that I will 
speak to shortly. Focus also continues on 
strengthening the core of the business, 
including driving safety across all areas.

Digital

As of late February, Bunnings in Victoria now 
offers the opportunity to purchase items from 
its “special orders” range directly online. This a  
graduated step, as essentially all that has hap-
pened is that the mechanism of ordering has 
shifted from a verbal process to a digital one, 
with other aspects, such as picking and ship-
ping, likely remaining unchanged. Products that 
can be ordered via this process include much of 
Makita’s 12-volt power tool line, as an example.

BANZ has also introduced a means of check-
ing for in-store stock online. The details ap-
pear when items have been looked-up on the 
Bunnings website. This indicates if a product is 
available, is available only in limited numbers, 
or is not available. Early testing of this feature 
by HNN indicates that there are a few flaws in 
stock-tracking by Bunnings: items that appear 
on the database as being in-stock — especially 
older items — can sometimes not be found in 
the warehouses themselves. That’s only to be 
expected on the introduction of such a system.

Performance

Respected retail analyst Michael Simotas 
of  Deutsche Bank asked Mr Schneider how 
much of the improved performance was due 
to internal changes, and how much was due 
to external influences on the pcp which might 
have depressed those comparative results, such 
as poor weather and the effects of high levels of 
discounts at Masters Home Improvement as it 
exited the market.
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Mr Schneider responded that it was likely a 
combination of different factors that had led to 
the good result for the half.

I think we talk consistently about the way 
we model pricing in the business, seeing 
gross margins go down, which we have 
been very successful at doing over quite 
a long period now. [That] upstream work 
has downstream benefits in productivity 
gains and efficiencies in-store. [That in-
cludes] the use of technology, and more 
reliability around the stock flow process, 
particularly going into Christmas. 
Obviously, as we cycle out of deep 
clearance activity from other players in 
the market, that will shift reactions to 
things, but it is not about putting prices 
up. I think we were very clear during the 
Masters clearance time, that that was 
clearance activity, so we didn’t really 
move on pricing then, in response to 
that, and obviously that has meant that 
we have been able to continue to invest 
in pricing now. 
For the weather point of view, it is obvi-
ously an impact when you get sustained, 
challenging weather conditions, and that 
shifts the mix of products which will ob-
viously shift the mix of prices and mar-
gins. But really it is all about continuing 
to invest in the value proposition for the 
customer through productivity improve-
ments, and also product innovation, as 
well as improved buying practice. So I 
think when you build some of those to-
gether, it delivers some solid outcomes 
for you, as you can see in the result.

In a similar vein, an analyst from Goldman 
Sachs asked about whether changes in the 
property price cycle in Australia can be ex-
pected to have more of an effect on BANZ. He 
suggested that, while in the past Bunnings had 
been underexposed to these changes, its shift 
to a larger, more diverse store network encom-
passing a wider market, might make it more 
vulnerable.

Mr Schneider replied by pointing out that the 
products BANZ sells are quite diverse.

Some of those are necessity, as I said 
before, and some are discretionary [pur-
chases], and that takes place across both 
consumer and commercial (effectively 
the trade market). So that does give us a 
degree of flexibility. 
There is no doubt that when housing 
churn is high there is a benefit to be 
gained, because obviously everyone is 
doing something to their home before 
they sell it, and the new owners then 
want to do something to it to make it 
their own. But the reality is, as housing 
prices have grown, and it becomes 
very expensive to swap out of one 
property to another — and from our 
research I think overall lending values 
on a lot of established mortgages are 
actually quite low — there is a desire 
and appetite for Aussies and Kiwis 
to invest in their own homes to make 
them a better place to live. 
So we sort of see a degree of resil-
ience that comes through from from 
that. We don’t, or normally I wouldn’t 
talk about regional performance. The 
sort of challenge that I have with the 
team is that we want to perform better 
than the market. So if the market is 
negative, and we are less negative, then 
we see that as a positive outcome. And if 
the market is going well, then we want to 
be performing on the high side of that.

Bunnings UK & Ireland 

As highlighted at a special presentation at 
the start of February, performance at BUKI has 
been very poor for the half. EBIT was almost 2.5 
times worse than in the pcp, and revenue fell 
by 15.7%. As has been described in the previous 
edition of HI News, this has led to a large write-
down in the BUKI business, and to Wesfarmers 
undertaking a review as to whether the busi-
ness is worth continued investment. The result 
of that review will be released at the Wesfarm-
ers’ Strategy Day in early-June 2018.

Challenged by respected Morgan Stanley Bank 
of America analyst David Errington on wheth-
er the delay of four months was justified, and 

“But really it is all 
about continuing 
to invest in the 
value proposition 
for the customer 
through 
productivity 
imprvements, 
and also product 
innovation, as 
well as improved 
buying practice. “

- Michael Schneider
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might result in further harm to the Wesfarmers 
business, Mr Scott replied that he did not think 
reports of the demise of BUKI in the British 
press should be taken too much to heart. 

The first point I would say is that I would 
be careful [not] to draw too many infer-
ences or conclusions from what you read 
in the British press. The facts that we are 
more influenced by are what our team 
members are saying, what our suppli-
ers are saying, and we do engage very 
closely with our suppliers.
Clearly the news we came out with the 
other day is disappointing for us, and 
disappointing for shareholders — as well 
as disappointing for the BUKI team. I 
think what you will find, and this feed-
back has certainly been reiterated to us 
through Damian McLoughlin, and the 
team on the ground in the UK, we’ve 
been very open and honest about this, 
we’ve been upfront as a group, we’ve 
said we’ve made a number of mistakes. 
What we’re doing to remedy that is to 
strengthen local talent, and really start-
ing to listen to our local team members. 
[We are] making sure we have people 
over there running the business that 
really understand the UK market. 
That honesty, and that openness, has 
been very well received by the team. 
And we are actually finding some good 
support and action there off the back of 
that openness.

Mr Scott went on, in response to Mr Err-
ington’s original question, to offer some insight 
into his thought processes over waiting for 
a review and, in effect, giving the Homebase 
operations of BUKI  a chance to trade out of the 
situation they are currently in.

It’s really easy, David, as a new CEO to 
come in and just wipe the slate clean. I 
do not think that that is necessarily in the 
best interest of our shareholders. Where 
we sit today, the best thing we can do 
right here right today, is to improve the 
trading losses, and that is what we are 
focused on.  

So the team in BUKI are absolutely 
focused on reducing the cash losses, 
setting the offer up, we’ve got a lot of 
stock there, and were coming into a 
really important trading period, through 
spring and summer, and let’s make the 
most of this opportunity. 
Obviously we have some broader stra-
tegic questions, and I’ve been very clear 
that we will update the market on that 
in June. I don’t want to preempt that. So 
the focus short-term: reduced losses, 
improve trading performance, and 
irrespective of what we choose to do, 
post June, we will be in a much better 
position in June if we can reduce those 
trading losses.

On further prompting from Mr Errington 
as to whether the announcement itself was 
unhelpful to BUKI’s future prospects, Mr 
Scott finished the topic by saying:

We set the bar pretty high at Wes-
farmers, particularly around capital 
allocation, and frankly we just have to 
take it on the chin, right? We have to 
take it on the chin, that we made a few 
mistakes, we are disappointed by that, 
and we are happy to cop a bit of flack. 
But what is most important is that the 
decisions we take from here on in are 
in the shareholders’ best interests.

Bunnings UK pilot stores

In that spirit, Mr Schneider was thorough 
and accurate in recounting the problems 
that BUKI is facing. However, he did point to 
what he regards as positive signs when it comes 
to the Bunnings UK format stores that are being 
slowly rolled out by BUKI.

We had 15 Bunning’s pilot stores trading 
at the end of the half. We continue to 
receive positive feedback from our 
customers, and really good engage-
ment from local communities. We have 
worked hard to ensure that we are 
offering the widest range of trusted 
brands, and we have been pleased with 

“We have to take 
it on the chin, 
that we made a 
few mistakes, we 
are disappointed 
by that, and we 
are happy to cop 
a bit of flack. 
But what is most 
important is that 
the decisions we 
take from here 
on in are in the 
shareholders’ 
best interests. “

- Rob Scott
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the strong supplier support we have 
received. The performance of the pilot 
stores is encouraging, although as Rob 
said earlier this month, the growth did 
moderate over the winter months, and 
we are now looking to see how the pilots 
perform during the peak spring summer 
period.

He went on to outline more of the process 
that is in place to thoroughly test the different 
formats and approaches of all the pilot stores.

We currently have 19 of these open, with 
a further five to be opened by the end 
of the financial year. We have an assort-
ment of pilots with a range of formats, 
size, capital spending and market envi-
ronment. We will carefully analyse and 
monitor the performance of each pilot 
to help inform our future plans. There 
is clearly a lot of hard work ahead of 
us, and I will give you an update on our 
progress at the strategy day in June.

Revitalising Homebase

Both Mr Scott and Mr Schneider pointed 
to Wesfarmers’ efforts in securing more local 
knowledge and experience in the Homebase 
team as being crucial to at least radically 
reducing the losses in that store network. Mr 
Schneider in particular highlighted the addition 
of Mr McLoughlin and ex-Officeworks execu-
tive David Haydon to the management team as 
being important.

Over the last six months, a lot of work 
has gone into identifying, attracting 
and recruiting talent in areas such as 
merchandise, supply chain, and store 
development. We now have a greater 
depth of talent, more attuned to the 
local market, and a structure that allows 
for improved clarity of responsibility, and 
accountability. 
The combination of Damian McLough-
lin, and David Haydon, with strong 
merchandising and operational back-
grounds, and knowledge of the UK 
market are a real positive, and a good 
complement to the rest of the team. 

We’ve also sharpened up merchandis-
ing, promotion and operational plans 
to drive better performance, and place 
significant emphasis on much improved 
execution in all aspects of the business. 

Mr Schneider also went into more detail about 
the planned reduction in the size of the Home-
base store network.

In terms of the Homebase network, we 
have closed five loss-making stores in 
the first half, and are currently under-
going a more comprehensive review of 
the store portfolio.

Elsewhere Mr Schneider affirmed the 
planned reduction in the size of the net-
work:

There is also significant amount of 
work going into looking at the store 
portfolio of Homebase. As Rob called 
out two weeks ago, a detailed review 
is underway and likely to result in the 
closure of 20 to 40 stores.

The demerger of Coles

While the market and various analysts 
have had difficulty coming to terms with 
Wesfarmers’ decision to demerge Coles, it 
seems possible that this is essentially the 
next step along the path the company has 
taken since first starting up Bunnings, and 
then acquiring Coles. Mr Scott was very 
clear in his statements on this matter that the 
divestment of Coles would result in further in-
vestment in those Wesfarmers’ businesses that 
generated strong returns. He stated in part:

What I would say about opportunities is 
that under the demerger there are many 
opportunities to continue to invest in our 
existing businesses. So there are further 
opportunities to invest in Bunnings, in 
Kmart, in Officeworks as well, not to 
mention our industrial businesses, where 
there are number of different platforms 
for growth. So we will continue to look at 
the incremental investment in our exist-
ing businesses....

“The combination 
of Damian 
McLoughlin, and 
David Haydon, 
with strong 
merchandising 
and operational 
backgrounds, 
and knowledge 
of the UK 
market are a 
real positive, 
and a good 
complement to 
the rest of the 
team. “

- Michael Schneider
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Mr Scott was asked whether Wesfarmers had 
considered divesting itself of Bunnings instead 
of Coles. He responded:

We undertake very regular reviews of 
the portfolio, and we consider a number 
of different options around portfolio 
management, with the key objective of 
what makes sense for shareholders and 
what will deliver the best outcome for 
shareholders. 
So we felt that the demerger of Coles 
was the most impactful and significant 
change that we could make to the port-
folio to the benefit of our shareholders. 
For the reasons that I have articulated 
in terms of Bunnings, firstly the market 
already has a very high degree of visibil-
ity on the valuation and value of each of 
our businesses, so we don’t think there 
was any justification, and indeed it’s not 
a justification for this transaction, that we 
are expecting the market to immediate-
ly ascribe some different value to what 
they ordinarily would. 
Secondly we still see that that there is a 
very strong growth path ahead for Bun-
nings in Australia and New Zealand. And 
we can continue to invest our capital 
to continue to deliver great returns to 
our shareholders over the next decade 
or more. And that is also very much 
supported by the Bunnings’ leadership 
team. So Bunnings as part of the Wes-
farmers portfolio will really benefit Wes-
farmers shareholders going forward....
A final point I would make is that right at 
this stage it would be almost untenable 
to separate Bunnings, given the issues 
that we are working through in the UK 
and Ireland.

Mr Scott was equally emphatic about the 
effect the demerger would have on any review 
of the BUKI operations. Asked if divesting 
Coles would make it more likely BUKI would be 
closed down, he responded:

No, I do not see this announcement as 
having any bearing on the way in which 

we are approaching BUKI. As we up-
dated the market about a month ago 
we are very determined to improve the 
performance of BUKI. We are looking 
at a number of options. We will update 
the market in June, but we see that as 
being somewhat independent to the 
announcement we’ve made today on 
the demerger.

Digital platforms

One aspect of the announcement about 
the Coles demerger was Mr Scott’s com-
ments on how Wesfarmers planned to use 
some of the digital clout it has built up over 
the years to enable potential new opportu-
nities. Interestingly, the first hint of this ac-
tually appeared in his introductory remarks 
to the first half results, where he stated:

We already have a tremendous base 
of digital and data assets that are core 
to our customer proposition. Our focus 
is customer led. We were pleased 
to see strong growth in online sales 
for the half, up 22% to $761 million. 
It is important to note that this is just 
one measure, and arguably not the 
most important measure, since it does 
not capture the broader benefits to 
customers and our business from our 
broader digital ecosystem. 
Our businesses are taking a number 
of initiatives to build on their existing 
digital capability. Our managing direc-
tors can talk more to this, but ... we are 
expanding our click-and-collect capa-
bilities, partnering with new technology 
companies to enhance our customer 
experience, and continuing to leverage 
our market-leading loyalty program, 
flybuys.
Over the next month we will be es-
tablishing a centre of excellence in 
advanced analytics that will support 
collaboration best practice across our 
divisions. This team will provide spe-
cial skills and technology solutions to 
support our specialist teams to improve 

“Secondly we 
still see that that 
there is a very 
strong growth 
path ahead for 
Bunnings in 
Australia and 
New Zealand. 
And we can 
continue to 
invest our capital 
to continue to 
deliver great 
returns to our 
shareholders 
over the next 
decade or more.“

- Rob Scott
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our customer offer, and enhance pro-
ductivity. We will also provide develop-
ment training for hundreds of our team 
members to equip them with analytical 
skills to  support their careers and our 
business performance.

Outside of these prepared remarks at the first 
half results announcement, Mr Scott returned 
to the theme of Wesfarmers’ digital advantage 
several times during the Coles demerger presen-
tation. He outlined more of what was possible 
by stating:

Data and digital is a really important 
area.... This is about opportunities over 
the next decade. Through a lot of the 
work that we’ve done, through analysing 
opportunities to deliver our customers 
better value, through our digital and 
data capabilities, when we think about 
the competitive dynamics in the market, 
we have a phenomenal dataset, digital 
capabilities, and store network footprint. 
What has become clear from our leader-
ship team discussions in Wesfarmers is 
that there are some areas where frankly 
we do need to start collaborating more. 
By collaborating in digital, areas, we can 
ultimately deliver our customers better 
value, we can better utilise our assets, 
and the opportunities that we can see 
today will only increase in the future. 

Analysis

There are really three elements that we need 
to consider in understanding what is emerging 
as a very different Bunnings: BUKI,  the rela-
tionship of Bunnings to the rest of Wesfarmers 
in terms of data capabilities, and Bunnings’ part 
in the evolution of Wesfarmers into a plat-
form-based company. 

BUKI

In terms of BUKI, we need to think of that op-
eration as consisting of two parts: the rebuild-
ing of the Homebase business close to where it 
had been (in terms of earnings) when Wesfarm-
ers first acquired it; and the establishment of a 
working Bunnings UK format through research 
and exploration conducted using pilot stores. 

Much of the commentary in the mainstream, 
trade and financial press has been less than 
helpful in really understanding what happened 
during BUKI’s first stage. HNN’s own initial 
analysis was that there occurred a confusion 
between these two elements of the BUKI 
business, and that Homebase was refashioned 
into a form of Bunnings UK. Its real purpose 
should have been to serve as a placeholder 
business, until an effective Bunnings UK 
business model was established, and suit-
able Homebase stores could be transformed.

Yet, on reflection, we’re no longer entirely 
sure that this goes deep enough. While we 
intend to write more about this in coming 
issues, at the moment what we would say is 
that it seems likely that Bunnings has built 
a business model that is so intricate and 
finely structured that, while it can operate 
that model, it may not fully understand the 
model itself. This creates problems when 
Wesfarmers sets about redeploying it in an 
unfamiliar location.

In particular, we would point to the role 
that “captive” brands play in the Bunnings 
supplychain/product ecosystem. (Captive 
brands are a form of vertical integration, 
where a homebrand-like product carries a 
non-store branding, but is produced under 
contract exclusively for that store. Ozito 
power tools and Tactix storage solutions are 
two examples from Bunnings.) For Bunnings 
(as well as for The Home Depot and Lowes 
Companies), these are not simply cheaper 
substitutes for better-known products, 
they are actually products that can help to 
restructure a whole category in a way that 
delivers better results to Bunnings (and 
often to its customers as well).

If you set out to develop a big-box home 
improvement retail chain that was a kind of 
anti-Bunnings, as different as it is possible 
to be from Bunnings, you would probably 
end up with something that looks like 
Homebase did in 2016. The in-store “concessions” 
run by companies like Habitat and Laura Ashley 
are about as far as you can get from captive 
brands: everything about them, from products, 
range selection, advertising, pricing and sales 
methodology, was set by external forces.

It is difficult to see how anyone trained in Bun-
nings could have worked out how to run those 
stores effectively. When we look at the transfor-
mation of Homebase underway currently, fu-
elled by personnel brought in from Officeworks 

“What has 
become clear 
from our 
leadership team 
discussions in 
Wesfarmers is 
that there are 
some areas 
where frankly we 
do need to start 
collaborating 
more. By 
collaborating in 
digital, areas, we 
can ultimately 
deliver our 
customers better 
value, we can 
better utilise our 
assets, and the 
opportunities 
that we can see 
today will only 
increase in the 
future.“

- Rob Scott
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companies

and Kingfisher’s B&Q, what might be most im-
portant is not just local knowledge, but actually 
knowledge of how to run a non-Bunnings home 
improvement business model.

This does bring up, however, a second area 
of concern. If we are right, and the success of 
the Bunnings business model does rely on the 
construction of these intricate relationships up 
and down the supply chain, how can a) that be 
constructed using the pilot stores; and b) how 
can it be determined that it is actually working?

This remains a real problem. The one contri-
bution that HNN can make to possibly consid-
ering this, is a suggestion that the Bunnings 
UK “pilot” stores might be better thought of as 
“incubators”, that are in fact helping to grow the 
Bunnings business model in a new location.

Data capabilities

With some independent hardware retailers 
HNN visits, there is a standard part of the con-
versation where they first tell us that Bunnings 
can’t be doing all that well (we quote them the 
revenue growth numbers), and then that they 
can’t be making all that much off such low 
margins (we quote them the EBIT numbers), 
and finally that they’re spending a lot of money 
for little return (we quote them the return on 
capital ratio numbers). 

After a pause they will then often begin to talk 
about some pricing on a product line where 
what Bunnings is doing “makes no sense”, be-
cause they “obviously don’t know what they are 
doing”. Usually HNN remains silent in response.

What we are thinking, however, is that it 
seems to us that increasingly competing with 
Bunnings is becoming like playing chess or the 
Japanese game Go with an artificial intelligenc-

es (AI) computer. These AIs are capable now of 
developing moves in games that seem to human 
players simply amazing and inexplicable. In fact 
some of them, Go playing AIs in particular, are 
programmed to do exactly that, as a tactic in 
winning games.

HNN thinks that Bunnings’ use of pricing has 
become similar to how these AIs play games. It 
now has a considerable body of data that means 
it can model situations, not just based on past 
situations, but by using that data to determine 
“rules” and “approaches” to situations it has 
never encountered before.

This will continue to grow and to generate 
an amazing competitive advantage. It is also 
something that, dealt with correctly, can be 
generalised to other products, and other market 
situations.

Putting it all together

When we put together the specific possibilities 
mentioned by Mr Scott with the actions that 
Wesfarmers is taking, it becomes evident that 
the company is in the process of transforming 
itself from a conglomeration of different com-
panies — “fixer-uppers” that it buys cheap, turns 
around to produce profit, then sells off — to a 
platform that develops wide-ranging capabili-
ties that can be applied to a range of different 
business situations. 

Of course, that will likely not begin to happen 
for another two years or so, as the company de-
merges Coles and determines the fate of BUKI, 
but Wesfarmers may be the first Australian 
company to clearly understand that it needs to 
change quite radically to maintain its position 
in the evolving business world.
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Grant Crowle first came to the attention of 
HNN through a series of irascible but oddly 
enjoyable emails about a Bunnings small for-
mat warehouse store that had been proposed 
in Balmain, a suburb of Sydney, NSW. The 
proposed store would be quite close to one of 
Grant’s two hardware stores, which are evoca-
tively titled “The Hardware Store”. 

It’s not uncommon for HNN to receive emails 
and notes from hardware retailers who are 
concerned about what a nearby Bunnings 
could do to their businesses. Grant, however, 
had gone further than just complaining. He 
was, umm, in close personal touch with indi-
viduals who might have been responsible for 
putting up a protest sign on the proposed site 
— which was rapidly taken down.

THE HARDWARE ACTIVIST
Grant Crowle stands 
outside his, hardware 
store, The Hardware 
Store, located in one of 
the wealthier inner-ur-
ban suburbs of Sydney 
NSW.
In addition to running 
hardware stores, Grant 
also races Etchells class 
yachts.
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As it turned out, the Balmain store is more than just your 
average Bunnings urban infill project. It’s an entirely new 
style of building. Instead of the “crammed to the scuppers” 
design that has worked well in areas such as Melbourne’s 
urban-edge semi-compact Collingwood Bunnings store, the 
Balmain project is much more a warehouse-style store scaled 
down. Among its unique features is an internal turntable, to 
enable delivery trucks to better navigate the urban traffic 
situation.

While the design is very interesting, it also has to be said 
that the way in which Bunnings has attempted to get around 
issues such as traffic congestion in this busy, wealthy, in-
ner-urban Sydney suburb has been, well, somewhat “creative”. 
And in one of those things “that just happen”, this particular 
high-concept Bunnings store has found a worthy opponent 
in the person of Grant. 

Though “opponent” is perhaps a little unfair. As our con-
versations on this topic have developed, what has emerged is 
the portrait of someone who is quite a deep thinker on urban 
issues. Grant’s concerns are not just that a major competi-
tor might move directly into a neighbourhood he has had to 
himself for some years. It’s really that planning bodies and 
councils are, in his opinion, not really doing their jobs. 

From Grant’s point of view the Bunnings application does 
not go far enough in answering basic questions about issues 
such as traffic flow. While the turntable is an interesting inno-
vation, it doesn’t answer the key question of where delivery 
trucks will park while they wait to access the store. He also 
has a lot of questions about the application’s modelling of 
general traffic flow. He says from what he has seen, the most 
recent application suggests that traffic flow will not increase, 
because they will be taking customers from businesses like 
his own. As Grant tells us, “A mate of mine who used to be a 
traffic engineer said he had never seen that argument used 
before.”

Whether councils and city planners approve what he 
might call “dodgy” proposals from major retailers is one thing. 
Equally important is whether they are actively working to 
find and develop inner urban space for all the commercial 
enterprises that are vital to making an urban area “work”. 
That includes large-scale retail, such as hardware stores and 
furniture shops, but also vital services such as automotive 
repair, air-conditioning servicing, and even light manufactur-
ing. Grant’s point is that all too often councils and planners 
will work diligently to help a major retailer move into an area, 
but knock back environmentally sensitive, well thought-out 
plans to integrate retail and services into residential areas.

Harware Activist

• While concerns about new 
urban stores by Bunnings have 
sparked Grant Crowle into 
action, he real concerns are 
about how smaller businesses 
are being shut out from modern 
urban development.

• Grant has been in the hardware 
industry for 30 years, after a 
decision that it might be easier 
than boatbuilding, his original 
trade.

• His store in the inner-Sydney 
suburb of Balmain has been 
going for 14 years.

• Grant has become expert at 
fitting as much stock as makes 
sense into the small footprint of 
an inner-urban store.
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History
Grant is typically succinct when asked about how he be-

came a hardware retailer.
I was a boat builder and sailor. Then that industry got really 
hard by the late 80s and early 90s, so I thought I would buy a 
hardware store, as that would be so easy. [Grant grins.] Stupid 
man!
And now here I am 30 years later and I’m still trying to do it. I 
bought a store in Burwood (NSW) and the guy shafted me a 
little bit and we worked really hard at it but it was a tough envi-
ronment. I ended up selling it to some guys and then I opened 
this store.
I knew the area. There used to be Brown’s Hardware up the 
road which was quite successful, but was just too expen-
sive. So we sort of brought a bit of Burwood pricing into Bal-
main. And gave people what they wanted. From the very first 
day the local community really supported us.
I’m a local too in Balmain. I just live down the road.
Balmain is, of course, an area of high property prices, with 

the average dwelling costing around $2 million. It’s split 
about 50/50 in terms of renters and owners, and skews lower 
in the age range with under 39 year-olds dominating. It fea-
tures considerable harbour frontage, and is located around 
4km from the Sydney CBD.

Grant’s store was at one time a factory for Leatherman 
tools, and later became a depot for Campbell’s Soup trucks, 
before passing into the hands of the Sydney College of the 
Arts. It’s a high-ceilinged space, but the overall floor space is 
relatively limited — typical of an inner-city hardware store in 
a high-growth area.

The Hardware Store in Balmain is 
surprisingly well-stocked for its small 
footprint. Stock is carefully selected for 
the paint display, to ensure it indicates 
the complete range.
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It’s also one of those hardware stores where, through long 
years of hard experience, Grant and his team have managed 
to pack a lot of stock into the space.

I know that we stock probably four times the industry aver-
age, stock per metre. There is about $385,000 worth of stock 
here.
Grant is also very obviously someone who works hard at 

improving his stock position with brands, moving away from 
those that return smaller margins, or offer direct competition 
through distribution at Bunnings.

 I was having a discussion with our Dulux rep the other day, 
and I showed him the figures going back five years, where we 
have basically reversed what we sell. We put Haymes in about 
five years ago, or probably less, and now we are doing around 
$140,000 with them a year. Previously, we were doing over 
$140,000 with Dulux, and now we are doing only $70,000. So 
I’ve grown the paint segment, but as I told the rep, the Dulux 
part of that has nearly halved.
We only have a little bit of the trade paint and will broaden 
it with Haymes; we are a Haymes trade depot. But it is really 
hard yakka in Sydney, it seems to be. 
It just comes down to dollars. All major paint brands all make 
good paint for all different levels, for premium and for en-
try-level. It’s horses for courses. Tradies who are coming in to 
do offices and that, we say don’t buy a $200 can of 15 litre, we 
can sell you a $110 can, and it will last the two years it needs 
to last, until the next refurbishment.
In fact, Grant has been quite active when it comes to 

finding brands in paints, coatings and stains that work better 
with his store.

You may know Feast Watson, which makes Intergrain, are 
exclusive to Bunnings. That has caused a lot of friction in the 
industry. We’ve always been a large timber stockist because 
the local area has a lot of timber, so we had full shelves of 
Intergrain. We felt like telling them they can take them all and 
put them where the sun don’t shine! [Laughter.] Instead, we 
decided to sell the stock off at a steep discount.
Orica wasn’t happy with us, because we put it up on our 
website, “Return of sale because of exclusivity to the green 
shed”. Anyway, the state manager rang up and 
said they wanted us to take that down. Feast 
Watson said, “Why are you doing that when 
we already offered to take the product back?” I 
replied that after supporting their brand for 
30 years I felt that I could earn more money 
discounting it than receiving a credit. 
Grant has replaced Intergrain with a 

range of alternative brands, including Hay-
mes, Sikkens and Cutek. He says that as a 
result, the store did not see any drop off in 
sales revenue from that category. Grant is 
particularly enthusiastic about the Austra-
lian-made Cutek.

Cutek is one of Grant Crowle’s favourites 
when it comes to wood strippers.
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Cutek is the big mover with architects and specifiers. They 
buy the tin, and buy the stain, separately, so they can add it in 
themselves. So a landscaper will buy a big drum and he will 
pour out what he needs. Their cleaners are fantastic, great for 
stripping off products like Cabot’s Aquadeck. These will actual-
ly strip it all off. They are amazing, they will keep working for a 
week.
While the store currently stocks Flexovit, Grant admits he 

wants to shift to Klingspor, but hasn’t found time to make the 
necessary data changes in the POS system to accommodate 
that. Other suppliers have also lured him with special offers.

We’ve been buying a large amount of cutting wheels from 
Makita lately. They have set deals where you can buy 200 
boxes of wheels and we can get a proper price. They have an 
unusual pricing system. There is a large disparity based on size 
of the order. There are not many incentives for small guys to 
push the brand because the next discount level is quite high. 
So that makes it really hard sometimes to achieve the sale 
because you are competing with someone who is on a better 
discount level.
It would be easier if the pricing was a flatter structure. I under-
stand you are giving some of the big guys deals, but then the 
big guys can always shaft you. In general, though, I think Gavin 
[Keane] has done really well to get HBT on special prices with 
Makita and other suppliers, that’s really helped. 
While Grant is a strong fan of Makita power tool accesso-

ries, as with many smaller retailers, selling the actual power 
tools is another thing.

Makita are a good brand, they are a good tool. We’re not too 
concerned about the sales volumes on the Makita tools. If we 
sold $50,000 worth of power tools for the year, we are selling 
$150,000 of accessories and accessories. The accessories are 
selling at 55% gross profit margin, and power tools are selling 
at 15% gross profit margin. 
The power tools them-
selves are there to say I 
sell power tools, and I sell 
accessories.
One of the tricks Grant 

uses to better utilise the 
small space to provide all 
that people need is to not 
take a “one of each” ap-
proach, but to rather care-
fully select which brands 
he does stock.

We have just about every-
thing our customers need 
in the store. Well, it’s what 
they need 90% of the time, 
and the other 10% of the 
time we will get it for them.

While Makita power tools are on 
prominent display behind the Balmain 
store’s busy counter, the fact is its not a 
major line for the retailer. Grant is more 
interested in the sales of power tool 
accessories, which carry a higher margin, 
and a higher volume.
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It is interesting, in the industry you used to get a “good, better, 
best” in the range. I’ve been with a focus group for quite a 
long time and we would go on store visits. Two of the stores 
we went to were Kents at Orange, and Camerons at Batemans 
Bay. Both are pretty good operations but a few of us said when 
we got there, what’s with all these rows of silicone?
I said they are all different, but also they are all the same. At 
this store we decided over time that this kind of stocking was 
really a failure of the staff selling the product. They think they 
have to have several different brands to sell basically the same 
product. And that takes up a huge amount of space.
For example, we are selling the HBT brand of silicone, which is 
100% silicone for $3.99 a cartridge. So there’s no real need to 
buy the cheap stuff. The funny thing with that, we sell Sou-
dal, we’ve got a roofer that buys boxes off us, and we gave him 
the HBT one and we said it’s the same thing, and he said to us, 
no it’s not. So I asked Soudal, can you 100% guarantee me that 
it’s the same? They said it’s 100% the same. But the roofer said, 
“I’m still not sure...”
When we were at other stores, for the study group, they 
told us “We understand your problems with space.” I 
told them, guys, you have no idea. I pointed out to them 
that they were using space for no real reason. The shops 
looks really smart from the outside, but when you get in 
them and you look at them the way we do, quite critically, 
all of a sudden we found stock hidden behind doors, stair-
wells. There were trowels and boxes of tiles, etc. 
And then the paint department, it was one-deep and had 
the same product displayed four times. But all the paint 
accessories were at the back of the store. We asked why 
are they out there? Our trays and brushes are directly 
opposite the paint cans. That’s the best way to pick up 
additional sales.
A little surprising for overbuilt Balmain, Grant says 

the store does a good trade in gardening products. 
People are amazed at how well we do with gardening 
products here but people in Balmain have smart little 
gardens. We’ve had two local 
gardening stores close down 
recently, but we go through a 
tremendous amount of potting 
mix, and stuff like that. But we 
don’t sell anything that’s alive — 
no plants. That’s dead stock — lit-
erally! We used to stock seeds a 
long time ago but that was such 
a nightmare. The reps needed 
to change the packets due to 
the expiry dates. We eventually 
just said, forget it, it’s too hard.
There are some products 

that Grant has an obvious 
liking for, which he gets a great 

Two techniques Grant uses to display 
more goods in less space. Top, a 
right-angled display fits into a handy 
corner made by a shelving unit. Bottom, 
one  technique Grant uses in the Balmain 
store is to “go up”, and make good use of 
the building’s height. This display of door 
hardware is mounted above an entrance 
door.
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response for from customers as well. Walking down one aisle, 
he grabs a big bushy broom off the rack, and holds it up to us 
to smell.

Hand-made brooms made in Australia. Smells like hay, made 
from millet. From Tumut. We sell six to seven at a time to peo-
ple at Christmas, They are the biggest selling thing so far on 
our website at the moment. So we like putting the Sabco next 
to it, which isn’t a bad brand, at $25, but people still like to buy 
handmade brooms for $70. I make people smell them before 
they buy them!
Greg is also serious about ecommerce, and has developed 

his own website. As everyone does, he’s had a few issues with 
this. Some of those issues are major, but others are small 
and annoying. For example, while Greg is a great supporter 
of Haymes paints, he’s had real problems just getting images 
from them to use on the website, while companies such as 
Dulux are keen to help him out. 

Greg admits that some of the numbers when it comes to 
ecommerce for smaller stores may not work out all that well, 
but the issue is larger than only profit.

I don’t think [ecommerce] is hugely viable to a large degree, 
but I think it’s a leakage issue. For example, one of our issues 
is the amount of people who buy Velux [skylights] online, and 
Velux don’t give those guys the same deal we get, because 
we are a stockist, we display the product etc, but the margins 
are so slim it doesn’t matter. It’s a bit like selling power tools. 
It doesn’t matter if you’re not making anything on it as long as 
you’re selling it. So it’s about leakage, about stopping people 
going elsewhere.
We said to Velux we need a flat percent across the board 
otherwise it’s not viable having it on the website. Velux are the 
best company to deal with in the industry. Their margin for 
stuff-ups is like 0.02%. In 15 years of dealing with them they’ve 
only stuffed up about four 
jobs. It doesn’t happen very 
often. But they are very disci-
plined. People ring up and say 
but I want to get some Velux 
product today. Well, it just 
doesn’t happen. [Laughter.] 
You have to wait like everyone 
else. 
While the website might 

not directly supply much 
profit, Grant sees it as helping 
to develop a lot of secondary 
business as well. 

People have been contacting 
us through the website and 
we’ve had a couple of really 
good jobs from Spantech out 
of it, like $2500 worth of posts 
and steel beams.

Gardening remains a viable market for 
the Balmain store, even though the 
suburb has become increasingly built-up 
with multi-unit dwellings. Grant stacks 
the bulk gardening supplies, such as 
compost and potting mix, beside the 
loading bay, making it easy for locals to 
access.
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Sales reps
As with many hardware store owners these days, the sales 

reps from suppliers are something of a hot button issue. 
We get [reps] “fresh off the boat”, so to speak, and we ask what 
training have you had, and they say none. And half the time 
we are teaching them. The ones that have been thrown in the 
deep end, but are proactive, they do work it out. But the ones 
that don’t do that, not so much.
Some reps throw up their hands, say there is nothing they can 
do, when we complain. But we want them to complain to their 
management. That’s how it works! There is simply nothing a 
rep can do worse for me than say: “It’s not my fault”. Do not go 
there! I walked off on a guy once who did that. Do not say that 
to me, that’s what you’re here for. You are the conduit to the 
company, you go tell them that we are dissatisfied — otherwise, 
just bugger off.
We’ve banned a few reps over the years. Representation in the 
industry is appalling, compared to what it was 10 to 15 years 
ago.
In contrast, Grant is very pleased with his relationship 

with HBT, and he contrasts it with his relationship to Met-
cash’s Independent Hardware Group (IHG).

We get a lot of pressure from some IHG executives. I told them 
there is one solution to their problem of getting a Mitre 10 
banner over my stores: buy them! That’s the only way you’ll get 
a banner over my doorway. Then they come and offer you the 
agreement — because they are trying to get us on the trade 
agreements— and I tell them, man, it’s the usual Mitre 10 thing: 
we’ll give you this but we are going to take this...
We deal with the Mitre 10 warehouse and we spend about 
$12,000 a month. But the ranging 
in the warehouse isn’t flash. And 
again it’s a problem getting service 
there too. If you have a problem 
with something, or you get a report 
back of what they are out of stock 
of, what they are deleting, you can’t 
talk to one person. They ask you to 
talk to each category manager. I 
say, look, I’ve got a list here and 
I have an issue with this, this and 
this item, can you go and find out 
the problem? No, we can’t do that, 
is what they come back with.
I feel like telling them: Don’t you 
understand there’s a reason why 
HBT works? Pay your thousand 
bucks and here’s the deals. We get 
1% from the supplier and if no one 
spends any money because the 
deals are a dud then no one makes 
any money. It’s really simple.

Grant has taken The Hardware Store 
online as well. While he admits that 
profitability would be hard to judge, he 
does see it as an effective marketing tool, 
and one way to guard against seeing 
some sales move elsewhere.
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Planning and development
While Grant might talk about problems he has had with 

some suppliers, he reserves his real disdain for city councils 
and planners in his area of Sydney. The issues he has are 
not just with the extent they are willing to alter planning 
requirements to enable big stores such as Bunnings to enter 
areas that have severe traffic constraints and heritage re-
quirements, but also that they don’t balance that leniency 
with equal encouragement of smaller business development.

We had a meeting with Sydney’s Department of Planning and 
Environment (DPE), along with some commercial agents. They 
were saying that all their customers are getting forced out of 
the city. Many of these businesses have sold their sites, which 
get turned into residential. They want to re-establish their 
businesses, but no one is renting them the space they need. In 
terms of the amenity for the city, that means instead of a one 
day or two day turnaround if you want to get your car serviced, 
you have to drive to Revesby, and wait longer.
It’s something people don’t think about. They say I don’t want 
an industrial operation underneath my apartment block — 
which is what we are trying to push. The point is, the impact 
isn’t as great as people imagine. Do you want another super-
market that is there until 10 o’clock at night or a restaurant or 
bar that’s open until 1am? Or do you want an industrial user in 
your building who goes home at 5PM or 6PM.
In other countries of the world, particularly on the European 
continent, that kind of mixed use is very common. It happens 
in cities all over the world. I was in Madrid last year and there 
are lots of repair shops and mechanics working as part of 
apartment blocks.
Grant has a sense that the difficulty is that government 

bodies such as the DPE and local councils no longer respond 
well to individuals, or even collectives of individuals who 
are seeking changes to planning, while they remain very 
open to granting “exceptions” to larger companies.

Around here residents complain because there is no room 
for bulky goods deliveries like a fridge or a piece of furniture. 
What is interesting is that I drove through the fish markets, and 
there used to be a big CSR depot there. CSR sold it, and now 
there are apartments. But CSR has gone back underneath it.
In the end, though, Grant’s major problem with govern-

ment agencies involved with planning, is that they have a 
very heavy residential focus, and not only do not under-
stand the requirements of businesses, they seem uninterest-
ed in educating themselves as to what those might be.

The planners asked us “What is this obsession with height?” 
That was after we kept asking for a minimum floor-to-ceiling 
height of six metres. So we had to explain it to them. We said, 
if you want businesses like ours, such as furniture showrooms 
or something similar, how do you think furniture shops get 
their stuff to Australia? How does it get here? On a ship. Really. 
And, see, they put that sort of goods in really big boxes called 

The brooms Grant has a particular liking 
for. Made in New South Wales from 
natural products, they cost more than 
artificial fibre brooms, but, as he points 
out, they smell better. Christmas is the 
season when they are popular, apparent-
ly as gifts.
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“shipping containers”. And when they arrive at the site they 
are on a truck. The trucks are high, the container is high, and 
guess what? They need a really big door to get through. So 
you need a six-metre ceiling height.
After all that, they just sat there, and looked at us like we were 
really strange. 
Part of Grant’s introduction to planning issues has been 

his experience in opening up a second store, in Alexandria 
(which just happens to be relatively close to one of the largest 
Bunnings Warehouse stores in Australia).

We opened the second The Hardware Store at Alexandria 
about four and a half years ago [2012]. Council held us up for 
a year. They said we had a traffic problem. You can open the 
world’s biggest Bunnings 800 metres away, on a secondary 
road, and give them their own traffic lights and everything. But 
me, with a small hardware store, on a sidestreet, in a commer-
cial area, I have a traffic problem.
Those problems have only been increased through further 

actions by the local council.
The rent on the Alexandria store went up about 50%. Because 
the council rezoned the site. Then a guy bought it, and the 
council says you can stay here. But it has been rezoned for 
office use as well, so what do you think the landlord is going to 
want to do?
The move into Alexandria has not generated quite the 

business that Grant had hoped for. However, the reasons be-
hind Grant’s expansion into Alexandria seemed to have been 
complex. In part it was the notion of having the two stores 
working together, with the second store functioning in part 
as a kind of “depot” for the original store, enabling them to 
share the load when it came to the delivery of goods such as 
timber to building sites. 

Analysis
From HNN’s point of view, 

Grant is part of a growing trend 
we’re seeing in hardware retailers, 
those who are adopting more of an 
“activist” approach to changing the 
industry. For some, the core goal 
is to improve access to products at 
reasonable supply prices so that 
they can compete more effective-
ly. Others, like Grant, believe that 
governmental agencies should, 
on one level, regard every single 
business on an equal footing, 
regardless of size. Instead, it has 
become evident that councils and 
planning regulators make unusual 
concessions for larger businesses. 

The Hardware Store in Alexandria, NSW, 
hasn’t proven to be as successful as the 
original store in Balmain.
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In a manufacturing-based economy, there may be some good 
reasons for that. In Australia’s emerging, highly-profitable, 
service-based economy, it makes a lot less sense.

Though Grant is likely not directly aware of it, many of 
the good arguments he makes have been made before by 
urban planners external to government agencies, who were 
concerned not with straight lines drawn on maps, but with 
the liveliness and long-term “liveability” of local areas. One of 
the most famous and influential of these was the American 
urbanist and economist Jane Jacobs. In her seminal book 
“The Death and Life of Great American Cities”, she pointed 
out that the health of urban areas depended on the diversity 
they offered in small urban areas. “Zoning” areas as residen-
tial or commercial ends up producing dead areas, that lack 
resiliency, and easily revert to virtual slums when economic 
conditions worsen or change.

Today, activist retailers like Grant are still in the minori-
ty. If you look at the approach of many hardware retailers, 
it tends to be a longing for the “pre-Bunnings” days, back in 
the 1990s, before Bunnings grew to be so powerful. As HNN 
has repeatedly stated, Bunnings really isn’t the problem 
they need to be looking at. The hardware retail market has 
changed drastically because the supplychain changed drasti-
cally. Bunnings made the best use of those changes, and while 
it has helped to shape some of them, it really did not create 
the circumstances that led to them.

What the activists realise — and non-activists do not seem 
to agree with — is that the only way out of the current situa-
tion of slow decline many hardware retailers find themselves 
in, is through innovation. One of Grant’s ideas — briefly men-
tioned — is whether it would make sense for a group of nine 
or so smaller retailers like The Hardware Store to get togeth-
er as an allied “mini-group” in urban areas. They could then 
share a tenth, centrally located small warehouse facility, that 
would look after direct deliveries to building sites, and also 
ecommerce fulfilment — making the latter actually viable. 
His expansion 
into the Alexan-
dria store has 
been, in many 
ways, a test case 
as he develops 
that business 
model. 

The real, prime 
difficulty that ac-
tivists like Grant 
face — at least 
initially — is not 
just with poor 
planning prac-

Jane Jacobs saw cities as being created 
more by culture than by external forces.
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tices, and the relegation of the concerns of 
small business to a tertiary position, behind 
residential and big business, but that there 
simply aren’t enough hardware retailers today 
who are willing to be active developers, rather 
than the passive recipients of a historically 
eroded position both in commerce and in the 
community. 

What is needed is a new idea about what 
constitutes the social organisation of hard-
ware communities. At the moment these are 
copies of the same organisations that have 
been in place since the 1950s. The require-
ment today is for informed, active bodies, that 
can help members better participate in city 
planning and introduce innovative practices, 
rather than relying on a reactionist approach 
which pines for the past, but does little to 
help achieve a better present.
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Over the next 15 months or so many Austra-
lian independent hardware retailers will make 
core decisions that will affect their businesses 
for five to 10 years to come. 

There are multiple reasons why the remain-
der of 2018 and much of 2019 will be “decision 
time” for independents. While there are a cou-
ple of recent, direct events that have helped 
to “trigger” the need to make choices, what is 
more important is that several industry forc-
es that have been around for some time are 
coming into tighter focus. In the reasonably 
cautious “wait and see” balance many retailers 
adopt, we’ve now moved more into the “see” 
portion.

The Buying Group Puzzle
R
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For many individual independent retailers the key ques-
tion at the moment is whether they should remain with their 
current buying group affiliation, move to another buying 
group, or simply forgo the expense of any affiliation. Or, 
to put that a little differently, what are the real benefits of 
belonging to each buying group, and how are these benefits 
likely to change over the next five years or so?

While that might seem a difficult question to answer, it is 
possible to work through the models the main buying groups 
plan to implement, and to arrive at some understanding of 
the differences. 

Along the way, it seems necessary to gain some under-
standing of two basic questions, as well:  
• What are the core economics of the wholesale/retail hard-

ware market in Australia? 
• In a highly price-constrained market, with a relatively low 

level of innovation, how and where do retailers and suppli-
ers find margin and profit? 

Background
What shifts have taken place for the major players engaged 

with the Australian hardware retail market over the past two 
years?

After a year and a half of converging the Home Timber & 
Hardware Group (HTH) with Mitre 10, the industry is start-
ing to see the outlines of Metcash’s Independent Hardware 
Group (IHG) become visible. With much of the management 
team from HTH let go, it’s no surprise that this tends to lean a 
bit more towards Mitre 10 than HTH in terms of culture.

As announced at the IHG Expo in Adelaide in mid-Febru-
ary 2018, the decision that Metcash will develop Mitre 10 as 
the main brand out of the four store brands currently oper-
ating has been made. The implementation of this has been 
delayed until early 2020. It doesn’t seem clear whether during 
those interim two years the HTH brand will receive equal 
treatment to Mitre 10 in terms of resources such as advertis-
ing expenditure. 

In any event, internal survey results from IHG released at 
the Expo would indicate this outcome might not suit many 
HTH members. It’s also not the answer that the investment 
analysts were looking for. Amalgamating the brands would 
result in an additional $5 million added to earnings before 
interest and taxation (EBIT) annually, according to some es-
timates. The delay is another indication of a certain fragility 
to the current alliance between independents in Mitre 10 and 
HTH.

Meanwhile, a smaller but rapidly growing competitor for 
independents, the Hardware & Building Traders (HBT) group, 
after over a year of operating under the guidance of “the 
two Mikes” — Mike LoRicco and Mike Coates — has recent-

Choosing a buying group

• Many retailers will face a tough 
choice when it comes to their 
buying group affiliations in 2018 
and 2019.

• To understand these choices, it 
is necessary to understand how 
the current market works.

• One key to this can be found 
in the work of US economist 
Robert L. Steiner.

• Mr Steiner took account of how 
retailers functioned in the mar-
ket, including how they compet-
ed with suppliers for margins.

• Using Mr Steiner’s insights, we 
can model the existing market.

• The model indicates that the 
overall strategy of IHG is to 
converge on the market position 
Bunnings holds, by competing 
on price and influence.

• The strategy HBT follows is 
based on restoring a positive 
balance between retailers and 
suppliers.

• There is no single right answer, 
as the the best buying group for 
each retailer will vary by region, 
store type, and personal prefer-
ences.
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ly appointed a new CEO, Greg Benstead. Interestingly, both 
Mr Benstead and IHG’s CEO, Mark Laidlaw have experience 
working for Metcash’s main retail business, the Independent 
Grocers of Australia (IGA), to which IHG is a corporate sister. 

There’s little doubt that HBT sees itself as providing a good 
option for HTH stores that are interested in alternatives to 
IHG. As Mr Laidlaw mentioned in response to an analyst’s 
question at the presentation of Metcash’s first half results 
for FY2017/18, the few HTH stores that IHG have lost so far 
migrated over to HBT. 

In the independent area, the National Building Suppliers 
Group (Natbuild), has an unusual profile, with just 34 long-
term members operating 140 trade outlets in Australia, gen-
erating $1.8 billion in trade sales a year. It has a long-term 
strategy of seeking larger, more successful retail operations as 
members, which are especially attractive to suppliers due to 
their market clout and stability.

While Natbuild has been overtaken by IHG, which looks 
like it will generate over $2 billion in sales a year, there are in-
dications that the latter company is still not getting the same 
level of volume-based discounts from suppliers the former 
does. Recent allegations of IHG staff gaining knowledge of 
deal terms through unauthorised access to the Natbuild web-
site (allegations made in October 2017 and then withdrawn 
in late February 2018) may give some hint of the degree of 
competition between the two companies.
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While many mem-
bers who attended 
the 2018 IHG Expo in 
Adelaide in mid-Febru-
ary felt that the event 
was a success, more 
mixed views were 
held by suppliers who 
attended — as well as 
those who chose not 
to attend.

According to sourc-
es, the Independent 
Hardware Group (IHG) 
has laid out a plan to 
transition from its cur-
rent two equal main 
brands, Mitre 10 and 
Home Timber & Hard-
ware (HTH), to a situa-
tion where Mitre 10 is 
the major brand and 
Home Hardware is “a 
strong second brand”. 

It appears that in this 
process, the True Value 
brand will be sidelined, 
and the former HTH 
ThriftyLink brand will 
be slightly expanded. 
Sources indicate this 
process will commence 
in two years, in early 
2020, and conclude in 
2022.

As part of this 
transition, IHG is also 
highlighting a ramping 
up of its “Sapphire” 
premium store layout 
program, which it says 
is planned to go from 
the current 30 stores 
in 2018, to 200 stores 
in 2022, a rate of over 
40 store conversions 
a year. While the pro-
gram is now open to 

both Mitre 10 and HTH 
stores, it’s unclear if 
the resulting stores 
will be branded Mitre 
10, or will retain their 
original branding.

Sources also indi-
cated that IHG stated 
that it had 300 Mitre 
10 stores and 230 HTH 
stores. The former, 
which make up 56% of 
store numbers, were 
responsible for 48% 
of the sales revenue, 
while the latter con-
tributed 37%, with the 
remainder made up of 
Hardings, Thrifty-Link, 
True Value and unban-
nered stores, according 
to sources.

A mixed community

After some confusion as to brands at the 2017 IHG Expo, 
Metcash was more careful with its branding message this 
year.
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Outside of these major players there are a number of 
smaller buying groups, most of which have either a speciality 
or regional focus — or sometimes both. They offer varying 
degrees of support and access to supplier deals, and for many 
hardware retailers provide an excellent solution to their 
needs.

Then there are speciality hardware franchises such as 
Total Tools. The company calls itself  “Australia’s largest trade 
and industrial tool retailer”. Its website states that it features 
over 7000 tools in its stores, with access to a total of 60,000 
products across Australia.
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Matt Cornwell, soon 
to take over from his 
father Ian Cornwell at 
Doncaster Mitre 10 in 
Victoria, was very hap-
py with everything 
the 2018 IHG Expo 
delivered. One of the 
major benefits, he said, 
was simply getting to 
meet everyone. 

I’ve never been to 
Adelaide before. The 
way IHG have gone 
about doing all this 
has been fantastic. We 
had a dinner last night 
which was opposite 
the river. I was told it 
was the biggest gath-
ering outside Adelaide, 
ever.

Overall, you’ve got to 
get 1800 to 2000 people 
for a sit down dinner 
on the river, and it was 
catered and done beau-
tifully. Things like that 
not a lot of industries 
or companies could 
pull off.

To have around 1000 
members here, 150 IHG 
staff, and around 300 
different suppliers or 
personnel is a large 
amount of people to 
have in the one spot. 
It gives us a chance to 
meet all these people in 
the one space.

Matt was particularly 
keen on the opportuni-
ties the Expo provided 
to meet people in a 

social as well as a busi-
ness context, to build 
relationships, and to 
use those relation-
ships to make better 
business deals.

One of the main 
things I try to do is not 
just limit myself inside 
the conference. It’s also 
all about going to the 
dinners and meeting 
new people and then 
having a beer after. 
And so, the industry 
that we are in, I enjoy 
this, because I like get-
ting out and meeting 
people, and making 
those new relation-
ships with people that 
I haven’t met before.

At events like this 
one you get to develop 
personal relation-
ships with the guys 
who are not just your 
account managers, 
but the national ac-
count managers, and 
sometimes the bosses 
here. Relating to a 
supplier only at a store 
level, you don’t get to 
do that. So you make 
those relationships, 
and they say, “I know 
who you are, you’re 
from Doncaster Mitre 
10, you’ve done this and 
this, and you’ve grown 
from that.” The next 
time you meet them, 
you put a name to a 
face. That way, for us 

as a small business, we 
might get looked after 
a little bit more than in 
the past, just by mak-
ing those relationships 
with those people.

Price is just one 
thing. You have to do 
something separate, 
because I find that a 
lot of people are on the 
same price, everyone 
wants the best deal, 
but if you’ve got that 
personal touch as well, 
it’s just an added extra 
and you can make it 
work for both parties. 
It’s not us always take, 
take, take. You have to 
give a bit as well.

It doesn’t cost us a lot 
to do it either. There 
are deals that you 
can pick up on from 
all different varieties 
of hardware like big 
brooms, tape, and 
timber. There’s new 
products coming out, 
you get that type of 
information coming 
through.

Asked about the 
move from two major 
brands to one leading 
brand (Mitre 10) and 
one support brand 
(HTH), Matt is sympa-
thetic about how some 
store owners might 
feel.

It’s a hard call for any 
corporate business to 
make about personal 

businesses. If someone 
was coming into our 
business saying look, 
we’re going to change 
what you are... Well, it’s 
a tough call to make. 

But the thing is, 
they need to get one 
brand to the customer. 
So at the end of the 
day, we can have our 
personal views on it, 
but I guess IHG need 
to consolidate their 
brand. Whatever they 
decide, it’s going to be 
to the benefit of the 
members, because we 
want our customers 
to know who we are. 
So we back whatever 
decisions they want to 
make.

In our local area 
there are about three 
Home stores, so at 
the moment, over the 

last six months, they 
are integrating us 
into talking with each 
other. And we feed off 
each other in the way 
of purchasing so we 
can do combined buys 
now between two sort 
of competing compa-
nies. 

If there is an oppor-
tunity when we need 
a volume deal, we use 
the volume between 
the home and the 
Mitre 10 brands to go 
directly to the supplier. 
So we all pay the same 
price, and we all got a 
better deal, for us to on 
sell to our customer. 

And obviously it 
benefits the customer 
as well because we can 
lower our prices and 
compete with larger 
companies out there.

The happy member

Matt Cornwell manages the Doncaster Mitre 10 store.
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Finally there is the emerging category of retailers who 
operate primarily online. Sydney Tools is perhaps the best 
known, and it has continued to expand its offline presence by 
opening new stores in Melbourne. Added to that are emerg-
ing specialist ecommerce retailers such as Monsta, which is 
building a paint business online. Amazon Australia, while it 
is devoting some attention to an online home improvement 
section in its store, is unlikely to have much of an impact 
until mid-2019.

Bunnings
Australia’s largest hardware and home improvement 

retailer, the Wesfarmers-owned Bunnings Australia & New 
Zealand (BANZ), continues to be an overwhelming force in 
the Australian hardware market. With revenue for its most 
recent half of $6.6 billion, up by over 10% on the previous cor-
responding period, and earnings before interest and taxation 
(EBIT) of $864 million, up over 12%, it remains the dominant 
player in terms of both market share and market growth.
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It is certainly true 
that many suppliers 
who attended the 2018 
IHG Expo were happy 
with the results, and 
the opportunity to 
bond with customers.

However, this is 
the first Expo event 
where in speaking to 
a number of suppliers 
there was an espe-
cially strong reaction 
against some IHG pol-
icies about the Expo. 
HNN spoke to a small 
group of suppliers, 
some who attended 
the event, and some 
who chose not to, who 
shared with us  their 
concerns about the 
direction the group 
seems to be going in. 
All spoke to HNN on 
condition of anonym-
ity, to protect their 
commercial relation-
ships.

For most of those 
suppliers HNN spoke 
to, the trouble came 
down to one key issue: 
the cost of exhibiting.

Typical costs that 

were quoted to HNN 
were prices for the 
2017 IHG Expo ranging 
from $11,000 to $14,000, 
with the suppliers 
claiming these had 
increased for them to 
a range of $18,000 to 
$20,000. The average 
increase was over 60%, 
with a total range of 
between 37% and 64%. 

The suppliers who 
in the end chose not 
to attend commented 
that when they tried 
to negotiate price, they 
were met with com-
plete resistance. 

IHG argued, they 
said, that the gather-
ing was bigger with 
HTH and Mitre 10 
combined, but the 
suppliers pointed out 
this was the same 
case for the 2017 Expo. 
The price increase 
seemed particularly to 
upset some suppliers 
because they suggest-
ed that IHG’s costs at 
Adelaide were likely 
less than their costs 
for the 2017 location 

on Queensland’s Gold 
Coast.

One point several 
suggested was that 
charging for events 
such as the Expo was 
basically a fungible 
fee. That is, in order 
to make up for those 
charges, they would 
need to make some-
thing back on the 
margin for their prod-
ucts. That meant, they 
suggested, that in the 
end members would 
still pay for all of it. 

As one said, the net 
effect was, in his opin-
ion, that it just moved 
revenue from one 
place on the IHG bal-
ance sheet to another.

Outside of those who 
were positive about 
the event, and those 
who were not, a third 
group said they simply 
regarded it as a cost of 
doing business with 
Metcash.

The other point  
made was that many 
felt that, while ame-
nities for members 

had improved, very 
little had changed in 
the way IHG handles 
interactions between 
suppliers and mem-
bers. This is in con-
trast to other trade 
shows which have 
innovated in this area.

It would not surprise 
HNN to discover that 
part of the internal 
thinking about the 
price increase is that, 
as suppliers now need 

only attend a single 
event for Mitre 10 
and HTH, they should 
pay more for that one 
event, regardless of 
the cost to IHG. In fact, 
though, suppliers have 
already figured these 
cost efficiencies into 
their product pricing. 
It is not uncommon 
for merged companies 
to try to spend effi-
ciency dividends two 
or three times. 

The supply-side story

Ever-accessible Mitre 10 brand ambassador Scott Cam 
stops for a chat with some IHG members at the Expo.
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Power-tools represent a good example of the influence 
of BANZ on the overall hardware market. Bunnings has 
pioneered low prices in this category.  Many independent 
hardware retailers will admit that their power-tool sales 
return very slim margins when they attempt to be at least 
price-comparable with Bunnings, and that they only stock 
these tools so as not to disappoint loyal customers, and as a 
gateway to selling far more profitable power-tool accessories.

While Bunnings does apply specific strategies to the pow-
er-tool category (“captive” brands, exclusive distribution, 
wide range, everyday low pricing), its ongoing success is less 
dependent on well-developed strategies in individual catego-
ries, and more on an overarching, carefully applied strategy. 
In fact, Bunnings is the only retailer in Australian hardware 
that has a clear answer for the two pressing questions we are 
looking at here: they know where their margin/profit comes 
from, and have a clear vision of the changing economics of 
the wholesale/retail hardware market.

This is evident in what is perhaps the company’s 
most revealing statement made by former managing 
director of Bunnings John Gillam in 2015. In response 
to an analyst’s question about why Bunnings did not 
increase its prices, Mr Gillam responded by stating 
that “the margin is the outcome”. Unwound, one of 
the meanings of this statement is that pricing is effec-
tively set by the market itself, not the retailer. Given 
that, margin is not a matter of “cost-plus”, it is a mat-
ter of controlling the supply-chain so as to produce 
low supply costs, producing better margins.

Consequently, growth for Bunnings has become 
less about taking market share from retail compet-
itors, and more about category expansion. Home 
lighting is the classic case of this, and in recent years 
has included higher-end offerings in both barbecues 
and outdoor furnishings.

The shape of the market
Over the past 25 years the Australian hardware market 

has been subject to a number of disruptions. While many see 
Bunnings as being a principal cause of that disruption, it is 
probably more accurate to see the disruption as being some-
what external to the hardware market, and Bunnings as the 
only hardware retailer that really understood and used those 
disruptive forces.

The major shift from the early 1990s to today has been 
from largely dominant suppliers and brands, to the domi-
nance of retailers and the stores themselves. Brand names 
continue to matter in some specific areas (such as interior/
exterior house paints), but in most other areas their influence 
has faded, and continues to decrease. 

Mr Gillam responded by 
stating that “the margin is 
the outcome”. Unwound, 
one of the meanings of 
this statement is that 
pricing is effectively set by 
the market itself, not the 
retailer.
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These cycles of domination by brands and then by retailers 
have been extensively studied by one US-based economist, 
Robert L. Steiner, who has brought a unique perspective to 
his analysis. Far from being an “ivory tower” theoretician, Mr 
Steiner obtained an MA in economics on the US GI Bill after 
World War II (during which he flew 35 missions over Germa-
ny in B17s), then went on to become president of the Steiner 
family-owned toy manufacturer Kenner Products. This was 
a very successful company which developed (among other 
products) the Easy Bake oven for children, marketed Play-
Doh and Spirograph, and was the original licensee for Star 
Wars toy figurines. 

After his time at Kenner, Mr Steiner was appointed se-
nior staff economist at the US Federal Trade Commission, 
where he was mostly concerned with competitive policy. He 
authored over 20 academic papers, three or four of 
which are quite seminal. His work was greatly en-
riched by his “hands-on” experience as a supplier in 
the fast-moving consumer goods market. That experi-
ence frequently contradicted the accepted wisdom of 
more academically-based economists.

In more recent years, the economist Michael P. 
Lynch has built further on Mr Steiner’s work.  Writing 
in 2003, he outlines concisely how ignoring the retail/
wholesale aspect of economics distorts the reality:

For more than three decades Robert Steiner has been 
arguing that economists have neglected both retailers 
and the competition between retailers and their manu-
facturer suppliers. The most extreme form of neglect is 
to act as though retailers do not even exist; manufactur-
ers or importers are assumed to sell directly to consum-
ers. 
Steiner calls the latter “single stage” thinking in oppo-
sition to his “dual stage” theory in which both retailers 
and manufacturers play an important role in determining 
consumer prices and the quantities and types of goods 
sold. 
While many of Mr Steiner’s papers are worth read-

ing, the one that is most helpful with the Australian 
hardware market is entitled: “The Inverse Association 
Between the Margins of Manufacturers and Retail-
ers”. There is an extensive commentary on this paper 
by Mr Lynch, entitled: “Why economists are wrong to 
neglect retailing and how Steiner’s theory provides an expla-
nation of important regularities”. These can be downloaded 
in one document from: goo.gl/RCTYnX.

The axes of retail/supply
The main insight that Mr Steiner offers is that competition 

in the retail/supplier sector can be viewed along two “axes”. 
The horizontal axis is made up of like participants compet-

“For more than three 
decades Robert Steiner 
has been arguing that 
economists have neglected 
both retailers and the 
competition between 
retailers and their 
manufacturer suppliers. 
The most extreme form of 
neglect is to act as though 
retailers do not even exist.”

- Michael P. Lynch
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ing with like — stores with other stores, brands with other 
brands, and products with products. The vertical axis runs up 
the actual supplychain, where retailers compete with suppli-
ers, and suppliers compete with retailers.

What makes Mr Steiner’s work of particular interest is that 
he interrelates competition along these two axes. His state-
ment regarding this is:

In a dual stage environment, the market power and the 
margins of an individual manufacturer or retailer are a joint 
function of its horizontal competitive position against firms at 
the same level, and its vertical bargaining power with firms at 
the other stage.
That is, he sees the vertical competitiveness of a retailer or 

supplier as affecting its horizontal competitiveness, 
and vice versa. High-performance retailers can de-
mand more from suppliers. High performance brands 
enable suppliers to demand more from retailers. But 
also, importantly, there are tactics that both retailers 
and suppliers can use to influence this relationship. 
Retailers can make use of “home brands”, and suppli-
ers can alter the balance through the use of advertis-
ing, to name just two techniques.

As it turns out, considering the relationship be-
tween these twin axes is very helpful when it comes 
to understanding what is going on in the Australian 
hardware market.

The horizontal to vertical axis relationship
In the conventional view of economics, where the 

contribution of the retail sector is underestimated, 
it is assumed that margins on consumer goods for 
suppliers and retailers move entirely in sync with 
each other. The evidence suggests this is not always 
the case.

The question Mr Steiner’s paper mainly address-
es is how retail/wholesale markets reach the point 
where high margins for retailers mean low margins 
for wholesalers, and vice versa. He then follows on 
from this to describe what the consequences of this 
dynamic are.

His core statement about the inverse relationship is this:
[This paper] shows that the structure of a consumer goods 
industry and the relative and absolute margins of manufactur-
ers and retailers are largely determined by the magnitudes of 
two cross-elasticities that define the willingness of consumers 
to switch brands within store and to switch stores within brand. 
When the magnitudes are markedly different, margins at the 
two stages will be negatively related. [Emphasis added.]
To unpack that statement, we need to start by thinking 

about the factors that make a manufacturer powerful in 
a market, and what makes a retailer powerful. If we think 

“In a dual stage 
environment, the market 
power and the margins of 
an individual manufacturer 
or retailer are a joint 
function of its horizontal 
competitive position 
against firms at the same 
level, and its vertical 
bargaining power with 
firms at the other stage.”

- Robert L. Steiner
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about strong leading brands, such as Australia’s Dulux-
Group in paint, what makes it so powerful? Many hard-
ware retailers will, for example, sell Dulux paint, even if 
the margins they are offered are not as large as compet-
ing paint brands. 

The answer is, of course, that especially for consumers, 
if a retailer does not offer Dulux, they will seek out an 
alternative store that does sell Dulux. This can mean a 
non-Dulux retailer not only misses out on paint sales, 
but also on high margin items, such as brushes, roll-
er-covers, plastic tarps, and mark-off tape. 

This is an example of the “cross elasticity” of being 
willing to “switch stores within brand”. The brand 
remains a fixed goal, while the store becomes a variable 
means of achieving that goal.

An opposite case might be something like mid-range 
power drill bit kits. Most consumers will know to avoid 
the very cheapest of these, but will regard drill bit kits 
from DeWalt, Makita, Milwaukee and Bosch as being 
basically on par for value determined by price for qual-
ity. If a retailer doesn’t stock the brand they initially 
wanted, they can usually be easily persuaded to buy an 
equivalent brand.

This is an example of the “cross elasticity” of be-
ing willing to “switch brands within store”. The store 
remains a fixed means of achieving a goal, while the 
brand becomes a variable goal.

In theory, when these two elasticities (switch brand/
same store, and same brand/switch store) are balanced, 
the margins of the supplier and the retailer will move 
in sync. When the retailer has the upper hand (switch 
brand/same store is dominant) the retailer’s margin will 
tend to increase while the supplier’s margin decreases. 
When the supplier has the upper hand (same brand/
switch store is dominant) the supplier’s margin will 
tend to increase, and the retailer’s margin will decrease.

The vertical to horizontal axis relationship
For the other relationship between the two axes, ver-

tical to horizontal, Mr Steiner diagrams it like this:
Vertically, manufacturers and retailers vie with one an-
other to increase their respective share of a brand’s retail 
price and thus to capture a larger portion of the available 
rents in the vertical system.
“Rents” is being used here as a precise term from 

economics, and it means any payment to an owner or 
producer that is above the costs involved in production. 
In this case it refers to any excess value that is avail-
able once the costs of manufacturing and the costs of 
retailing have been subtracted from the price paid by 
consumers.

Australia’s DuluxGroup has a long and storied history 
(even before it became DuluxGroup) of effective adver-
tising, which has helped it to build a very strong brand 
position. Above, two ads that ran in Australian Women’s 
Weekly during the 1950s.
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What factors in the market would result in suppliers 
increasing their share of the rents relative to the share 
that retailers get? It turns out that one big contributor is 
what Mr Steiner calls “intrabrand competition”, which is 
where different retailers compete on the basis of selling 
a single brand.

To go back to the examples we used above, it’s clear to 
see how this works with a strong brand such as Dulux 
paints. Even though margins on Dulux paints tend to be 
lower than that of other paint brands, it’s not uncommon 
to find retailers offering incentive discounts on Dulux. 
One reason for this is that consumers will tend to esti-
mate the overall price position of a store based on how 
much it charges for leading brands (LBs), because they 
can easily compare these prices store-on-store. So dis-
counting a brand like Dulux can help drive overall store 
traffic by signalling it offers low prices.

As Mr Steiner points out in his paper, this discounting 
and reduction in the gross margin for the retailer (RGM) 
has additional effects that help out the supplier:

A below-industry average RGM not only increases the 
firm’s margin but improves its horizontal competitive po-
sition by forcing rival, higher RGM brands to set a lower 
factory price to attain the same retail price.
Premium competitors to Dulux (e.g. Sherwin Williams) 

who don’t have the same market presence will not get 
their products stocked at the reduced retailer margins 
that retailers use when they sell Dulux. To gain store 
penetration, and come close to matching the Dulux price 
to consumers, they will need to lower the wholesale cost 
of their paint to retailers, taking the margin hit them-
selves. This makes introducing a competing product 
more expensive, and that creates a barrier to entry for 
new competitors.

If we look at the second of our examples, mid-range 
drill bit kits, we can see that the situation is very dif-
ferent. If a supplier such as DeWalt or Makita seeks to 
improve its own margin by raising its wholesale price to 

In some areas, even strong brands have 
little market power. Catch of the Day sells 
drill bit kits from a range of branded 
sources.
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retailers, retailers are likely to respond by increasing their 
retail price, keeping pace with the increase. If the product 
becomes too expensive to easily sell to consumers, the retail-
er will simply direct them to a competing brand, which has a 
lower price and is perceived to have similar quality.

This situation means that the barrier to entry for new mid-
range drill bit products is quite low, and the effects of this 
can be seen, with the market almost flooded with alternative 
suppliers at the moment.

Equally, if a manufacturer wants to increase sales by low-
ering the price, while they may reduce their own margin, it’s 
likely the retailer will retain their former margin — often not 
as a percentage of the cost price, but to the full dollar value. 
In this case, the retailer will start to collect more of the avail-
able rents than the supplier.

Competing for influence
It is evident that, in terms of margins, it is beneficial for 

both retailers and suppliers to have a dominant position in a 
market. What tools do they have to help them achieve domi-
nance?

On a simple level, it helps suppliers to have a great prod-
uct that consumers want to buy, and that is either relatively 
unique in the market, or that the supplier can produce at a 
much lower cost than competitors. For retailers, it helps to 
have a large, high-volume store, and/or to be part of a buying 
group that represents a large slice of the supplier’s market.

Beyond those circumstances, however, there are further 
actions that suppliers and retailer can take to secure a better 
position in the market. For suppliers, one of the most effec-
tive actions, according to Mr Steiner, is advertising. (Just to 
be clear, this is business to consumer — B2C — advertising, 
which is very different from the business to business — B2B 
— advertising that appears in business media such as HI 
News.)

We can see how useful advertising can be for well-known 
brands perceived to be of very high quality, such as Dulux. 
The more Dulux advertises its prod-
ucts, and helps to drive demand, the 
more retailers will reduce their share 
of the margin, while Dulux retains its 
share.

Retailers, however, are not with-
out resources either. They can use 
store/shelf positioning to promote or 
“demote” certain brands. Outside of 
popular, advertised premium brands, 
it’s quite common to find higher-mar-
gin brands occupying prime position 
on aisle endcaps and front-of-store 
displays. Retailers and buying groups 

And sometimes brands get it all — high 
margin and great store placement. A 
really well done display at Fagg’s Mitre 
10 in Geelong for DuluxGroup.
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also run their own advertising campaigns for products, in 
catalogues distributed via mailbox drops, online advertising 
and emailed offers.

In Mr Steiner’s terms, these retailers are effectively mar-
keting their stores as a product, which will make it less likely 
that consumers will switch stores. This enhances their com-
petitive position relative to suppliers.

More to the point, especially in hardware retailing, there 
are a large number of products which are not only not ad-
vertised, but where consumers have little real knowledge of 
price comparisons. Some forms of fasteners, plumbing sup-
plies such as tap valves, and so forth, frequently sell at very 
high retail margins.

The dominance of retailers
On the face of it, given all these tools at their disposal, re-

tailers and suppliers would seem to be fairly evenly balanced. 
Yet, apart from a few outstanding brands such as Dulux, 
there is little doubt that since the early 1990s Australian 
hardware retailers have assumed an increasingly dominant 
position over most suppliers. That dominance has extended 
to retail presence in major hardware stores outweighing in 
importance expenditure on advertising.

To take just one example, the iconic Australian lawnmower 
company, Victa, has a long history of advertising. Much of its 
early success in the 1950s and 1960s was brought about by 
canny promotion, which saw it become “the” Australian mow-
er to own. That continued through the 1970s and 1980s. Victa 
mower print ads would show up in a number of places, such 
as the back pages of the Bathurst 1000 race programme in the 
late 1970s. TV ads were also not uncommon.

By the 1990s, however, much of that promotional activi-
ty had begun to fade. With the removal of protective 
tariffs, and the increase in imports from China as that 
country opened its factories to a global market, the Aus-
tralian market came under stress and increased price 
pressure. By 2008 the owner of the Victa brand, GUD 
Holdings, was forced to sell Victa to its long-time engine 
supplier, US company Briggs & Stratton, for $23 million. 

This vertical integration would have the effect of 
lowering supply costs of engines. Even so, the Austra-
lian branch of Briggs & Stratton recorded a loss of  $10.9 
million for its FY2014/15, after a $13 million non-cash 
impairment charge. This followed on from several years 
of lacklustre earnings. Yet the company declared it had 
a 45% share of the Australian lawnmower market at 
the time. Victa makes up between 60% and 65% of the 
overall Briggs & Stratton business in Australia.

High market share and persistent poor earnings is 
an indicator of a very price-constrained market. In the 

Victa ad from the 1970s. With lower 
margins, it’s rare to see an ad for a 
petrol-powered lawnmower.
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consumer lawnmower market place, the single 
most important factor to maintain some degree of 
success is retail market penetration. That market 
penetration, especially into Bunnings, but also into 
IHG retailers, is driven by low price and low suppli-
er margins. The need for those low margins means 
that companies tend to eliminate and reduce every 
cost they can. This includes marketing, and also 
supplier sales representative numbers.

Distribution of margin
Briggs & Stratton’s Victa brand is, of course, just 

one of a large number of companies and products 
that have found themselves in this situation. As 
an example it describes a market situation quite 
well. We have enough information that we can 
now consolidate a model of what is going on in the 
relations between retailers and suppliers in the 
Australian market. 

To do this effectively, we must first return to an 
older, more familiar model of the consumer mar-
ket, which is commonly referred to as a “virtuous 
circle” of relations  between price and volume. 
Figure 1 provides an overview of that model, which 
was popularised by, among others, Australian 
retailer Woolworths 15 to 20 years ago. 

In this model, low prices create increased vol-
ume, which enables supplier efficiencies, leading 
to lower supply prices, and ending up with still 
lower prices. Once again, though, to Mr Steiner’s 
point, this simple model leaves out any sense of 
competition between retailers and suppliers, as he 
describes, along the horizontal and vertical axes of 
the market.

Figures 2 and 3 illustrate the two cycles we 
have described above. Figure 2 is the one which 
strengthens brands (and weakens the retailer po-
sition). Figure 3 is the one which weakens brands 
(and strengthens the retailer position).

One way of relating these three diagrams is that 
what figures 2 and 3 illustrate are two different 
ways in which the efficiencies and margins whose 
generation is described in figure 1 are shared be-
tween retailers and suppliers. Or, to put that in the 
more formal language of economics, in conditions 
where increasing rents become available, these 
forces determine their distribution along the verti-
cal axis of the supplychain. 

Figures 2 and 3 describe how these balances 
come about, but they do not say much about why. That “why” 

Figure 1.

Figure 2.

Figure 3.
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seems to rest primarily in what we could 
all “externalities”, in other words, influ-
ences that are not a part of these struc-
tural relations. 

Though there are probably a dozen 
such forces, we can point to two major 
ones. If advertising is one of the ways 
that brands can “level the playing field” 
with retailers, it is a fact that advertising 
has, since the 1980s, rapidly declined in 
terms of its effectiveness. In the 1960s 
and 1970s, advertising largely came down 
to television ads, back up by some print 
in major newspapers and magazines. 
Today, audience attention is distributed 
across a wide range of media, and even into media that 
operates primarily on a non-advertising, subscrip-
tion-driven model (e.g., Netflix). 

Secondly, cities have continued to grow in impor-
tance as a source of revenue for retailers, and (partic-
ularly in Australia) cities have themselves grown in 
terms of population and complexity, far beyond the ex-
pectations of city planners 20 to 30 years ago. This has led to 
gross inefficiencies in terms of transport and services, leading 
to expensive and disruptive present-day efforts to effectively 
“reset” these cities to new, increased demand for capacity. 

In light of this inefficiency, the simple proximity of a retail-
er to a consumer has increased dramatically in terms of its 
importance. Thus Mr Steiner’s measure of intrabrand com-
petition (same store, switch brands) has increased strongly. 
Individual retailers dominate because the cost of switching 
stores in terms of transport time and inconvenience in major 
cities has sharply increased. 

Once again, this shows the strategic brilliance of Bunnings. 
Had its expansion of its store network from 2012 to 2016 been 
based only on a competitive response to the entrance of 
Woolworths Masters into the market, it would have failed. In-
stead, though, it was based on answering a latent and devel-
oping need of Australian consumers to have more proximate 
sources of retail supply. 

Mapping retailer/supplier strength
With the above, we’ve provided a good view of the first 

question that needed to be answered: what are the core eco-
nomics of the wholesale/retail hardware market in Australia? 
That means we have enough information to “map” the market 
position of at least two of the hardware buying groups. 

That map will enable us to consider the second question: In 
a highly price-constrained market, with a relatively low level 
of innovation, how and where do retailers and suppliers find 

The average travel speed on inner-region freeways in 
Melbourne has declined over time. Source: “Stuck in Traf-
fic? Road congestion in Sydney and Melbourne”. Grattan 
Institute study. goo.gl/6jAA6s



64

hnn.bz

margin and profit? With the addition of that question, we’ll 
be close to developing an analysis that can offer help to inde-
pendent hardware retailers making decisions about buying 
group affiliations.

To begin mapping, we can use a simple two-by-two box to 
describe the interaction between weak and strong retailers 
and suppliers. Figure 4 shows how this would look. Box A 
shows the part of the market where suppliers are strong and 
retailers are weak. Box D shows the part of the market where 
suppliers are weak and retailers are strong.

An interesting feature of the figure is the nature of the B 
and C boxes. Following Mr Steiner’s theory, in these boxes 
the power of retailers and suppliers is evenly balanced, and 
this means that margin increases and decreases are evenly 
shared between them. While these two boxes are identical in 
terms of market power and margin distribution, they are also 
distinct. In the lower left of the figure, in box C, are products 
typically sold in high volumes that are not differentiated very 
much, which we call commodities. Box B, meanwhile, shows 
products that are more differentiated, with probably lower 
volume sales. At the extreme of this category would be prod-
ucts that have properties of a monopoly, such as very high-
end professional tools.

The hardware market as it has evolved over the past four 
to five years has begun to behave in a complex manner when 
it comes to where exactly suppliers attempt to “place” their 
products on this simple map of the market. If we use Dulux 
paints as an example once more, it’s clear that as a brand its 
premium house paints belong in box A, where the supplier’s 
brand dominates. One might normally expect a goal of the 
brand to be to push itself as high as 
possible in that box, to constantly 
strive to make DuluxGroup as strong 
a supplier as possible. 

Yet this doesn’t seem to be the 
case. Instead, DuluxGroup seems to 
be seeking a point of equilibrium 
for its products. It seeks to position 
them, essentially, as close to the cen-
tre of box A as possible. For example, 
DuluxGroup will heavily advertise 
its premium interior paints when-
ever a new, innovative product is 
released, but after the release adver-
tising, its advertising expenditure 
falls steeply. At the same time, how-
ever, while the company does have a 
strong relationship with Bunnings, 
it also maintains a wide spread of 
other retail relationships, as well as 
its own direct-to-trade outlets.

Figure 4.
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A similar equilibrium is also sought by some products in 
box D, where retailers dominate. One company where that 
quest for equilibrium is very clear is Oldfields, as regards its 
paintbrush business. In 2017 the company decided to (reluc-
tantly) pull out of a potential arrangement with IHG. In order 
to satisfy that retailer, it would have had to produce com-
modified products, in a market already saturated with similar 
offers. 

Instead Oldfields chose to 
decommodify its paintbrush 
line, by investing in innovation 
and production efficiencies. The 
resulting products haven’t really 
moved it out of box D — retailers 
maintain a general dominance in 
paintbrushes — but they have re-
stored it to the equilibrium, central 
position. 

Mapping the buying 
groups

Figure 5 shows another way of 
representing these market forces. 
This is developed from an original 
diagram in Mr Steiner’s paper, but 
with the a minor change to the di-
rection of the axes. While he used 
this diagram to map products and 
brands (suppliers) in relation to 
retailers, we can also use it in the 
reverse, to map retailers in relation 
to suppliers. 

Figure 6 shows this mapping 
for IHG, HBT and, for the sake of 
a baseline comparison, Bunnings 
as well. Bunnings, of course, has a 
very strong position on this chart. 
It is one of the most dominant 
retailers, not only in its category, 
but also when compared to other 
major Australian retailers in their 
categories. 

IHG, since the acquisition of 
HTH, is also very strong compara-
tively speaking. The Mitre 10 brand 
does receive national attention 
and acclaim. HTH has been consis-
tently rated as the top hardware 
store in Australia by market sur-
veyors such as Roy Morgan. That 
said, suppliers do tend to push Figure 6.

Figure 5.
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back much more against IHG than Bunnings suppliers push 
back against Bunnings. $2.07 billion a year in revenue is con-
siderable, but Bunnings’ $13 billion a year is in another class 
entirely. Primarily, though, as Bunnings is not a wholesaler 
but a vertically integrated retailer, its EBIT is colossal when 
contrasted to IHG’s.

HBT is, without doubt, the smallest of the three. Its mem-
bership numbers are in a similar range to that of bannered 
stores at IHG, but the overall revenue that is negotiated for 
them by HBT is smaller than IHG’s. This gives the group less 
negotiating clout with major suppliers. However, HBT makes 
up for that by not being as constrained by corporate goals as 
IHG, in particular, the need to perpetually produce growth in 
earnings every year. There is no need to contribute earnings 
to annual dividends paid to external owners.

Mapping to the future
While Figure 6 is informative and helpful in getting a 

picture of the overall hardware market, and the role of cor-
porate-controlled and non-corporate independent buying 
groups, it doesn’t really answer the most pressing questions 
of independents considering their future in one or another 
buying group. 

The key to this is that word “future”. What is important is 
not what buying groups may be doing right now, but rather 
how their strategies are set to develop over the next three to 
five years.

One way of looking at those strategies, and their expected 
outcomes, is to take the map presented in Figure 6, then rep-
resent the type of movement these buying groups expect to 
see through the implementation of 
their strategies.

Figure 7 shows the kinds of 
movement that HNN has deduced 
from speaking to a number of 
suppliers and retailers who en-
gage with these groups, as well as 
from the statements of the groups 
concerned.

IHG’s future strategy
Prior to the acquisition of HTH 

by Metcash, Mitre 10 would fre-
quently portray itself as providing 
a form of “safe harbour” from the 
tough market competition coming 
from Bunnings. While that rhet-
oric seemed to diminish during 
2017, it’s not surprising to find that 
much of IHG’s strategy is based on 
an emulation of the core Bunnings Figure 7.
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strategy, adapted for a network of loosely associated, mostly 
independently owned stores.

There are certainly good reasons to pursue such a strat-
egy. Bunnings has become dominant in most sub-markets 
throughout home improvement. The central pillar of the 
Bunnings strategy is low-prices, which means that every 
other hardware-based business, both suppliers and retailers, 
must operate with a low-price strategy in mind. To do other-
wise would render a business less competitive in the market. 

Given this, it seems almost natural to duplicate some 
elements of Bunnings’ own strategy, so as to also duplicate 
some of their success. Low prices for Bunnings is in large part 
(though not entirely) due to the order volume the company 
generates through suppliers. It is this particular part of the 
Bunnings strategy that IHG is seeking to emulate.

In Figure 7, this strategy is depicted by showing the 
planned movement for IHG as down (less supplier 
control) and to the right (more retailer control). Essen-
tially, as the diagram shows, IHG is converging on the 
position Bunnings occupies.

To generate adequate order volume in a largely 
independent network of stores, it is necessary to get 
those stores to concentrate their orders on specific 
products from specific suppliers. For example, if all 
the stores in the IHG network split their orders for 
fasteners between Bremick, Airco’s Otter and ITW, 
it’s unlikely that a significant order volume will be 
achieved in any of these. But if the majority of stores 
in the network were to order from ITW (for exam-
ple), it is likely a significant order volume would be 
achieved.

To facilitate this, IHG has developed what it terms 
its “core range”, basically made up of suppliers and 
products where the company is seeking to build volume. 
Aside from price, there is a set of inducements designed to 
move more retailers into stocking items from the core range. 
For example, some retailers have mentioned to HNN that 
stores that undergo the “Sapphire” store upgrade are expect-
ed to stock the core range. 

This strategy is very dependent on one factor that tends to 
be a little scarce in most independent retailer networks: cohe-
sion. Even with inducements, getting independents to agree 
to limits on their ability to stock whatever they want is going 
to encounter some resistance. In execution terms, this really 
means that IHG needs also a good deal of internal marketing, 
getting its members to identify with the group to the extent 
that they are willing to bear some individual inconveniences 
in return for overall group benefits. 

For example, the recent IHG Expo 2018 in Adelaide had 
some aspects of a real extravaganza to it, events that were de-

This strategy is depicted 
by showing the planned 
movement for IHG as down 
(less supplier control) and 
to the right (more retailer 
control). Essentially, as 
the diagram shows, IHG is 
converging on the position 
Bunnings occupies.
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signed to foster the sense of emotional “togetherness” so vital 
to IHG’s core strategy. That sort of event costs money, and 
judging by the amounts suppliers were charged to participate 
in the Expo, they were funding it directly. As with any such 
expenditure, it’s entirely fungible (i.e., “there ain’t no such 
thing as a free lunch”), which means that it will eventually 
show up in the margin charged by suppliers. Yet it is likely 
it is worth the end cost to IHG as, in a sense, one of its most 
important processes now is to generate retailer cohesion.

Aside from the need to move retailers from independence 
to something a little more dependent, there are other fra-
gilities to this strategy as well. In the simplest terms, there 
is something “chicken or the egg” about the approach. Sup-
pliers are encouraged by IHG to sign up for inclusion in the 
core range by the incentive of higher order volumes. What is 
the best way to get independent retailers to stock that core 
range? By offering low prices and the potential for higher 
margins. 

So what comes first, the low prices or the order 
volume? A partial way around this, followed by other 
companies, is to refer not to current or near future or-
der volume, but to the potential order volume in two 
to three years as justification for present day lower 
supply prices. While this might not seem especially 
appealing, for some suppliers it does have the benefit 
of narrowing down their risk analysis. It moves from 
taking into consideration a wide range of environmen-
tal influences, to the single issue of whether a retail 
network will increase order volume over the next 
three to four years.

A second associated fragility is that, while this 
strategy builds a higher level of dependence by the 
retailers on IHG, and a secure relationship between 
suppliers and the company, it also binds the company 
quite tightly to a set of suppliers. After convincing retailers 
to stock a particular product over a couple of years, it will be 
very difficult for IHG to turn around and suggest they now 
stock an alternative product. This raises the risk of suppliers 
increasing their margins in the future.

While the above potential difficulties fall in the category 
of execution concerns, there are areas where the core strat-
egy itself faces some challenges. In particular, while the IHG 
strategy may be an emulation of the Bunnings strategy, it 
would seem to lack some of the sophistication that Bunnings 
brings to it. 

For example, there is the big retailer’s use of “captive 
brands”, such as Ozito power-tools, Kaboodle DIY kitchens, 
and Tactix storage. These captive brands not only help to 
capture a larger share of the available margin through verti-
cal integration. They are also about Bunnings (like The Home 
Depot, Lowes Companies, and Kingfisher) feeding retail ex-

After convincing retailers to 
stock a particular product 
over a couple of years, it 
will be very difficult for 
IHG to turn around and 
suggest they now stock an 
alternative product. This 
raises the risk of suppliers 
increasing their margins in 
the future.
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perience back into the product development loop. Even more 
importantly, these captive brands are a technique Bunnings 
uses to partially commodify adjacent brands by resetting the 
value proposition in certain categories. If an Ozito brushless 
drill/driver sells for under $80, that is going to have an impact 
on the pricing of a Makita brushed drill/driver, because the 
latter is seen by consumers as being a multiple in value terms 
of the former.

In other words, obtaining low margins from suppliers is 
not only about promises of high order volume and having 
tough negotiating skills. It is also a matter of working active-
ly to restructure the value proposition in key categories. Be-
cause, in the end, the best, most successful pricing pressure 
originates with the consumers themselves. 

It is simply not apparent if IHG understands how 
important a part of the Bunnings-type strategies this 
is.

HBT’s future strategy
In many ways, the strategy of HBT is something of 

a mirror-image to that of IHG. The IHG strategy can 
be seen as taking well-known brands with an estab-
lished market, and obtaining the pricing and margins 
that would be typical of lesser-known brands. HBT 
takes lesser known brands at their “natural” pricing 
and margins, then elevates these, for their members, 
to the level of a first-tier, better known brand.

As Figure 7 indicates, this has the somewhat con-
tradictory effect of moving the buying group into be-
ing a stronger retailer, while at the same time helping 
the suppliers with which it deals to be in a stronger 
position as well. 

Perhaps the best example of this is what HBT 
has done with its “own-brand”, “H” interior and 
exterior architectural paints. HBT reached out to a 
little-known paint manufacturer, Duralex, which pio-
neered water-based acrylic paints in Australia. While 
Duralex has been producing high-quality paints for 
over 50 years, the increasing number of large corpo-
rate paint firms competing in the market had seen its prod-
uct sidelined. By providing the paint with the “H” branding, 
and securing distribution throughout HBT stores, it now has 
achieved a more mainstream access to the market. In return, 
HBT members have have access to high quality paint, made in 
Australia, at a very reasonable price.

As with IHG, the HBT strategy also points towards HBT 
members considering sourcing their products from what 
HBT calls its “key suppliers”, again to concentrate volume and 
thus access lower prices and potentially higher retail mar-
gins. A major difference, however, is that HBT has little inter-

While Duralex has been 
producing high-quality 
paints for over 50 years, 
the increasing number of 
large corporate paint firms 
competing in the market 
had seen its product 
sidelined. By providing the 
paint with the “H” branding, 
and securing distribution 
throughout HBT stores, it 
now has achieved a more 
mainstream access to the 
market.
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est in competing on the basis of products that are featured 
in Bunnings — or even in the IHG network. Where possible it 
seeks unique, high-quality products that the hardware mar-
ket in general has not popularised.

HBT is also well-known for operating as “lean” as it possi-
bly can, hiring a limited number of very capable staff, then 
giving them room to develop and determine strategy on their 
own. As one member of the HBT staff suggested, IHG CEO 
Mark Laidlaw’s salary would alone pretty much cover the 
operational costs of all the HBT staff for a year.

Comparisons
It’s not unusual to find two organisations with the kinds of 

profiles that IHG and HBT have competing in the same mar-
ket space. On one side is the corporate, highly-staffed, hierar-
chical organisation, part of a $3 billion market cap company, 
which is in the process of absorbing a newly acquired 
entity. On the other side is a non-corporate company, 
with a much smaller staff, and a flat structure that is 
mainly interested in getting new members to join up. 

The first is pursuing a very dynamic, competitive 
strategy, aimed at drilling through to better margins 
for retailers, while still delivering on its promises of 
profit growth to its own corporate masters. The sec-
ond has more of a “guerrilla” approach to the market, 
finding unique positions where there is little or no 
competition, relying on agility and responsiveness.

In the end the choice between the two comes down 
to both the situation and the personal preferences of 
individual retailers. There are locations and market 
circumstances that will, for many retailers, make the 
choice clear and evident. For example, in more re-
gional areas, does store branding really matter, or are 
the locals relatively indifferent to whatever the sign 
outside the store says? Is the best strategy to handle competi-
tion from Bunnings to offer similar items at close to the same 
price, or is it better to offer quite different items to avoid the 
comparison? And so on.

There is no easy choice to be made for many — but it is 
very fortunate that despite the consolidation of HTH and 
Mitre 10, there is still a choice to be made.

Analysis
Perhaps the most interesting thing to emerge from this 

kind of intensive analysis of a small segment of the overall 
retail economy, is the echo in miniature of much greater con-
cerns that trouble the entire economy of some nations. 

For example, we can revisit the case of Victa lawnmowers, 
as described above. While the end of Australian tariffs and 
rapidly expanding competition from China contributed to 
the decline in sales for the brand, another big contributor 

In the end the choice 
between the two 
comes down to both 
the situation and the 
personal preferences of 
individual retailers. There 
are locations and market 
circumstances that will, for 
many retailers, make the 
choice clear and evident.
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was the growth of garden care and lawn mowing services, 
which reduced demand for homeowners to actually purchase 
a new lawnmower. Estimates put that industry’s total rev-
enue at $3 billion for FY2016/17, with 11,400 businesses em-
ploying 41,000 people. IBISWorld estimates the industry has 
grown 2.5% per year over the past five years. 

That growth came from middle income families who no 
longer wanted to spend their discretionary time on garden-
ing, and an increasingly ageing population for whom that 
form of physical activity has become difficult. It’s a market 
that is likely to see continuing and accelerating growth for 
the next decade.

Imagine if, ten years ago, Victa had understood this change, 
and shifted from making lawnmowers to providing garden-
ing services nationally: Victa Lawn Care. This brings to mind 
what is likely the most oft-quoted passage from any business 
article, the third paragraph of Theodore Levitt’s “Marketing 
Myopia”, first published in 1960:

The railroads did not stop growing because the need for 
passenger and freight transportation declined. That grew. The 
railroads are in trouble today not because that need was filled 
by others (cars, trucks, airplanes, and even telephones) but 
because it was not filled by the railroads themselves. They let 
others take customers away from them because they assumed 
themselves to be in the railroad business rather than in the 
transportation business. The reason they defined their indus-
try incorrectly was that they were railroad oriented instead of 
transportation oriented; they were product oriented instead of 
customer oriented.
Victa, in the end, had the right slogan: “Turns grass into 

lawn”. It just didn’t identify in time that, in modern terms, 
this translated into a service rather than a product.

It’s easy to see, however, just how difficult a choice that 
would have been, perhaps an order of magnitude more dif-
ficult to absorb than the insight that railroads were about 
transportation not trains. HNN would suggest that it is this 
difficulty, this wide gap between present processes and via-
ble, innovative alternatives, that is bedevilling many national 
economies at the moment, from the Brexit-driven northern 
reaches of England, to the rural, Republican-leaning counties 
of the US. Faced with the need for “too much change”, people 
are seeking a reactionist alternative.

These cliff-like moments of required change do not, how-
ever, come out of nowhere. Usually they follow a decade or 
more of resistance to any change. The taxi industry of 2000, 
for example, could have evolved into what Uber is today.  

HNN’s concern is that we are potentially seeing something 
like one of these cliff events building up in the hardware 
retail industry today. This is particularly the case because the 
industry has evolved to be more under the control of buying 
groups, and buying groups, by their very nature, are going to 
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be concerned mainly with products and their acquisition.
Is it perhaps the time to heed the warning of Theodore 

Levitt’s words? Do we all need to remind ourselves that our 
focus should be first and foremost on the customers them-
selves, rather than the things that are sold to them?
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More shoppers 
visited Home Depot 
stores and spent more 
per trip, as reflected in 
the big box retailer’s 
fourth-quarter earn-
ings and sales which 
topped Wall Street’s 
expectations.

Its sales rose on the 
back of the US housing 
boom, with an extra 
boost from hurri-
cane-recovery efforts 
in Puerto Rico and 
the southern states. 
A push by Americans 
to fix up their proper-
ties — using money 
generated by rising 
home values — also 
helped lift Home De-
pot’s same-store sales 
by 7.5%.

Home Depot has also 
benefited from invest-
ments in its technology 
and customer service 
— part of a strategy 
that has focused on 
generating more sales 
from current stores, 
rather than opening 
new ones.

Revenue rose 7.5% 
from a year ago to 
USD23.9 billion in 
the fourth quarter, 
exceeding the average 
estimate of USD23.7 
billion. The company 
said its customer trans-
actions rose 2%, while 
the average ticket in-
creased 5.5% (to USD64 
per person).

The push to provide 
an “interconnected 
retail experience” has 
also helped fuel pro-
ductivity and earnings, 
chief executive officer 
Craig Menear said. 
Chief financial officer 
Carol Tome told TheS-
treet.com:

We have really in-
vested in this inter-
connected experience, 
which has paid huge 
dividends. We had 
21.5% sales growth 
online last year and the 
business now makes 
up 6.9% of our overall 
business. More impor-
tantly, 46% of those 
sales were picked up 

inside of a store. When 
a customer comes into 
the store, they are buy-
ing something else. 

We are not an item 
retailer. We are a proj-
ect retailer. That is very 
different than selling 
consumable items. It’s 
just very different. We 
also help you when you 
have a problem. If your 
bathroom is leaking 
water, that’s a very dif-
ferent need than if you 
are trying to match a 
sweater to your eye co-
lour. And then housing 
is a good asset class.

So do we have an Am-
azon protected moat 
around our business? 

Of course not. But do 
we have barrier islands 
around our business? 
Yes, we do. Our job is 
to continue to invest in 
those barrier islands. 

Selling solar

Home Depot is also 
bringing new mer-
chandise to its stores, 
having recently signed 
a deal with Tesla to sell 
the carmaker’s residen-
tial solar panels and 
Powerwall (batteries) 
at 800 Home Depot 
locations.

According to a report 

Home Depot beats Q4 
expectations

in this  
update:

• Home Depot 
impresses again 
with its Q4 
results

• Sales from The 
Grommet contrib-
ute to Ace Hard-
ware’s growth

• Big data is used 
effectively at 
Home Depot

continues next page
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The Grommet boosts sales at Ace Hardware

US retail hardware 
co-operative, Ace Hard-
ware said new store 
growth and its acquisi-
tion of online platform, 
The Grommet were 
the main drivers for its 

fourth quarter revenue 
increase.

It reported a 6.8% 
year-over-year increase 
in fourth quarter rev-
enue, to USD1.3 billion. 
Same-store sales rose 

3.1% in Q4.
Sales for the fiscal 

year were solid as 
well, with revenue at 
USD5.4 billion, up 5.1% 
compared to the pre-
vious year. Same-store 

sales were up 3.6% for 
2017. John Venhuizen, 
president and CEO, 
said:

I’m also encour-
aged to report that 
2017 marked the 
fifth-straight year of 
increased customer 
transactions at retail, 
the sixth-straight 
year of net new store 
count growth, the 
eighth-straight year 
of increased same-
store-sales, and the 
eleventh-straight year 
receiving the J.D. Pow-
er award for highest 
customer satisfaction.

Net income was 
USD14.2 million for the 
fourth quarter of 2017, 
a decrease of USD7.3 
million from the 
fourth quarter of 2016. 
This decrease includ-
ed a charge of USD4.1 
million due to new tax 
legislation enacted in 
2017 as well as addi-
tional warehouse costs 
incurred as part of the 
warehouse “network 
reconfiguration”.

Ace Hardware ac-

quired a majority stake 
in e-tailer The Grom-
met last year in order 
to access the retailer’s 
e-commerce know-
how and fulfillment 
capabilities. It has been 
leveraging The Grom-
met’s artisanal focus 
to give Ace’s brick-and-
mortar stores some-
thing unique.

The e-tailer was fold-
ed into a subsidiary, 
Ace Ecommerce Hold-
ings, which brought in 
USD21.6 million in Q4, 
according to Ace.

Ace added 152 new 
US-based stores in fis-
cal 2017. This brought 
the company’s total 
domestic store count 
to 4,418, an increase 
of 55 stores from the 
end of fiscal 2016. On a 
worldwide basis, Ace 
added 236 stores in 
fiscal 2017, bringing the 
worldwide store count 
to 5,121.

https://goo.gl/qzfYmU

Home Depot Q4 (cont.)

by Bloomberg, the 
physical products 
won’t be available in 
Home Depot stores, 
but Tesla will have 
massive presence to 
showcase them. Tesla 
will be setting up a 
designated retail space 
inside Home Depot 
stores across the US 
to promote and sell 

its solar panels and 
Powerwall batteries. 
The spaces will include 
12-by-7-foot displays, 
and some shops will 
offer demonstrations 
of the products.

Mobile job app

To meet demand in 
a tight labour market 

during its busy spring 
selling season – when 
revenue reaches its 
highest point in the 
year – the company 
has automated much 
of the job-application 
process to make it 
faster and easier.

It has been using a 
new tool, “Candidate 
Self-Service” that is 

available at all times 
on any device and 
allows job applicants 
to schedule in-person 
interviews themselves. 
The home improve-
ment retailer is ex-
panding the use of this 
tool because it needs 
to fill more than 80,000 
seasonal positions for 
spring. Candidates 

who have completed 
an application for an 
open job can choose 
the most convenient 
interview appointment 
available.

https://goo.gl/k7s5jF
https://goo.gl/Bo1Zph
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The use of big data at Home Depot
Home Depot is 

known for its big 
stores, and its ability to 
generate big sales to its 
“Pro” customers who 
purchase large ticket 
items. These factors 
contribute to the suc-
cessful integration of 
its website and bricks-
and-mortar stores but 
the retailer’s biggest 
advantage might come 
from its use of big data.

At its Investor & 
Analyst Day Confer-
ence in early 2018, 
chief marketing officer 
Kevin Hoffman walked 
through Home Depot’s 
digital marketing 
efforts based on its 
accumulation of cus-
tomer data.

Mr Hoffman said 
nearly 50 million 
households had been 
active at Home Depot 
in the trailing twelve 
months and that, 
through those interac-
tions, the company was 
generating 1.7 trillion 
data points per week. 
While the data sets 
grow larger, the intent 
is for Home Depot to 
effectively get smaller 
so it can interact with 
its customers on a 
more personal level.

Mr Hoffman said 
this immense amount 
of collected data will 
allow Home Depot 
to “tailor” its market-
ing messages to the 
individual consumer, 
rather than appealing 
to the lowest common 
denominator among 

a diverse group of 
customers. In his pre-
sentation, transcribed 
by S&P Global Market 
Intelligence, Mr Hoff-
man said:

Our data allows us to 
know our customer at 
a more individual level. 
Our targeting capabil-
ity will help us get to 
them at the right place 
at the right time, and 
we aspire to have all 
of our messages be tai-
lored to the audience ... 
Customers will expect 
retailers to speak to 
them at an individual 
level. The world of tra-
ditional one-size-fits-all 
messaging is quickly 
falling behind us. We’ve 
got diverse customer 
groups.

Here, you see an 
affluent baby boomer, 
a Pro and a millennial 
who happens to be a 
new homeowner. The 
reality is ... we regress 
to a lowest common de-
nominator approach. 
We try to find the one 
message that some-
what appeals to all of 
them. But each of these 
customers has different 
needs and a different 
level of expertise.

So, for instance, when 
these three different 
types of customers -- an 
affluent baby boomer, 
a Pro, and the new 
millennial homeown-
er -- go to purchase a 
new water heater each 
will be marketed with 
different material and 
given a different “Home 

Depot experience.
The baby boomer’s 

experience will be 
geared toward having a 
new water heater deliv-
ered and installed that 
day. The Pro will be 
given information on 
inventory, pricing, and 
delivery options. The 
millennial’s experience 
will be heavy on con-
tent, so they can decide 
on what size and type 
of water heater might 
be best for them.

Home Depot’s mar-
keting is so targeted 
that even when these 

individuals live on 
the same street in the 
same neighbourhood 
and are watching the 
same game on tele-
vision, they will see 
different ads. When 
customers from differ-
ent areas of the USA 
visit Home Depot’s 
home page, they will 
also see different prod-
ucts highlighted. 

But Home Depot has 
found ways to tailor 
marketing beyond just 
making it more person-
al for each consumer. 
The home improve-

ment retailer is also 
experimenting with its 
weather-triggered ads. 
Mr Hoffman said:

These ads are only 
deployed and invested 
in when the weather is 
right.

https://goo.gl/nhr4ZY

Home Depot is using big data to determine many of its marketing activities
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• The Cologne 
Hardware Fair is 
over for another 
year

• Consecutive 
profit fall at Tracis 
Perkins

• Grafton buys 
decorator stores

• B&Q cuts head 
office jobs

• Ashford and 
London Penge 
are the latest lo-
cations for BUKI 
stores

BUKI plans for Kent, 
opens in Penge

Bunnings United 
Kingdom and Ireland 
(BUKI) has submitted a 
proposal for a store in 
Ashford, a town in the 
county of Kent, as part 
of Drovers Retail Park.

Kent Online reports 
that developer Davies 
Street Castle City has 
revealed the plan for 
a 50,000sqft store. It 
would be the big box 
retailer’s first purpose 
built store in the UK. 
The developer said:

If the scheme is 
accepted and consent is 
granted, we will begin 
construction next 
year and the new store 
could be open in the 
summer of 2019 … The 
scheme will provide 
a step change in the 
home improvement 
market and help keep 
expenditure in Ashford. 

It will deliver jobs and 
investment as well as 
choice and competition 
for shoppers.

Artists’ impressions 
of the site indicate the 
new store would be 
built in a wave shape 
and use natural mate-
rials to complement 
the nearby woods. It 
would be joined by a 
37,000sqft retail terrace 
containing four units 
for kitchen and furni-
ture companies. The 
site would also have 
room for a 2,000sqft 
unit and a drive 
through coffee shop.

The type of retailers 
which could open 
stores in the location 
would be restricted 
by Ashford Borough 
Councils planning 
rules, to prevent a 
negative impact on the 

town centre. But Ash-
ford Borough Council 
leader Gerry Clarkson 
said the plan was excit-
ing for shoppers, and 
will complement the 
existing John Lewis 
at Home store. He told 
Kent Online:

The Drovers round-
about has good road 
interconnections. 
That’s what out of 
town retailers want, 
they need good parking 
facilities and roads for 
people to drive there ... I 
met the developers and 
in principle the scheme 
is to be welcomed.

!We have to be cau-
tious, as the scheme is 
yet to come before our 
planning committee. 
We have to be smart 
on this. It means we 
can’t have stores of the 
same type as we have 

got in the town centre. 
These developments 
are always subject to 
the proper planning 
approvals and we will 
keep an open mind. 
We will see if the plans 
meet the high stan-
dards we need and if 
they fit with the overall 
economic strategy we 
have for Ashford.

Penge launch

Bunnings also offi-
cially opened its doors 
in Penge, a district of 
south-east London, 
recently. The new store 
is over 40,000 square 
feet. To celebrate 
the opening, ex-pro-
fessional footballer 
Mark Bright, joined a 
welcome breakfast for 
team members. Com-
plex manager, Andy 
Leontiou, said:

All our team members 
have worked really 
hard to get the store 
ready for opening and 
have undertaken many 
hours of training to 
make sure we have 
the expertise to help 
customers with home 
or garden projects.

https://goo.gl/74w6vh
https://goo.gl/D5orS4

Plans for the proposed new 50,000sqft Bunnings store in Ashford, Kent
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Digital focus at Cologne Hardware Fair 2018
The International 

Hardware Fair in 
Cologne, Germany re-
cently closed after four 
days of fully-booked 
exhibition halls, crowd-
ed aisles and a stimu-
lating event program, 
according to organisers 
Koelnmesse GmbH.

This year’s show 
focused on the digital-
isation of the industry. 
EISENforum was 
a two-day summit 
with expert talks and 
lectures that discussed 
the topic. Companies 
such as Amazon Busi-
ness also exhibited.

A Start-up Village 
was set up in coopera-
tion with the European 
Federation of DIY Man-
ufacturers (fediyma) 
and with the support 
of Richard van Hoo-
ijdonk, a trend scout 
and futurist from 
the Netherlands. It 
showcased their digital 
know-how.

There was also an 
event and exhibit 
highlighting 3-D 
printing, specifically 
additive and spare 
part production. It 
featured an overview 
of additive production 
for DIY stores, as well 
as insights into new 
business models with 
3D printing.

The fair offered 
opportunities to 
exchange information 
and network in the 
form of the BME Buy-
ers Days, the Hardware 
Seminar and Trainee 
Day.

Growth in 
numbers

The main show 
statistics include 2,770 
exhibitors from 58 
countries and over 
47,000 trade visitors 
– an increase of 9% 
– from 143 countries. 
Katharina C. Hamma, 
chief operating officer 
of Koelnmesse GmbH, 
said:

Furthermore, the 
trade fair was able to 
once again increase its 
level of internation-
ality. Eighty per cent 
of exhibitors and over 
70% of trade visitors 
come from abroad. 
One hundred and forty 
three countries were 
represented among the 
trade visitors, an in-
crease of 19 countries.

There were more vis-
itor registrations from 
Asia, especially from 
Japan, from North and 
South America, Africa 
and the Russian Feder-
ation. There was a 12% 
rise in visitors from the 
USA.

John W. Herbert, gen-
eral secretary of the 
European DIY Retail 
Association (EDRA) 
and Global Home 
Improvement Network 
(GHIN), provides an 
explanation for the 
growth:

EISENWARENMESSE 
– Hardware Fair Co-
logne 2018 was a total 
success for us. The 
renewed adaption of 
the duration of the fair 

was particularly wel-
comed by our interna-
tional guests. The num-
ber of buyers, whom we 
were able to welcome 
here in Cologne, was 
correspondingly high. 
Our major member 
companies each attend-
ed with up to 15 top 
buyers…That is a very 
good development and 
underlines the interna-
tional significance of 
the event…

Awards

For the fourth time, 
Koelnmesse and its 
partners conferred a 
number of awards on 
the first evening of the 
fair. The EISEN CSR 
Award sponsored by 
BHB went to Knipex. 
The Innovation Award 
2018 sponsored by ZHH 
was given to Hazet for 
its HiPer fine-toothed 
reversible ratchet 916 
HP, Knipex for its 95 
62 160 rope cutter and 
Wiha Werkzeuge for its 

Wiha SpeedE e-screw-
driver.

The next Interna-
tional Hardware Fair 
Cologne is scheduled to 
take place from 1 to 4 
March 2020.

The Knipex at the Cologne International Hardware Fair

The Start-up Village was set up in cooperation with the European Federation of DIY 
Manufacturers
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UK home improve-
ment retailer, B&Q 
is getting rid of 200 
senior roles in a bid to 
cut costs and simplify 
its operations amid 
tough conditions in the 
DIY retail market. The 
retailer said 130 jobs in 
its head office would 
be cut, along with a 
further 70 travelling 
“field-based” roles, but 
no in-store workers 
would be affected. 

Helena Feltham, 
B&Q’s HR director, 
said the cuts would 
“improve efficiency, 
simplify ways of work-
ing, and reflect recent 
changes in the market 
and the number of 
B&Q stores”.

B&Q has closed 
dozens of stores as 
UK consumers have 
turned away from 
doing DIY due to a fall 
in home ownership 

and technical skills. 
Ms Feltham said in a 
statement:

We want to be the 
leading home improve-
ment company and 
make home improve-
ment accessible to 
everyone. That means 
delivering great quality 
at prices that are truly 
affordable. To do that, 
we must operate differ-
ently.

B&Q’s owner King-

fisher employs 2,000 
people in its South-
ampton head office, 
some at B&Q and oth-
ers in its buying and IT 
teams.

Last year Kingfisher’s 
chief executive Vero-
nique Laury said the 
firm was feeling “cau-
tious” about Britain’s 
economic prospects.

Ms Laury has been 
under pressure to 
sell-off the firm’s 
better-performing 
Screwfix division, 
which caters to 
tradesmen and whose 
revenues climbed 16.6% 
in the company’s third 
quarter.

Brico Depot

Another Kingfisher 
brand, Brico Depot 
is also reportedly set 
to cut more jobs in 
France.

Brico Depot has over 

121 outlets and has an 
in-store presence in 
over 100 Castorama 
shops. News agency 
Reuters has reported 
409 jobs would be 
cut by Kingfisher in 
France, while 102 jobs 
will be created and 
164 positions will be 
transferred.

Kingfisher is two 
years into its five year 
“ONE Kingfisher” 
project, designed to 
bring more unity to 
the business. This 
includes streamlining 
the products it offers 
across its outlets, wide-
spread changes to its 
IT system and closing 
B&Q stores.

https://goo.gl/kpiJZQ
https://goo.gl/2qwD-

SW

B&Q cutting 200 management roles at HQ

Travis Perkins’ second straight profit fall

Britain’s biggest sup-
plier of building ma-
terials, Travis Perkins, 
reported a 7% fall in 
annual core earnings, 
a second consecutive 
decline, and said it 
remained cautious on 
the market outlook.

The group, which 
trades from over 20 
businesses including 
Travis Perkins, Wickes, 
BSS, Toolstation and 
City Plumbing said ad-
justed operating profit 
was GBP380 million 

in the year to Decem-
ber 31.That was below 
analysts’ consensus 
forecast of GBP384.8 
million and GBP409 
million made in 2016.

Travis Perkins said 
it anticipated the 
mixed market back-
drop would continue 
in 2018. As a result it 
would focus capital 
investment behind its 
key priorities, and slow 
investments elsewhere. 
Chief executive, John 
Carter, said:

2017 was a challeng-
ing year for the Group, 
with continuing uncer-
tainty in our end-mar-
kets, and declining 
consumer confidence 
throughout the year. 
The main focus for our 
businesses has been to 
recover the significant 
cost price inflation en-
countered and on the 
whole, this has been 
achieved successfully.

Despite the chal-
lenging environment, 
we have continued 

to make disciplined 
investments in our cus-
tomer proposition for 
the long term. Both the 
General Merchanting 
and Consumer divi-
sions were held back 
by this investment in a 
higher cost base which 
ran ahead of volume 

growth. The Contracts 
division delivered 
another excellent per-
formance, with strong 
revenue growth gener-
ating good operating 
leverage.

https://goo.gl/R5d4H5
https://goo.gl/jJrYba

B&Q is cutting jobs at its head office in Easteigh in Hampshire, England
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europe 
update

Builders merchanting group, Grafton has acquired decora-
tors’ merchant business Leyland SDM for GBP82.4 million.

Leyland SDM is London’s largest independent specialist 
decorators’ merchant. Grafton said it is regarded as one of the 
“most recognisable and trusted” decorating and DIY brands 
in central London selling paint, tools, ironmongery and 
accessories.

It prides itself on high levels of customer service, maintain-
ing long standing relationships and carrying a strong reputa-
tion with both trade professionals and DIY customers.

Leyland SDM operates through a portfolio of stores which 
have been built up over the last 30 years during its period 
of family ownership. Its network of 21 convenience-led and 
predominantly high street stores, are situated in some of 
London’s most prominent locations including King’s Road 
Chelsea, High Street Kensington, Shaftesbury Avenue, Victo-
ria, Clerkenwell, and Notting Hill.

In the last two years, it has further expanded its footprint 
with four new stores in Battersea, Mile End, Clapham High 
Street and Putney as well as a distribution centre at Wemb-
ley.

The Leyland SDM “small box” convenience trading format 
is a proven business model in central London that “com-
plements the company’s larger Selco branches” located in 
greater London, according to Grafton.

Leyland SDM’s revenue and underlying earnings before 
interest, taxes, depreciation, and amortization (EBITDA) was 
GBP47.8 million and GBP7.3 million respectively for the year 
ended December 31st, 2017. 

Grafton chief executive Gavin Slark said the acquisition 
was a “unique opportunity to acquire a leading brand with 
exceptional locations in central London”. It would, he said, 
expand the company’s presence in a “resilient segment of 
the merchanting market located at the heart of one of the 
world’s leading cities”.

https://goo.gl/Aj5R6G

Grafton buys decorator 
stores for GBP80m

Leyland SDM is London’s largest independent decorators’ merchant
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HNN. The home improvement industry digital experts.

DIGiTAL
Digital is like the Ocean: it connects to everything.

What makes HI News unique is that we know what our readers like. We know, 
because we analyse the downloads every week. 

That’s also why we can guarantee our advertisers the sort of audience they 
need. We can put an exact number on engagement.

And, because our costs are so much lower, so are our ad prices. As low as just 
20% of equivalent print prices.

Come on in. The surf’s fine.
 Contact Betty Tanddo 

betty@hnn.bz or  
0411 431 832

167,000 72,000 75,000 73,000 103,000
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NEW PRODUCTS
Bosch has introduced the GLL3-330CG, GLL3-330C and 

GLL3-300 three-plane levelling and alignment line lasers 
for the US market, beginning March 2018. The self-level-
ling lasers provide one 360-degree horizontal plane and 
two 360-degree vertical planes with references that cover 
the floor, wall and ceiling to serve all levelling needs. The 
two vertical lines cross at 90-degree angles so the user 
can quickly arrange and square the layout of the room 
from one mark.

The GLL3-330C (red beam) and GLL3-330CG (green 
beam) are Bluetooth connected. With upgraded diodes 
and brighter beams, these plane lasers offer a visible 
range up to 200 ft. diameter, increasing to 330 ft. 
diameter when paired with an optional Bosch LR8 or LR 
6 receiver.

goo.gl/ZkgaJK

Crescent has revealed its new Diamond 
Tip Screwdrivers that are initially avail-
able in Phillips and slotted styles.

A diamond-infused powder coating 
gives the tips up to four times the grip 
of non-coated tips, reducing slippage 
and cam-out. The handle design features 
thermoplastic rubber moulded over a 
tri-lobe shaped acetate core. The grip 
and comfort provided by the tri-lobe 
design allows users to apply up to 20% 
more torque than with more traditional 
handle styles. The translucent acetate 
used on the handles is specially formu-
lated to provide superior impact and UV 
resistance.All styles have black oxide 
blades with laser-etched markings.

Lufkin has introduced a redesigned 
version of its self-centring tape measure, 
which makes finding the midpoint of 
measurements quick and easy. Improve-
ments include a new ergonomic case 
and a quad-rivet end hook.

The Lufkin Self-Centering Tape 
Measure features unique blade mark-
ings, resulting in a tape that takes the 
maths out of finding the midpoint of 
any measured distance. A black upper 
scale shows the actual measurement; 
a lower scale directly beneath it shows 
the midpoint in red. For example, if the 
upper scale reads 2-1/4”, the lower scale 
will show 1-1/8”.

The Hitachi NP18DSAL 23 gauge 
cordless pin nailer is 100% bat-
tery-powered. With the lightweight 
BSL1830C 3.0 Ah Li-Ion battery, this se-
quential-firing pin nailer can drive 2 to 3 
pins per second, shooting approximately 
3,000 pins total per battery charge.

Brand new to market, it is Hitachi’s 
first tool to feature the brand’s newly 
patented “No-Push” safety nose tip. 
Designed to reduce work related fatigue, 
users simply place the tool nose against 
their work surface and pull the trigger. 
This nose design also helps to prevent 
surface marring.

goo.gl/PTCtwk
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CONFERENCE 2018

240 stores

800 at gala 
dinner

expo 
booths160

HBT Conference 2017 numbers

It’s back, and better than ever!
Last year, HBT excelled itself by offering one of the best 

conferences in its history. With growing numbers, an en-
thusiastic crowd descended on Sydney to enjoy several 
days of meeting fellow members, finding some great 
deals from HBT’s best suppliers, and renewing links with 
the tight and supportive HBT community. The tradeshow 
floor was constantly buzzing — especially on the second 
day, when HBT held its “Pink” day, in support of the Mc-
Grath Foundation, which provides breast-care nurses to 
breast cancer patients in more remote communities.

HBT is going to do even better this year! It really is go-
ing to be fantastic. While Sydney was a lot of fun, and its 
size suited the expanding HBT community, the previous 
show in Townsville was also unique, as the smaller-town 
atmosphere helped to bring everyone together.

Well, this year is really going to be the best of both 
worlds. HBT’s conference coordinator, Ashlin Fisher, has 
managed to secure the Adelaide Convention Centre 
(ACC). After $397 million of refurbishments and new 
building completed in late 2017, the ACC has been 
lifted up to be at least the equal of any other conference 
centre in Australia. It features beautiful, very modern 
interiors, that manage to be spacious without seeming 
cold or institutional. 

This includes, in the new East Building, a spectacular 
“Starlight” aerial backdrop made from more than 35,000 
twinkling fibre optic lights, mirroring the wide skies of 
the South Australia’s outback regions.

The exterior architecture is a winning combination of 
modern style, and references the wide open spaces of 
much of South Australia. The river-facing façade of the 
East Building is particularly striking, made up of more 
than 10,000 individually hand-formed zinc tiles. These 
merge with a layer of glass panels in a series of angled 
and protruding geometries, which make it a really glam-
orous building, far removed from the shed-like aesthet-
ics of many conference centres.

For HBT visitors, however, the very best thing about the 
ACC may be its location. It is situated right on the Tor-
rens River, which runs to the north of the Adelaide city 
centre. As a result, directly outside the ACC is about two 
kilometres of green parkland that follows the river, ideal 
as a place to sit in the mild Adelaide mid-May weather 
(the historical average is 20 degrees Celsius daily top 
temperature in May). Just as nice, along the river front-
age of the ACC is a long balustrade with several good 
restaurants, with seating inside and outside — perfect for 
a morning coffee, or a late afternoon snack as you watch 
the changing colours of the river while the light fades.

JOIN US IN ADELAIDE! CALL 1300 305 719  EMAIL  EVENTS@HBT.NET.AU #HBTINSA
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The ACC’s location and Adelaide itself is a real bonan-
za for HBT members who are able to bring their families 
along with them to the Conference. Not only is there lots 
of playspace along the river banks, but the Adelaide Zoo 
(where HBT is having its “Welcome” event) is a lovely 
20-minute walk along the river from the ACC. (You can 
also take a bus, easy to catch along the route of the 
walk, if someone’s little feet get tired.) The Zoo is home 
to over 300 native and exotic species, with over 1,800 
animals on site. 

But that’s not what is important. What is important is 
that it has Pandas! In fact, Australia’s only Giant Pandas. 
Wang Wang and Fu Ni are also the South Hemisphere’s 
only breeding pair of Giant Pandas. There is a free zoo 
tour that leaves every half-hour after 10am, and takes 
a half-hour to complete. A family pass to the zoo is just 
$89.95, for two adults and three children.

The zoo also has a newly completed play area right 
outside, named “Nature’s Playground”. The playground 
includes play equipment built on nature play principles 
that stimulate all the senses through climbing structures, 
water play features, a natural creek bed and aerial walk-
ways. And yes, there is a place where parents can grab a 
coffee and sit down after a morning’s zoo walking!

There is also a rank of very family-friendly restaurants 
less than 15 minutes walk south (towards the city centre) 
from the ACC. These are situated along Hindley Street, 
east of Blyth Street. (West of Blyth Street consists more 
of pubs and entertainment venues.) While many of these 
restaurants look like “the usual suspects” — KFC, Gloria 
Jeans, Nando’s, Zambrero — it turns out that part of Ad-
elaide culture is taking “average” franchise restaurants 
and turning them into something more special. The 
Nando’s in particular is different, and the Gloria Jeans is 
the only “grunge-themed” Gloria Jeans we’ve ever seen! 
There is also a small Hudson’s Coffee in the same strip — 
it’s just about the only coffee place we found with a row 
of powerpoints and USB charging sockets.

How’s this? If you decide to stay over an extra day in 
Adelaide, you could catch the Adelaide Crows playing 
Carlton at the Adelaide Oval — which is just across the 
Torrens River from the ACC. The game begins at 7pm on 
Saturday, 5 May 2018, for Round 7 of the 2018 season.

In the morning you could spend some time at the Art 
Gallery of South Australia, just a 12-minute walk from 
the ACC. In an Adelaide-only event, the gallery will be 
displaying 65 Impressionist masterpieces from the re-
nowned collection of the Musée d’Orsay in Paris.

European culture and Aussie sport: what more could 
you want?

A great event for families

Credit: Adrian M
ann, Zoos South Australia

JOIN US IN ADELAIDE! CALL 1300 305 719  EMAIL  EVENTS@HBT.NET.AU #HBTINSA





Adelaide is, a little surpris-
ingly, a city of many stories. 
There is an Asian story 
here, a University story, a 
Tourist story, a Retail story, 
even an Arts story. There is 
also another story, a very 
deeply Australian story, 
that’s about the past, and 
the need to always re-
member, but also the need 
to move on, to do those 
things you need to do in 
your own generation, in 
your own time.

So while there is a deep 
layer of history in Adelaide, 
that’s easy to access and 
generally well-preserved, 
there is also something, 
newer, livelier, and what 
might once have been 
called “happening”. 

One place where you 
really see this liveliness is 
when it comes to food. To 
start at the top of the day, 
if breakfast and coffee are 
really important to you, you 
just absolutely have to go 
to Paddy’s Lantern, at 219 
Gilbert St. 

Adelaide has some very 
good coffee places, but 
this is the one that gets 
our top vote. Its breakfast 
menu is simple, but they 
take real time and care to 
prepare eggs and every-
thing else. They make 
eggs on toast a real treat, 
and if you’re after brunch, 
the smoked ocean trout 
is delicious. Everything is 
quite inexpensive. It’s a 20 
minute walk from the ACC, 
a bus will get you there in 
15 minutes, and a cab in 10 
minutes.

On the other hand, if 
you’ve arrived at the ACC 

a little early, and you’re 
looking for a coffee and a 
pastry, the Coffee Club di-
rectly across North Terrace 
from the ACC entrance in 
the Oaks Embassy hotel is 
the place to go. 

If you look closely, you 
can even score a pow-
er-point to charge you 
phone or laptop. . 

If what you want is a “pub 
lunch”, Adelaide offers 
up what could be almost 
the definitive meal of that 
nature. 

The Original Cooper’s 
Alehouse offers a range 
of 21 beers (not only 
Cooper’s) on tap. When it 
comes to the menu, basi-
cally if it has carbs, it’s likely 
Cooper’s serves it! Chick-
en schnitzel, pizza, steak, 
burgers and pasta are all 
available. 

There is also a wide range 
of “grazing” and share 
plates

If it is a little later in the 
day, and you are looking 
for a nice bar to meet up 
with friends, you are in 

real luck. Since the South 
Australian liquor licensing 
laws changed in 2011 a 
very lively small bar culture 
has grown up, particularly 
around Gilbert St. For lov-
ers of wine and appetisers, 
the Cantina Sociale, at 108 
Sturt Street, serves wine by 
the carafe.  

It bills itself as “Adelaide’s 
smallest wine bar, pouring 
one-off South Australian 
wines from the barrel.”

If you are closing out an 
evening, the Gilbert Street 
Hotel at 88 Gilbert Street 
offers great cocktails, and 
serves food until late in the 
night. 

If you just want a quick 
drink at the end of the 
day, The Thrift Shop bar 
at 12 Waymouth Place, is a 
12-minute, 1km walk from 
the ACC, and offers a re-
laxed, casual atmosphere. 

It’s trendy, and close-by.
For real foodies, one of 

the treats you shouldn’t 
pass up is the Adelaide 
Central Market. While 
there are a lot of stalls that 
sell the usual fare you find 
at these city markets, there 
are some unusual treats 

as well, especially when it 
comes to cheese. 

Also of special interest 
is a section of the market 
that is dedicated to various 
Asian cuisines. These are 
very authentic dishes from 
regions of China, Vietnam 
and Indonesia. 

However, if you want a 
restaurant meal that you 
will remember, you really 
have to go to Peel Street 
restaurant. An Asian-Aus-
tralian fusion restaurant, 
the food at this place can 
be an amazing experience. 

If you can get together a 
group of eight or more, the 
restaurant offers a three-
course tasting menu for 
$65 which is worth every 
penny. And it is only a 
10-minute walk from the 
ACC.

But, as wonderful as all 
these places are, we would 
have to admit that there is 
a special place in our heart 
for one tiny restaurant, that 
is very close to the ACC: 
Mandoo, a small family-run 
Korean dumpling restau-
rant along Bank Street, 
which is almost next-door 
to the ACC. Try it, really. 

Adelaide restaurants and bars

JOIN US IN ADELAIDE! CALL 1300 305 719  EMAIL  EVENTS@HBT.NET.AU #HBTINSA



BRISBANEMELBOURNE SYDNEY

mail@simmondsgroup.com.au www.simmondslumber.com.au

...the right choice
The Simmonds Lumber Group is a premier wholesaler of a wide range of timber products 

for the housing industry, commercial construction, home renovations and industrial 
markets. Simmonds Lumber is a growing global player in timber and timber-related 
products. With extensive experience in timber sales and distribution and a team of 

dedicated import/export professionals, Simmonds Lumber is the right choice for 
wholesale timber.

• GL18 Laminated Spotted Gum
   Posts & GL21 Beams
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   Posts: 90 x 90, 115 x 115 &
   140 x 140
• Beams: 140 x 65, 190 x 65, 
   240 x 65 & 290 x 65
• Durability Class 1 above 
   ground
• GLTAA Certified

SimBrace

•   Durable Structural
     Bracing
•   Environmentally sustainable
•   Available in Untreated & H2
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     sizes
•   Designed for the Australian 
     building & construction 
     market 

•   Ideal for domestic &
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OSB SimBoard®
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Phone:(07) 3267 0244
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As the sun sinks low in the west, the light slants through the mall, out-
lining the linear pattern of its street tiles. While the major department 
stores are going through tougher times, Rundle is seeing something of 
a renaissance in smaller, specialist retailers.



The commercial hearts of many cities shift and shiver 
around from one place to the next. Melbourne was once all 
about Bourke Street Mall, until Diamaru built what would 
become Melbourne Central, and since then the centre has 
become dispersed. Sydney seems to sprout new “local cen-
tres” every two years, as businesses shift and change about. 

But for Adelaide, Rundle Street, now Rundle 
Mall, has stood as the centre of consumer 
commerce and trade since the late 1880s. 
Even today, though it can seem just a little off 
its peak, there are signs of revitalisation as the 
local economy picks up once again.

The firms that helped to initially establish the 
reputation of Rundle Street include J Marshall 
& Co., a drapery and furnishings supplier, 
which in 1889 employed a workforce of 800, 
operating out of Rundle Street premises. 
Another was Harris Scarfe. This firm opened a 
store on Rundle Street in 1884, and became a 
major retail and wholesale supplier of house-

hold, agricultural and industrial 
items. In the 1920s it expanded into a five-sto-
rey building on Rundle Street, and added 
manufactured leather goods to its product 
line, including luggage. Taken over by the 
Merchant Finance Corporation in 1971it ex-
panded into women’s wear, and grew into an 
Australia-wide chain store in the 1990s, before 
encountering problems in 2001.

The 1960s and 1970s brought major chang-
es to Rundle. South Australian 
Premier Don Dunstan proposed 
the Rundle Mall project in 1972, 
and construction began in 1975, 
to be completed in 1976. De-
partment stores Myer and David 
Jones both expanded their 

presence on the Mall, and it soon became a 
place of slightly controversial public art, such 
as the stainless steel Spheres project, which 
became colloquially known as the “Malls 
Balls”, or “Bert’s Balls”, after their creator, Bert 
Flugelman.

During the 1990s the Mall was refurbished, 
with the addition of residential accommo-
dation in the East End Market buildings, and 
a complete makeover by the Adelaide City 
Council, including new paving and lights. This 
work was continued in 2013 and 2014, result-
ing in the modern Rundle Mall we have today.

While, as in many major Australian cities, the downtown 
retail scene has lost something of its gloss, Rundle remains 
culturally important to Adelaide. The main mall itself is a 
popular gathering place, and some of South Australia’s 
best buskers perform there. As importantly, a number of 
interesting arcades have sprung up over the years, home to 
specialty stores and a wide variety of cafes.

Rundle Mall
Not just a pretty space

Adelaide Arcade, Rundle Street, 
looking east from Charles Street, 
c1888.
Image from the collection of the 
State Library of South Australia.

“Spheres” by sculptor Bert Flugel-
man (1923–2013). Made from 
stainless steel, this sculpture was 
installed on 5 October 1977.

Foy & Gibson’s department 
store, Rundle Street, c1908.
Image from the collection of the 
State Library of South Australia.

JOIN US IN ADELAIDE! CALL 1300 305 719  EMAIL  EVENTS@HBT.NET.AU #HBTINSA
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1. The ACC; 2. East Building; 3. West Building; 4.Ground view of original, 
middle building; 5. Inside the original building. While the new East and 
West Buildings get much of the attention, the original building has this 
lovely meeting/dining area directly outside the exhibition halls, with a great 
view out over the river. Perfect place for breakfast coffee!

JOIN US IN ADELAIDE! CALL 1300 305 719  EMAIL  EVENTS@HBT.NET.AU #HBTINSA



The Adelaide Convention Centre, located on the north-
ern edge of the CBD where it touches the Torrens River, 
is a great example of the “new added to the old” ap-
proach Adelaide is using to revitalise its capitol city, as 
well as the South Australian economy.
The original ACC was constructed in 1987, and was at 

the time Australia’s first purpose-built convention cen-
tre. It was a very forward-looking project, part of the 
Adelaide Station and Environs Redevelopment (ASER) 
project, and was constructed on top of the city’s railway 
lines, and incorporated both a hotel (the Intercontinen-
tal) and the Adelaide Casino.

Adelaide Convention Centre
The inside and outside story

The ACC was closely followed, however, by the com-
pletion of Sydney’s Sydney Convention and Exhibition 
Centre in 1988, which was then then extensively re-
furbished for the Sydney 2000 Olympic Games. The 
original Sydney building picked up the 1989 Royal 
Australian Institute for Architects Sir John Sulman Medal 
for Public Architecture.

The ACC planned an extension in 1999, which was 
completed in late 2001, and received the Royal Austra-
lian Institute of Architects 2002 Awards of Merit: BHP 
Colourbond Steel Award, Interior Architecture and New 
Building.

In 2013 Sydney’s convention centre was demolished, 
and the International Convention Centre Sydney (ICC 
Sydney) built in its place, opening in 2016. Meanwhile, 
the ACC announced its plans to expand in 2011. The 
first stage of that expansion was completed in March 
2015, with the opening of the West Building. The final 
stage was completed in August 2017 with the opening 
of the East Building. The ACC now has a total of 20,000 
square metres of space.

Whether or not the two cities have been competing 
in the past for convention business, one thing that’s for 
certain is that with their latest constructions have taken 
very different paths. ICC Sydney is a vast industrial-style 
space that relies on its location in the centre of Aus-
tralia’s premier district for business, retail and enter-
tainment, with views out over a high-rise landscape of 
gleaming glass and concrete.

The ACC, by contrast, plays to Adelaide’s real 
strengths, which is a low-rise proximity to the some 
of the real natural beauty in which the city is situated. 
In keeping with this, the forms of the buildings it has 
added have both an organic and an angular aspect, 
and take up clearly the shades of ochre that are such a 
distinctive part of the broader landscape of Australia. 

Walk five minutes from the ACC, across the futuris-
tic-looking Riverbank Bridge, and you find yourself in 
lush parkland, alongside the river, but extending north 
as well. The Adelaide Oval is just 10 minutes walk, the 
Botanic Garden 15 minutes, and the Adelaide Zoo 20 
minutes.

But there is a deeper story to the new construction 
at the ACC. It is really part of a much broader push by 
Adelaide to find new growth opportunities, and to take 
advantage of those areas where it already has a head 
start. As one government document puts it: 

At the core of Adelaide’s transformation is the Riverbank 
Precinct, which is in the midst of a $5 billion rejuvena-
tion. A hive of activity, the Riverbank is where the city’s 
cultural, sporting, education, medical, conference and 
entertainment zones merge, making it Australia’s best 
connected business events district.

More than anything else it is this sense of “integration” 
into the city that makes the ACC special. It lends this 
site a really futuristic feel, and a real sense of genuine 
connection to what is the most vital and growing part of 
this surprising city.

JOIN US IN ADELAIDE! CALL 1300 305 719  EMAIL  EVENTS@HBT.NET.AU #HBTINSA
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At the 2017 HBT Conference we all had fun with the “Pink Day”, 
when everyone who could wore pink, in support of the the McGrath 
Foundation. It was an outrageously fun day, with everyone in their 
“pink best” (well, sometimes second-best, but definitely fun). 

As most of you know, this foundation funds breast care nurses for 
women suffering from breast cancer. The breast care nurse is able to 
put people in contact with organisations that offer care and assis-
tance to cancer patients. These organisations can offer help with 
transportation, accommodation, and other issues that arise during 
and after treatment. The advantage of the McGrath Foundation 
breast care nurses is that they are completely free, and that patients 
can self-refer. 

In an amazing effort during 2017 
HBT managed to put together a con-
tribution of $51,443 to the founda-
tion. HBT’s Aimee Innes showed how 
serious some HBT members had 
been about their efforts in a series of 
images, with some going so far as to 
paint their retail premises pink, while 
others to held events to raise more 
money.

Tracy Bevan, one of the found-
ers and currently a directer of the 
foundation, appeared at the HBT 
Conference and spoke very moving-
ly about her motivation for starting 
the foundation, at the behest of Jane 
McGrath, the wife of Glen McGrath 
who suffered terminal breast cancer. 
Explaining the benefits of contributing to the foundation, she said:

What we raise funds for is very tangible. So if you give me a dollar, I 
can show you where that money has gone to. I can show you the fami-
ly that we’ve been able to support, and I can introduce you to the local 
breast care nurses. It is very tangible. 

We don’t know exactly what HBT will get up to in 2018, both in 
terms of a dress-up day, and in terms of helping out some great char-
ities, but we do know you don’t want to miss out on it!

Tracy Bevan accepting the cheque from 
HBT

U N I T Y



The one night of the year when the HBT community 
gets to kick its collective heels up, and have some fun! 
Last year was really moving, as we said our final fare-
wells to Tim Starkey, and honoured his legacy. This year, 
we get to show off just how far the group has gone in 
carrying on that legacy! Don’t miss out!

The Gala Dinner
The big fun comes again

JOIN US IN ADELAIDE! CALL 1300 305 719  EMAIL  EVENTS@HBT.NET.AU #HBTINSA



HBT is APPropriate
Charlie don’t surf — but we do

Well, it was bound to happen. Just when you thought one 
part of your life would be safe from the APPocalypse, well, 
no, HBT has to go and get a mobile app for the conference!

In fact, though, the HBT app is off to a very soft launch. 
The team hopes to grow this starter app over the next two 
or three years into something the community will value. 
One reason it is such a soft launch is that there is no way the 
team can build an app for the community, without getting 
feedback from the community first. But, it’s really hard to 
give feedback and ideas for something that doesn’t exist 
yet, so, well, this is a starting point.

For members this year, we’re keeping it simple, but also 
hopefully making it fun. Some of the things you will be able 
to do include:
Look for a mate

Search through the list of people attending by 
first name, last name, store, or location, to find 
someone you ran into at a previous conference 
or haven’t spoken to for a while.
Message a mate

If you want to make contact with another mem-
ber at the conference, you can send them a short 
message, and that will go out to them with your 
mobile phone number added to the end.
Navigate the tradeshow

The app will help you find suppliers by name, 
and show you their locations on the floor.
Make a checklist of must-sees

You can tap on the name of a supplier to add 
it to your list of stands you really want to get to. 
As you “check-in” at each of these stands, the 
supplier gets a checkmark on your checklist.
...and the most important thing about the app 
is...

You don’t need to use it at all if you don’t want 
to. You will not miss out on anything — except 
maybe a bit of fun having a go with it. But it is 
worth checking out, and if you do have a play 
with it, you’ll be in good shape when it comes to making 
suggestions on how we can build a bigger and better app 
for you.
Checking-in

While this isn’t a part of the member’s app, it is a part of an 
app that the HBT team is also providing for suppliers. You 
don’t need the app for this, but suppliers will ask to scan 
your ID badge after they’ve had a chat with you. This gives 
you both a record of whom you’ve contacted, and should 
help everyone with follow-ups.

(Also, there may just be prizes for getting the most check-
ins, and a few other prizes along with that.)

JOIN US IN ADELAIDE! CALL 1300 305 719  EMAIL  EVENTS@HBT.NET.AU #HBTINSA
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1300 305 719

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

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

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


