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PAINT 2018:  
The Movie

The usually slightly 
boring paint industry 
has been a scene of high 
drama during 2017/18, 
as Netherlands-based 
AkzoNobel has tried to 
fend off the advances of 
US-based PPG. Ultimately 
AkzoNobel has backed 
itself into a corner of high 
performance promises 
it cannot meet. Act II 
will likely see PPG wait 
for those promises to 
collapse, then make a 
final offer.
Meanwhile, PPG has had 
an employee make some 
crucial accounting mis-
takes, which could lead to 
a restatement of 
its results.

Industry overview
2017/18 has seen a slowdown, while it 
continues to outperform, but 2018/19 
will see the industry peg back on gross 
domestic product (GDP). That’s mainly 
due to a decline in new residential con-
struction. In raw materials, after a supply 
shortage of Titanium oxide saw prices 
rise, by Q4 2018 prices will stabilise, and 
2019 could see price falls.

PPG
While PPG’s initial efforts at wooing 
AkzoNobel have been rejected by the 
latter company’s stern parents (even as 
the shareholders long for  it), PPG’s CEO 
has done a great job of moving Akzo into 
a position which could see PPG launch 
a successful acquisition in late 2019. 
Meanwhile, a corporate scandal has 
seen the company’s accounting 
brought into question.

Sherwin Williams
The drama over the past year was largely 
triggered by Sherwin’s successful merg-
er/acquisition of fellow US-based paint 
and coatings company Valspar. That has 
resulted in a strong earnings boost, and 
the two companies have found good 
synergies as they combine operations. 
Sherwin has also replaced several PPG 
products in Lowe’s Home Im-
provement stores in the US.

AkzoNobel
AkzoNobel (Akzo) has found itself at 
the centre of not only an organisational 
debate, but also a national philosophical 
debate in the Netherlands, as PPG’s at-
tempted takeover was met by the threat 
of legislation to impede “foreign” acqui-
sitions. That threat has receded, perhaps 
partly because Akzo itself grew through 
the acquisition of Sweden’s 
Nobel, and the UK’s ICI.33 44 47
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DuluxGroup keeps growing
DuluxGroup continues to go from strength to strength. 
This half’s result shows the company: increasing rev-
enue and EBIT; successfully completing its Merrivale 
factory; selling its Glen Waverley factory; exiting an 
unsuccessful business in China; and entering into an 
exciting partnership with a distribution network in the 
region’s largest and highest potential market, Indone-
sia. Also, its basket of acquired smaller companies are 
all profitable, and while they might not be 
growth rockets, the company says it is quite 
happy with them.

Bunnings misses
Wesfarmers has divested its Bunnings UK and Ireland 
operations, selling them to private capital firm Hilco 
for GBP1.00, while retaining rights to 20% of any fu-
ture sale. Analyst estimates put the total cost as likely 
over $1.25 billion. Managing director Rob Scott is 
focused on how the company can learn from this, and 
continue as a vigorous, active ac-
quirer, even though it has lost the 

confidence of investors.
27 50
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Independents 
RULE

The conference, titled 
“The Power of Indepen-
dence”, opened with 
the first address to HBT 
members by its new 
CEO Greg Benstead. He 
outlined the need to 
adopt new strategies, 
improve processes, and 
communicate better. But 
he also emphasised that 
HBT would continue to 
value and honour the 
independence that is 
the basis of everything 
the group does.

The Show
The HBT Conference started with an em-
phasis on ways to improve in 2018/19, 
through a tighter strategy to get better 
deals from suppliers. London Olympics 
gold medal winner Anna Meares, de-
scribed the three-year strategy behind 
her win. The Gala Dinner was its usual 
mix of handing out prizes and 
great fun.

The Social
HBT revved up the social side to the 
conference, starting with a fun visit to 
the Adelaide Zoo (with cocktails). The 
reception before dinner was fun, with 
members having a good chat. The Gala 
Dinner itself was its usual partly polite, 
and partly raucous self. Check out the 
pics (as they say)!

The Trade Show
If the conference was about strategy 
and fun, the trade show was about 
business. There was a little less gaiety, 
but a lot of serious deal-making. HBT 
did a great job of bringing in new sup-
pliers, on the periphery of hardware. 
Plus more family-owned Aussie busi-
ness, which gave the show a 
really fresh feeling.

Innovations
This conference had great innovations. 
Unimig showed off its value welding 
equipment, Sheffield had a new range 
of tape measures, Ox Group is moving 
into workwear with a tradie boot, WD-
40 has a flexible bendy metal straw, 
PPG has revitalised its Squirts range, 
and Hitachi released its fram-
ing nailgun. Wow.72 82 94

71 92

The Stands
60 pages of stand re-
views and information. 
Get started by going to 
the clickable/tappable 
index.

100
CLICK IMAGE TO VISIT STAND REVIEW



Can buying groups evolve?
Buying groups have pursued the goal of offering volume 
in exchange for lower prices, but with the success of 
IHG in the market, they may need to think beyond this. 
One possibility is to think in broader terms, of all non-

IHG independents, 
as well as looking 
at new measures of 
their success and 
growth, such as 
trade accounts.

contents
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The failure Bunnings UK & Ireland raises 
questions about Wesfarmers. While much 
of the criticism has focused on managerial 
matters, it’s most likely to be more a 
matter of culture. While the particular 
conglomerate structure it has maintained 
for the past 20 years has worked well 
for it, it may need to consider moving to 
a structure that is less siloed, and more 
experimental.
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Here’s a thought experiment: Let’s suppose that 
one of the ways in which Wesfarmers decided to 
go forward was by introducing Kaboodle kitchen 
sales into its Target discount retail operation.

There is a fit there. You can’t really classify the Bunnings market 
(that is sort of the point), but you could say there is certainly a 
pretty active part of it that is an interesting mix we could call “low-
er-income aspirational”. What makes these Bunnings supporters so 
interesting is that what they are “aspirational” about isn’t increas-
ing their income (for various reasons they may see this, for the 
short or long term, as not being really possible). Rather, they are all 
about increasing their sense of life, through comfort, but also — 
and more importantly — through the experience of living itself.

Bunnings offers ways for this part of its enthusiastic supporters 
(they are really a bit more than customers) to leverage their skills, 
abilities, and simple ingenuity to do that, to make life better, by 
doing something beyond the rather less engaging (for them) task of 
just bringing home more money.

Target doesn’t have quite that cachet. It remains a bit confused, 
and it has tried to solve that confusion — in our opinion quite 
unsuccessfully, in terms of utilising potential — by making it just 
the “luxe” department of Kmart. Sometimes it is as simple as “if you 
want 100% cotton, go Target, if not, go Kmart”. You really cannot 
build a brand on that.

So, just imagine for a moment, walking into your local Target, 
turning right past the checkout counters, and going mid-way down 
the back, near the homewares, and there you have, on about 25 
square metres of floor space, the Kaboodle display. We’ve all seen 
these in Bunnings Warehouses. Kaboodle has done a great job in 
designing a simple, compact format that shows off most of the 
Kaboodle features.

There is an assistant or two who can help walk you through the 
choices that are available, three or four online kitchen selector 
terminals to use, and so forth. There’s no stock of course — that’s 
going to come from the Bunnings that is located close to where you 
are, probably delivered, but you could also pick it up.

How well all that would work, of course, is difficult to know, but 
one thing is for sure: finding out, doing an experiment at two or 
three locations would not be expensive, and could turn up other 
possibilities.

Yet the chances of Wesfarmers ever doing anything like that 
seem very slim. And if we were to think of why that might be, real-

comment
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ly the most prominent reason would likely be “culture”.
There are really two parts of the Wesfarmers culture that get 

in the way. The first is that Wesfarmers not only sees itself as a 
conglomerate, but also that it has a very narrow definition of what 
that means. The most important feature of that definition, as 
regards growth, is that it completely isolates — in the jargon “silos” 
— each of its operational divisions.

It’s easy to see why. This makes it easier to both acquire and to 
divest the different businesses it has picked up over the years. The 
problem is, though, that the way business has developed, particu-
larly in its digital aspects, there are now considerable benefits in 
finding connections and synergies between these businesses.

Clearly, yes, operating in silos is easier. But the real potential is 
in these connections. Which means, guess what, the conglomerate 
business just got tougher, because you have to do both, buy and 
sell businesses, but also operate then in a connected manner while 
you own them. It’s not a contradiction, or an impossibility, it’s just 
something that is hard to do. Welcome to 2020.

The second part is the more serious one. When we speak of 
businesses having a problem with their culture, we usually do not 
actually mean that the culture itself is negative or destructive in 
some way. What we really mean, what is generally common to all 
troubled corporate cultures, is that they have developed a resis-
tance to change. They constantly seek only those opportunities 
which do not challenge the self definition of the business.

In today’s market environment, the inability to accept that you 
need to almost constantly redefine who you are as a business can 
be close to fatal. It can make you do things like blow $1 billion in an 
operation that came down to producing a carbon-copy of an Aus-
tralian business in the UK, instead of spending a simple $5 million 
in Australia to find out whether a half dozen simple ideas — but 
ones which challenge the corporate identity — could work.

http://www.unimig.com.au/


http://oxtools.com/
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in this  
update:

• Bunnings in New 
Zealand have 
appealed against 
a decision for a 
proposed store in 
Queenstown

• Construction and 
development of 
Bunnings stores 
in QLD and NSW

• New Bunnings 
stores have 
launched in WA, 
ACT and NSW

Bunnings stores 
have opened or are 
about to be open in 
Baldivis (WA), Canber-
ra Airport (ACT) and 
Katoomba (NSW).

Baldivis

Bunnings in Baldivis 
(WA) opened to big 
celebrations recent-
ly, with Australian 
Paralympian Brant 
Garvey joining team 
members to launch the 
store.

The 13,000sqm outlet 
had a soft launch be-
fore hosting an official 
opening ceremony. 
Located on the corner 
of Safety Bay Road 
and Baldivis Road, it 
opened to local fanfare 
after Masters Home 
Improvement shut 
its doors in the same 
location more than a 
year ago.

Complex manag-
er Darren Feenstra 
praised his team for 
working to fit out the 
store extensively in 
less than a month.

Canberra Airport

Rugby league legend 
and head coach of the 
national rugby team 
Mal Meninga officially 
opened the new Bun-
nings Warehouse at 
Canberra Airport. 

The $42 million store 
covers more than 
13,000sqm and is Can-
berra’s second largest 
Bunnings outlet, the 
fifth in the state. There 
are already Bunnings 
stores in nearby 
Fyshwick, as well as 
Gungahlin, Belconnen 
and Tuggeranong.

Katoomba

Bunnings is due to 
open in Katoomba 
(NSW) soon, just a 
block away from the 
old Home Timber & 
Hardware store. And in 
preparation, the Home 
store is transforming 
into Mitre 10 with a 
major refurbishment.

Store manager, Rhon-
da Steed, said it was 
bought by Metcash 
about 18 months ago 
and is being rebranded 

as a Mitre 10. She told 
the Blue Mountains 
Gazette:

…It will be a Sapphire 
store – a bit more like a 
shop experience than a 
warehouse experience. 
It’s like a total revamp. 
It will give us the best 
we can have to tackle 
our friends down the 
road so we’re very hap-
py with that.

Ms Steed also said 
Metcash had “armed us 
with a much ammuni-
tion as we can have” to 
counter the opposition.

Down the road, 
where shelves are be-
ing stocked and land-
scaping works being 
completed, Bunnings 
said it is employing 
more than 50 locals in 
its new store. Manager, 
April Spillett, said she 
was excited to welcome 
residents to the store, 

as well as helping out 
in the community.

Team members have 
worked together to 
assist in revamping 
the outside spaces and 
sensory garden with 
new garden beds and 
refreshing the sitting 
area at Baptist Care 
Morven Gardens Aged 
Care Centre.

A Bunnings spokes-
woman added:

Bunnings competes 
with a number of 
different types of 
businesses in the home 
improvement and 
outdoor living market 
and find there is ample 
room in the market for 
all to operate success-
fully.

Store openings, now
and in the near future

continues next page

Newly opened Bunnings store in Baldivis (WA)

http://hnn.bz/
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Port Macquarie 
(NSW), Warwick (QLD) 
and Kingaroy (QLD) 
are set to have new 
Bunnings stores.

Warwick

Building on the Bun-
nings store in Warwick 
(QLD) has begun with 
concrete walls being 
placed on the site. Bun-
nings general manager 
– property Andrew 

Marks said:
Construction has pro-

gressed to the erection 
of the external con-
crete wall panels with 
structural steel to be 
added shortly. The new 
Bunnings Warehouse 
Warwick represents a 
$16 million investment 
in the local economy 
and will span approx-
imately 7000sqm once 
complete.

The new store is 

expected to open in 
late 2018.

The Toowoomba arm 
of Hutchinson Builders 
is in charge of the proj-
ect and is fabricating 
all concrete wall panels 
on site. Southern 
Downs Mayor Tracy 
Dobie said it was great 
to see the development 
forging ahead.

They are tripling the 
size of their business, 
which will be positive 

for employment and 
the economy of the 
region.

Kingaroy

The proposed Bun-
nings Warehouse store 
in Kingaroy (QLD) is a 
step closer to starting 
construction following 
the tender process for 
builders recently.

A Bunnings Ware-
house spokeswoman 
said the time line for 
construction depended 
on which builder se-
cured the contract. She 
told the South Burnett 
Times:

Until we review the 
tenders received and 
allocate a builder, 
we won’t know any 
timings.

The South Burnett 
Regional Council 
approved the new de-
velopment in Novem-
ber last year. Bunnings 

is expected to spend 
about $15 million 
building the new store, 
which is estimated will 
provide 60 new jobs.

Port Macquarie

The planned Bun-
nings Port Macquarie 
store in NSW is expect-
ed to be operating by 
early 2019. Mr Marks 
confirmed that work 
at the site is likely to 
commence soon. He 
told Port Macquarie 
News:

We have received 
development approval 
to build a new Bun-
nings Warehouse in 
Port Macquarie which 
will replace the existing 
store. The new Bun-
nings Warehouse Port 
Macquarie represents 
an investment of over 
$43 million…

Bunnings stores in the pipeline

Bunnings battle in Queenstown NZ continues
Bunnings has ap-

pealed a decision to 
decline consent for a 
store it proposed to 
build on the Frankton 
Flats, beside State 
Highway 6, in New 
Zealand.

In appealing the en-
tire decision, Bunnings 
said the subject site 
was located within 
an area “in a dynamic 
state of development 
and urbanisation” 
where there was a 
variety of commercial, 
retail, and light indus-
trial developments, 

either constructed, 
under construction, or 
recently consented.

Bunnings had 
identified the site on 
the Frankton Flats as 
the “ideal location” to 
enter the “booming 
Queenstown con-
struction and trade 
supply market”.

The new store would 
“increase competition 
between trade suppli-
ers in the Queenstown 
market and lower the 
costs of construction, 

The Toowoomba arm of Hutchinson Builders is building the Warwick store in Queensland

An artist’s impression of the proposed Bunnings store in Queenstown, New Zealandcontinues next page

http://hnn.bz/
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Bunnings battle in 
Queenstown (cont.)

XX

and therefore housing, along with other projects”.
The company had worked extensively with the council 

before lodging a consent application and, as a result, 
made significant adjustments to the layout and design, 
the appeal notice said. Bunnings said the commissioners 
erred in their decision.

It also said there were two key questions at issue 
during the two-day hearing – whether a Bunnings store 
would be an appropriate and compatible activity for the 
site and, if so, whether the effects on the environment 
were appropriately avoided, remedied or mitigated.

While a council officer had recommended consent be 
declined, citing, in part, adverse effects would be more 
than minor in relation to the loss of industrial-zoned 
land, urban design, visual and signage effects, commis-
sioners held the effects on the district’s industrial zoned 
land would be “minor only”. That view should be upheld, 
the appeal notice said.

A finding by commissioners that the effects were more 
than minor and the development contrary to the objec-
tives and policies in the district plan, however, “should 
be rejected”.

Bunnings sought for the appeal to be allowed and the 
application granted, subject to conditions offered at the 
hearing, or such conditions the court considered appro-
priate and for “costs of and incidental to” the appeal.

https://goo.gl/EwZtZp

http://hnn.bz/
https://goo.gl/EwZtZp  
https://goo.gl/EwZtZp  
http://hbt.net.au/


http://hbt.net.au/
http://www.simmondslumber.com.au/


14

hnn.bz

in this  
update:

start text

indie updateindie update

in this  
update:

start text

in this  
update:

• Kellys Wodonga 
working well 
after re-brand to 
Mitre 10

• The local hard-
ware store in Bex-
ley North (NSW) 
is closing down

• The Goodwin & 
Storr Mitre 10 
store will be 
acknowledged 
for its longevity

The Goodwin & Storr 
Mitre 10 in Laidley 
(QLD) will be hon-
oured in the Long 
Established Category 
at the Lockyer Valley 
Chamber of Commerce 
and Industry Business 
Recognition Dinner.

The store started out 
as a fabrication busi-
ness when Bill Good-
win and John Herbert 
“Herb” Storr took it on 
“more by accident than 
anything” over a centu-
ry ago, according to the 
Gatton Star newspaper.

The firm John Storr’s 
grandfather began has 
evolved into a major 
hardware store in the 
region. He explains:

During the 1920s 
when Peter Nelson, 
who had the hardware 
shop in town, passed 
away, his son sold the 

business. That’s when 
we got into hardware 
as well as making 
tanks and iron mon-
gering.

In the 1950s, Mr Good-
win left the business 
and Herb ran things 
with his son, Arthur. 
Mr Storr’s own father 
went into partnership 
in the business in the 
1980s when he re-
turned from overseas.

In 1992, Mr Storr 
joined the business - in 
which his three sisters 
are partners - and 
during his time he has 
seen plenty of change. 
He said it was vital 
to keep on top of the 
market and make sure 
he was selling things 
people wanted.

When I started here 
30 years ago we were 
selling different prod-

ucts. We would have 
sold 90% nails and 10% 
screws and, of course, 
there were hammers 
and things.

Now we probably sell 
90% screws, 10% nails 
and it’s not hammers 
any more, it’s all 
electric screw guns. 
The nail section has 
completely diminished. 
You can have the same 
product in two differ-
ent colours and one 
won’t sell, the other will 
walk out the door. And 
what sells in Brisbane 
won’t necessarily sell 
in Laidley, they’re 
completely different 
markets.

In 2011, Mr Storr made 
the decision to focus 
on hardware and get 
out of tank manufac-
turing.

Shifting the focus 

meant he was able to 
invest in expanding 
and renovating the 
hardware store. He 
said:

We did about a quar-
ter-of-a-million-dollar 
expansion back around 
that time. You’ve got 
to keep reinvesting in 
your business oth-
erwise you just keep 
losing.

After 105 years in 
business Mr Storr is 
not sure what the 
future will hold, with 
no family members in-
terested in taking over 
once he retires.

My dad asked me to 
get it to 100 years old 
and he said ‘I don’t care 
what you do after that’. 
To get it to 110 would be 
a good score. I’m 58, I 
don’t want to be like my 
grandfather and uncle, 
working until I’m 100 
and not have a life.

Mr Storr said he 
would like to see the 
business continue but 
admitted it was “hard 
yakka” and there were 
easier ways to make 
money, especially with 
pressure from major 
stores like Bunnings.

https://goo.gl/
HQcZU9

Goodwin & Storr’s long 
term legacy

http://hnn.bz/
https://goo.gl/HQcZU9
https://goo.gl/HQcZU9
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Bexley North Hardware calls it a day
Peter Blackwell is 

closing the hardware 
business started by his 
father at Bexley North 
(NSW) 58 years ago, 
reports The Leader 
newspaper. Blackwell’s 
Bexley North Hard-
ware closes its doors 
at the end of June. He 
said:

This one little shop 
has supplied hardware 
to some major projects 
including the M5, the 
Port Botany container 
wharf expansion and 
the upgrade of railway 
bridges at Bardwell 
Park, Kingsgrove and 
Narwee.

Mr Blackwell’s father, 
Ronald opened the 
family business in the 
late 1960s and Peter 
bought it from him 21 
years ago. He said:

We don’t have any 
kids and my nephews 
and nieces aren’t inter-
ested in taking it over. 
A small hardware shop 
is not as viable as it 

used to be.
Mr Blackwell has 

seen a lot of changes in 
Bexley North over the 
years. He explains to 
The Leader:

The area has an 
ageing population 
and now the elderly 
are passing away or 
going into retirement 
villages. The new 
people moving are 
either in too much debt 
or are not doing their 
own handy-work but 
getting someone else to 
do it.

Where the older 
generation did it them-
selves the new genera-
tion doesn’t know what 
they are doing.

Mr Blackwell said 
the attitude of some 
of his bigger custom-
ers, particularly the 
local schools, has also 
changed when it comes 
to supporting small 
businesses.

We used to have a lot 
of accounts with the 

schools. But the new 
principals always tell 
their maintenance peo-
ple to go to Bunnings.

I know we are still 
officially on the books 
with the schools. We 
are still asked to source 
specialist supplies. 
They have always had 
good customer service 
here. Otherwise, they 
go to Bunnings.

I don’t know why the 
government is encour-
aging them to do it just 
to keep the big boys 
going.

Mr Blackwell said he 
has three categories 
of customers: project 
managers covering 
major developments; 
developers building 
units, and people build-
ing their own homes.

The only people 
we have had trouble 
with payment are the 
developers. But I never 
have trouble with pay-
ment from the top end 
project managers or 

the home handymen. 
Sometimes a project 
manager would ring 
and ask for something 
that could not be 
sourced anywhere or 
that they needed in a 
hurry and I would do it.

There have been dif-
ficult times in the past 
when Mr Blackwell 
was hit by a car and 
seriously injured. His 
wife Karen had to run 
the business for two 
years but he was able 
to recover and make 
it back to working 

full-time. While Mr 
Blackwell won that 
battle, he said the fight 
with big business has 
defeated him.

When the new 
Bunnings opened at 
Kingsgrove I thought 
we would lose about 
30% of our clients but 
we lost 60%. For Bexley 
North it means that 
personal service will 
be lost.

https://goo.gl/uW-
8w9d

Kellys Wodonga re-brand two years on

The Border Mail 
newspaper recent-
ly profiled Kellys 
Wodonga and reports 
that despite external 

changes, the owners 
and service are still 
the same with Adrian 
(AJ) and Shelley still 
managing the store 

under the Kellys Mitre 
10 Wodonga brand. 

The husband and 
wife team have been 
operating the business 
since 2006, starting as 
Kellys Wodonga. They 
changed to take on the 
Mitre 10 banner in July 
2016. AJ said:

We are still the same 
business as we were 
when we were Kellys. 
We just added some 
additional Mitre 10 
products to our exist-
ing lines. Even though 

we are just a husband 
and wife business, we 
are backed with the 
buying power of Mitre 
10, NRI and AIS, which 
means that our prices 
are competitive with 
the big corporate enter-
prises.

Agricultural retail has 
been in the Kelly blood 
for some time. Adrian’s 
father, Des Kelly, was a 
stock and station agent 
as was his father.

You can quite often 
see any of our four kids 

in the business as well. 
Samson now works on 
one of the counters and 
Zach helps customers 
out with their needs 
and loading cars. Cate 
and Isla help with 
putting stock away 
and cleaning shelves 
on occasions. Also our 
niece Gabbs has joined 
our team, and she is a 
great asset.

https://goo.gl/BEN-
VGj

http://hnn.bz/
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Reece expands into US, 
after 10 year study

ASX-listed plumbing 
products company, 
Reece Group has main-
tained a cautionary 
approach as it acquires 
Texas-based distribu-
tor Morsco for AUD1.9 
billion including debt.

Morsco generates 
annual sales of USD1.72 
billion and is being 
sold by its private 
equity owner Advent 
International. It oper-
ates 172 branches along 
16 states in southern 
United States. The deal 
will double the size of 
the normally conserva-
tive Melbourne-based 
company.

This acquisition will 
give Reece access to 
what it has identified 
as the fast growing 
Sun Belt region which 
includes Florida, Lou-
isiana, South Carolina 
and Texas. Reece chief 
executive Peter Wilson 
said in a statement:

It’s a market that’s 
forecast to grow at 
twice the rate of the 
Australian market and 
it is currently about 
eight times the size.

Reece said the deal 
will be funded through 
a combination of cash 
and debt, adding that it 
will also raise AUD560 
million through a stock 
offering. The billion-
aire Wilson family, 
which owns a major-

ity stake in Reece 
and is backing the 
deal, will subscribe 
to AUD300 million 
worth of shares in 
the offering. A bulk 
of the funding, how-
ever, will come from 
an underwritten 
USD1.14 billion se-
cured credit facility.

Reece said it will 
operate Morsco sepa-
rately from its Austra-
lian and New Zealand 
businesses and there 
would be no attempt 
to try and rebadge the 
Morsco stores. It will 
also retain the US man-
agement led by CEO 
Chip Hornsby who has 
been at the helm since 
2011.

It will also deploy 
several of its own team 
members to the US to 
help with collaboration 
and sharing of indus-
try knowledge and 
expertise.

Overseas markets

As Australia’s biggest 
plumbing and bath-
room products com-
pany, Reece had run 
out of local acquisition 
opportunities where it 
already has a large por-
tion of the bathroom 
and plumbing supplies 
market.

Mr Wilson said the 
company has been 
carefully studying the 
US market for 10 years. 
It had been talking 
with Morsco and 
Advent for two years. 
Serious due diligence 

had begun in January 
this year. He told Fair-
fax Media:

We’ve certainly done 
our homework…We’re 
really comfortable 
we’ve got a handle on 
it.

Mr Wilson said Reece 
had gained extra con-
fidence about the US 
through its relation-
ships in Australia with 
ASX-listed Reliance 
Worldwide, which has 
a big presence in the 
US plumbing market 
with its Sharkbite 

continues next page
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Reece US acquisition (cont.)
push-to-connect 
fittings.

He said the acqui-
sition of Morsco is 
a “transformational 
opportunity” that will 
drive returns for the 
next generation of 
shareholders.

It has a strong 

platform across the 
sunbelt states. It’s in 
the growth states. 

Guidance

Reece also gave guid-
ance for the fiscal year 
ending June 2018. It ex-
pects an after-tax prof-

it of AUD223-AUD230 
million, 5% higher than 
last year. It forecast 
sales of AUD2.65 bil-
lion-AUD2.70 billion.

It said the results are 
driven by new branch 
openings, leveraging 
of its supply chain, in-
vestment in improving 

and delivering great 
customer service and 
an enhanced online 
offering for both trade 
and retail customers.

Reece, which has a 
sharemarket value of 
AUD5.4 billion, runs 
600 plumbing and 
bathroom products 

showrooms across 
Australia and New 
Zealand. It has annual 
revenues of AUD2.4 
billion.

https://goo.gl/AuUCKi
https://goo.gl/2GYTsH

CSR managing 
director Rob Sindel 
said an acceleration in 
commercial construc-
tion of hotels and aged 
care homes and people 
wanting to shift into a 
detached house from 
an apartment will 
drive demand in the 
next 12 months.

Mr Sindel also said 
there was a renewed 
upturn recently for 
detached houses, par-
ticularly on the eastern 
seaboard.

As a supplier of 
Gyprock plasterboard, 
PGH bricks, Hebel 
precast concrete 
blocks and panels, and 
Bradford insulation 
and storage battery 
products to the build-
ing market, Mr Sindel 
believes the company 
is in a solid position to 
make the most of this 
opportunity.

Residential

Mr Sindel said hous-
ing markets had ben-
efited from large mi-
grant intakes over the 
past few years, which 
had fuelled strong pop-
ulation growth, and 

while many families 
had started off living in 
apartments, they were 
increasingly looking to 
upgrade to a detached 
house. He told Fairfax 
Media:

A lot of people start 
off in an apartment. 
They want to live in a 
house in the suburbs.

The demand for a de-
tached house has been 
reinforced constantly 
by the long line-ups 
of people prepared to 
camp out to secure a 
block of land when 
they were released to 
the market by devel-
opers, according to the 
company.

Mr Sindel said CSR 
had also noticed a 
marginal slowing 
in the renovations 
market, with more 
people instead opting 
to demolish an exist-
ing property and then 
build a new home on 
the same block of land.

They want a new 
house, but they like the 
street.

He believes heavy 
stamp duty costs were 
a big deterrent to 
moving. Once council 
approvals had been 

granted, it usually 
took far less time 
for a new build, 
rather than a more 
complex renova-
tion. A new house 
might take six 
months, compared 
with a complex 
renovation that 
may run for 12 to 18 
months.

The desire for a 
speeded up process 
was also playing out 
in rising demand for 
Hebel aerated concrete 
blocks as a building 
material. Mr Sindel 
said the use of Hebel 
was growing strongly 
off a low base, with 
builders becoming 
more enthusiastic 
about it. CSR is in-
vesting $75 million to 
expand capacity at a 
Hebel plant at Somers-
by on the NSW central 
coast.

A lot of it is being 
driven by the builders. 
It’s faster and it’s easier 
to construct.

While many ex-
perts are predicting a 
softening of property 
prices, Mr Sindel said 
first home buyers 
would welcome it 

even though existing 
home owners liked 
the wealth effect from 
ever-rising prices.

The only building 
products unit that 
turned in a softer 
annual performance 
was Monier roofing 
tiles, which experi-
enced lower demand in 
Queensland.

Commercial

CSR generates about 
12% of its revenues 
from high-rise apart-
ment construction and 
while that market has 
softened substantial-
ly, commercial con-
struction was gaining 
momentum.

CSR had benefited 
from the construc-
tion of the new Optus 
sports stadium in 

Perth and from Com-
monwealth Games con-
struction on the Gold 
Coast. But there were 
also improving activity 
levels in construction 
of hotels, hospitals and 
aged care homes. 

Energy costs are 
slowing down further 
growth on the compa-
ny, jumping 12% over 
the past year and cost-
ing an extra $9 million.

Former managing 
director of Bunnings, 
John Gillam, has also 
just become the chair-
man of CSR, taking 
over from Jeremy 
Sutcliffe.

https://goo.gl/B2fnuJ

Knock down builds help drive CSR profit

http://hnn.bz/
https://goo.gl/AuUCKi 
https://goo.gl/2GYTsH 
https://goo.gl/B2fnuJ


19

hnn.bz

supplier 
update

French building ma-
terials company, Saint-
Gobain has given up 
its fight for control of 
Swiss rival Sika in re-
turn for a pay-off. This 
ends one of Europe’s 
most contentious take-
over battles.

The fight for Sika had 
seen Saint-Gobain tied 
up in Swiss courts for 
years as Sika’s share-
holders and its board 
fought back against 
the takeover attempt, 
which was launched in 
2014.

The complex deal, 
first reported by the 
Financial Times, will 
see Saint-Gobain take 
a 10% share of Sika. 
The Swiss chemicals 
maker can secure its 
immediate indepen-
dence while allowing 
the Burkard family, the 
heirs of Sika’s founder, 
to exit the company.

Under the terms, the 
heirs behind Sika sold 
their entire 17% stake 
for 3.22 billion francs 
(USD3.21 billion) – and 
52% of its voting rights 
– to Saint Gobain, 
which will give up the 
special voting rights 
that were at the heart 
of the conflict with 
other Sika sharehold-
ers and management. 
Sika in turn bought 
an almost 7% holding 
from Saint Gobain.

The settlement could 
herald fresh consolida-
tion in the sector, with 

the deal freeing Sika 
to make acquisitions. 
Chief executive Paul 
Schuler told the Finan-
cial Times:

With the new struc-
ture we can really 
explore possibilities for 
Sika.

The agreement will 
allow Saint-Gobain to 
make a profit while 
retaining its 10% share 
of Sika. The companies 
agreed to a two-year 
lock-up and a six-year 
period during which 
Saint-Gobain cannot 
increase its ownership 
beyond 12.9%. Sika will 
also have the right of 
first refusal if Saint-
Gobain wants to sell. 
Guillaume Texier, 
Saint-Gobain’s chief 
financial officer, said:

This deal creates 
value for Saint-Gobain. 
Second, it puts an end 
to all of this uncertain-
ty. That’s what this 

does as all litigation is 
finished. And last, it’s 
strategically important 
as we have 10% of a 
great company.

Having failed to take 
over a market leader in 
adhesives and sealants, 
Mr Texier said no deci-
sion has been made on 
how long the French 
company will hold its 
stake in Sika beyond 
the lock-up period.

He also indicated 
Saint-Gobain is ready 
to move on. Construc-
tion chemicals remains 
a strategic area of 
growth, and small- to 
medium-sized targets 
in markets like the US 
are a focus area, he told 
Bloomberg.

https://goo.gl/ETm-
wnk

https://goo.gl/suKMtz

Saint-Gobain and Sika reach deal

Irish speciality cloth-
ing company Portwest 
has completed the 
acquisition of a second 
Australian brand as it 
expands its presence 
in the local market. It 
has acquired Huski for 
EUR10 million.

Although Huski was 
acquired in October 
2017, Portwest could 
not state the name of 
the Melbourne-based 
company due to a 
non-disclosure agree-
ment.

This acquisition 
is expected to more 

than double the Irish 
company’s turnover 
in Australia and New 
Zealand to EUR25 mil-
lion by 2019, which will 
represent about 10% 
of its business. Huski’s 
turnover in 2017 was 
close to AUD10 million.

Last year Portwest 
acquired Australian 
workwear business, 
Prime Mover Work-
wear, for EUR7.5 
million. 

Financial director, 
Owen Hughes, said the 
company is looking 
to expand further in 

the Australia and New 
Zealand markets. He 
told The Irish Times:

This [acquisition] 
marks an exciting new 
phase of development 
for Portwest and 
we look forward to 
expanding our reach in 
this area.

Founded in 1904 by 
Charles Hughes as a 
small shop, Portwest’s 
products are sold in 
more than 100 coun-
tries and it employs 
over 2,000 people 
globally.

Portwest is run by 

three Hughes broth-
ers  and they have 
grown revenues at 
the firm from about 
EUR200,000 in 1979 to 
EUR126.9 million for 

the 12 months ending 
February 2017.

https://goo.gl/yPK7rx

Portwest finalises Huski acquisition
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USG enters sale talks with Knauf
FUS building mate-

rials maker, USG Corp 
said it has agreed to 
open talks to possi-
bly sell itself to rival 
Knauf after previously 
rejecting an unsolicited 
USD5.9 billion takeover 
bid from the German 
company.

Knauf, which owns 
a 10% stake in USG, 
urged USG’s sharehold-
ers to withhold votes 
for USG’s board nomi-
nees. USG changed its 
mind after Berkshire 
Hathaway, its largest 
shareholder with a 
31% stake, signalled it 
planned to vote against 
four of its board nom-
inees.

Combined with the 
stake held by Knauf, 
the two own more 
than 40% of USG stock.

The decision also 
comes after two 
influential investor 
advisory services — 
Institutional Share-
holder Services and 
Glass Lewis & Co — 
had recommended the 
US company’s share-
holders withhold their 
votes for a number of 
its board nominees.

The campaign to 
sway shareholders was 
launched by Knauf 
earlier this year as it 
sought to push USG to 
the negotiating table.

USG said that its 

board had authorised 
management to begin 
talks with Knauf and 
that it had told its 
rival the company was 
ready to sign a confi-
dentiality agreement 
to share information 
about its business. USG 
said in a statement:

The board believes 
that by entering into 
negotiations and ex-
changing certain infor-
mation, Knauf should 
be able to identify 
additional sources of 
value in combining the 
businesses and will see 
value in excess of its 
most recent proposal.

USG had previously 
argued that Knauf 

would need to increase 
its bid for the company 
before it would share 
that information. 
Knauf had previously 
offered USD42 a share 
for USG.

The US company 
added that there could 
be “no assurance” that 
a deal would be com-
pleted. In a statement, 
Knauf said:

We are pleased 
that the board has 
acknowledged share-
holders want to see a 
transaction. Signing a 
confidentiality agree-
ment and entering into 
discussion is the next 
natural step.

https://goo.gl/aH8BqY

Yates acquires Organic Crop Protectants

Horticultural supply 
company, Yates has 
purchased Syd-
ney-based Organic 
Crop Protectants 
(OCP). Gary Leeson, 
OCP managing direc-
tor, said:

I believe that Yates’ 
strategy to invest in 

and develop a broad 
range of organic solu-
tions for both the home 
garden and commer-
cial sectors is aligned 
to ours.

Our aim is to stay 
ahead of the innova-
tion curve for biolog-
ical and organic farm 

and garden inputs 
and to be the market 
leader in these sectors. 
Yates is one of the 
largest investors in 
R&D and innovation 
in the Australian gar-
den care market, and 
we’ll be able to draw 
on that resource for 
new product develop-
ment and improving 
existing products…

The acquisition 
remains subject to 
ACCC approval. Pend-

ing that, completion of 
the sale is estimated 
to take place in early 
June.

Yates is committed to 
building the organic 
category in both com-
mercial and retail mar-
kets. Jennifer Tucker, 
Yates executive general 

manager, said:
The acquisition of the 

OCP business and its 
brands will be a great 
addition to our garden 
care portfolio, and we 
believe we can con-
tinue to build on the 
wonderful foundation 
established by the OCP 
team to date via the 
creation of an organics 
division within Yates.

OCP is an Australian 
owned company, and 
was founded in 1991 by 
Leyland Minter and 
Dr Doreen Clark. OCP 
has been developing 
and manufacturing 
eco-friendly and regis-
tered organic horticul-
tural, nutritional and 
plant protection prod-
ucts for farmers and 
gardeners throughout 

Australia and New 
Zealand.

The retail brand ECO 
was launched in 2005. 
ECO has a diverse 
portfolio across all 
gardening categories 
and includes products 
such as ECO-Slasher, 
ECO-Seaweed, ECO-Oil 
to name a few.

Most of the range is 
independently Certi-
fied Organic by Austra-
lian Organic. Yates will 
retain all eight full-
time OCP employees.

http://hnn.bz/
https://goo.gl/aH8BqY 
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Hitachi circular saws ahead of restructure

Hitachi Power Tools 
has added two new 
heavy-duty 185mm cir-
cular saws to its power 
tool range.

The C7SB3 is de-
signed for high-speed 
cutting with its 1710W 
fan cooled motor. 
It has a heavy duty 
aluminium base with 

scale, comfortable soft 
grip handle and comes 
with an 18 tooth TCT 
blade and guide as 
standard. The C7UR 
also has a powerful 
motor and aluminium 
base and comes with a 
55mm bevel, adjustable 
metal cut line guide 
and a wrench stored 

on its body for greater 
convenience.

Both saws employ a 
blower to propel any 
dust or debris away 
from the material so 
users can easily see 
the cut line. This is a 
way to avoid acciden-
tally slicing through 
the cord – Hitachi has 

added cord holders on 
both tools to keep the 
power line well out of 
the way so users can 
focus on the job in 
hand.

The tools feature 
external brush caps 
for easy maintenance 
and a 90-degree angle 
setting system to make 
precise cuts. With no 
riving knife, plunge 
cutting is easier and 
the blades are simple 
to replace as both tools 
include a spindle lock.

Aside from product 
launches, 2018 is a big 
year for Hitachi Power 
Tools. The rebrand to 
HiKOKI rolls out in Oc-
tober (or Metabo HPT 
in the US), following 
last year’s acquisition.

As Hitachi Koki 
becomes Koki Holdings 

Co. Ltd in June 2018, it 
is moving to an officer 
corporate structure 
system where the chief 
strategy officer, chief 
international business 
officer, chief technolo-
gy officer, chief finan-
cial officer and chief 
administrative officer 
will all report directly 
to the chief executive 
officer, Osami Mae-
hara. The purpose of 
this restructuring is to 
increase the velocity of 
operations and make 
clearer decisions in a 
timely manner, accord-
ing to the company.

https://goo.gl/o33iL6
https://goo.

gl/4GVmYY

Boral offloads US business, NSW property
Boral is selling its 

US concrete and 
quarrying business 
for USD127 million 
(AUD169 million) to 
Brannan Sand and 
Gravel Company as it 
narrows its focus on 
building products in 
North America.

The company said 
the Colorado-based 
business had per-
formed well, but it was 
non-core to Boral’s 
operations. Boral’s CEO 
and managing director 
Mike Kane said in a 
statement:

Boral’s strategy in 
the USA is focused on 
growing our building 
products and fly ash 

businesses. As we 
continue to strengthen 
our core business and 
deliver synergies from 
the Headwaters acqui-
sition, the time is right 
for Boral to realise 
value by divesting the 
construction materials 
business in Colorado.

Boral acquired Ameri-
can building materials 
supplier Headwaters 
in late 2016 for USD3.5 
billion (AUD4.6 billion).

Boral expects to 
make a pre-tax profit 
on the sale of USD45 
million (AUD60 mil-
lion), which will be in-
cluded in its financial 
results for the current 
financial year. It said 

the proceeds will be 
used to reduce debt. 
Boral has owned its US 
construction materials 
and quarrying opera-
tions since 2004. 

The company also 
expects the sale of 
its Prospect Masonry 

property at Greystanes 
in NSW to contribute 
AUD56 million to 
earnings for the 2018 fi-
nancial year. It said the 
sale of the progressed 
earlier than expected 
and will provide a 
more detailed update 

at the company’s inves-
tor day.

https://goo.gl/63qqxv
https://goo.gl/UAW-

6Gj
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Allegion buys GWA-owned brands
Global security prod-

ucts company, Allegion 
has agreed to acquire 
GWA Group’s door 
and access systems 
business through one 
of its subsidiaries. It 
includes Australian 
brands Gainsbor-
ough Hardware and 
API Locksmiths. The 
transaction is expected 
to close in the third 
quarter of 2018. GWA 
managing director, Tim 
Salt, said:

The door and access 
systems business is 
strong, and we believe 
Allegion can maximize 
its potential. Allegion’s 
global scale, innovative 
technologies and sup-
ply chain capabilities 
will enable both Gains-
borough and API to 

further enhance their 
offerings to customers.

The GWA door and 
access systems busi-
ness generated sales of 
approximately AUD95 
million for calendar 
year 2017. The busi-
ness will operate in 
Allegion’s Asia-Pacific 
region. Allegion pres-
ident, chairman and 
CEO, David D. Petratis, 
said:

This strategic acquisi-
tion bolsters Allegion’s 
presence in Australia 
and significantly 
increases our scale in 
the Asia-Pacific region 
… We’re enhancing our 
residential presence 
with market-leading 
positions and long-
standing customer 
relationships, all 

while accelerating 
our development 
of electronic secu-
rity solutions. This 
is consistent with 
Allegion’s growth 
strategy in the region 
– and highly comple-
mentary to our core 
business.

The transaction 
is valued at AUD-
107million. Allegion 
plans to fund the 
acquisition through 
existing cash on hand 
and borrowings under 
its revolving credit fa-
cility. Excluding merg-
er and acquisitions 
costs, Allegion expects 
the transaction to be 
slightly accretive to 
adjusted EPS for 2018.

https://goo.gl/s2ogd6

DTA majority owned by Ardex

The Ardex Group 
announced it has at-
tained a strategic stake 
in DTA, a quality tools, 
trims and machinery 
supplier for the wall 
and floor market in 
Australia, New Zealand 
and USA. DTA was es-

tablished in Australia 
in 1976, and considered 
a market leader in the 
industry. 

Dedicated to deliver-
ing innovative, depend-
able products, DTA fo-
cuses on servicing the 
professional contrac-

tor. It will continue to 
operate independently 
from the Ardex compa-
nies in the US, Austra-
lia and New Zealand. 
Phillip Cozens, owner 
of DTA, said:

DTA is proud to be 
welcomed into the fold 

of the Ardex Group. We 
anticipate building on 
opportunities for DTA 
in markets around the 
world.

There are no planned 
changes to personnel 
in either company.

For nearly 70 years, 

Ardex has been a 
significant supplier 
of specialist building 
materials and remains 
an independent, 
family-owned business 
with over 2,700 em-
ployees in 50 countries. 
Mark Eslamlooy, CEO, 
Ardex Group said:

This joint venture is 
an exciting addition to 
the Ardex strategy of 
system solutions. The 
burgeoning synergies 
we develop with DTA 
will present additional 
value to our customers.

http://hnn.bz/
https://goo.gl/s2ogd6
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Bostik uses real 
tradies for campaign

Adhesives company, Bostik has hired two genuine Aus-
tralian tradies as brand ambassadors. Mark Menagatti 
(aka Spaghetti) and Adrian Franchina have been given 
the moniker, “Bostik Boys” to represent the brand.

According to Bostik, Menagatti and Franchina’s rela-
tionship with the brand will span the next few years. 
The pair was introduced in a teaser video on Bostik’s 
Facebook and YouTube pages recently.

The campaign has launched with a television commer-
cial, “Tradie Life’”, featuring the Bostik Boys discussing 
what it’s really like to be a tradie. “Due to TV shows, a 
tradie’s life looks easy, but actually isn’t as easy as what 
you think,” said Mr Menagatti. The end of the commer-
cial delivers the tagline, “Real Tradies. Not Real Actors”. 
Anthony Voyage, marketing manager at Bostik, said:

We wanted authentic tradies who are on the tools 24/7. 
Tradies who wake up before light and come home after 
dark. We have Bostik products in thousands of tool boxes 
around the country at any one time and we want our 
consumers to be proud of our connection.

We hope the Australian public find this approach re-
freshing, informative and engaging.

Bostik plans to build on the Bostik Boys miniseries by 
exploring the life of a tradie further, giving trade tips 
and DIY how-to guides featuring the Bostik product line.

https://goo.gl/FhnXB9
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• Australia is a 
growth opportu-
nity for Ikea

• Temple & Web-
ster paint range 
developed with 
Taubmans

Online furniture and 
homewares retailer, 
Temple & Webster has 
released its paint line 
developed in collabo-
ration with Taubmans. 
Colour by Temple & 
Webster is made up 
of 20 low-VOC classic 
paint shades and on-
trend colours designed 
to work together 
seamlessly.

Included in the range 
are neutral palettes of 
Chateau, Lighthouse 
and Pavilion, or the 
serene, coastal feel 
created by Treehouse, 

Ranch and Temple.
With the added con-

venience of to-your-
door delivery, renova-
tors and decorators 
have the option to try 
a ready-made palette 
of colours or build a 
custom colour scheme 
with wall colour, trim 
colour and accessories.

All 20 colours come 
in two finishes; low 
sheen, available in one 
and four litre tins; and 
semi-gloss, available 
in one litre tins. A low-
sheen, white ceiling 
paint is also available.

There are also ready-
to-go sample pot packs 
in varying colour com-
binations, as well as 
brushes, rollers, trays 

and drop sheets.
https://goo.gl/MxdJn8

Taubmans paint for 
Temple & Webster

Ikea sees 30 more stores in Australia
Home improvement 

giant Ikea said it will 
open over 30 new 
Australian stores. It 
currently has 10 stores 
in Australia, but by 
2030 the number is 
expected to increase 
to 40. And the number 
could be even greater 
if “smaller format” 
stores are opened in-
side shopping centres.

The expansion is part 
of a plan by Ikeaís new 
boss, Jan Gardberg, 
who has set his sights 
on rapid growth in 
Australia, including 
selling solar panels. He 
said:

We have more than 
40 years of home 
furnishing experience 

here in Australia and 
we want to take that 
and transform that 
home furnishing 
knowledge into the 
virtual and electronic 
world also.

In addition to its 
existing 10 stores, Ikea 
has recently rolled out 
collection points in re-
gional areas, primarily 
for online shopping in 
Queensland, Northern 
Territory, Tasmania, 
Canberra and greater 
Sydney.

Last year, the compa-
ny also opened a $150 
million distribution 
centre in Sydneyís 
Marsden Park, un-
derpinning its online 
shopping push.

Ikea customers can 
expect to see fewer 
human beings at the 
checkouts in favour 
of a more ìseamlessî 
experience of touch-
screens, self-service 
and online ordering. 
Richard Harries, head 
of HR for Ikea Austra-
lia, said:

Our focus is on cus-
tomer fulfilment. We 
know we have great 

possibilities to meet 
the needs of our cus-
tomers. The technology 
that weíre looking at is 
how we can make it as 
seamless as possible. 
Weíre looking at digital 
screens for the Ikea 
food business, payment 
methods ñ all things 
to make it a seamless 
journey.

https://goo.gl/Pofm-
WG

http://hnn.bz/
https://goo.gl/MxdJn8 
https://goo.gl/PofmWG
https://goo.gl/PofmWG
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• Dulux saw 
good results for 
the half, with 
mid-single digit 
growth across the 
board

• The new factory 
at Merrifield is 
up and running, 
on time and at 
budget

• DuluxGroup has 
exited most of its 
business in China

• The company 
has ramped up 
investment in 
Indonesia

• Its venture in the 
UK is likely to 
continue after the 
exit of Bunnings, 
as the company 
sees it to be more 
about market 
research

• Lincoln Sentry 
has added online 
ordering for 
cabinet makers

Australia’s DuluxGroup (Dulux) has released 
its results for the first half of its FY 2017/18, 
which ended on 31 March 2018. Overall the com-
pany reported an increase in sales revenue of 
$918.1 million, up 4.2% over the previous corre-
sponding period (pcp), which was the first half 
of FY 2016/17. Earnings before 
interest and taxation (EBIT) 
came in at $114.0 million, up 
by 7.5% on the pcp. Net profit 
after taxation (NPAT) was 
$79.2 million, up by 9.0%. (Ex-
cluding tax writebacks for the 
reporting half, as compared 
to the pcp also excluding its 
tax writebacks, the increase in 
EBIT was higher, at 9.9%.) Di-
luted earnings per share were 
$0.204, up by 9.1% on the pcp.

In his prepared remarks, the 
managing director of Dulux, 
Patrick Houlihan, said that 
the good result was driven by 
its Dulux ANZ division, which 
provided strong revenue 
growth for the half, up 5.7% 
on the pcp. He added that the 
even stronger NPAT result 
was driven by a decrease in 
interest expense.

Mr Houlihan said that on a 
combined basis, the segments 
of the company located in 
Australia and New Zealand 
had revenue growth of 4.8%, 
and produced EBIT growth of 
5.4% on  that basis, which he 
characterised as an “excellent 
outcome”.

The two major events for the 
company were the completion 
of, and commencement of 
production in the company’s 
new manufacturing facility at 
Merrifield in Victoria, and an 
exit from most of its opera-

tions in China and Hong Kong. 
The Merrifield project continues to run on 

schedule and at budget. The company also 
sold its production facilities at Glen Waverly in 
Victoria for $11 million, returning a profit of $6.1 
million.

DuluxGroup 2017/18 H1

Category 2017/ 
2018 H1

2016/ 
2017 H1

Change

Sales Revenue 918.1 881.2 4.2%

Earnings Before 
Interest & Tax (EBIT)

114.0 106.0 7.5%

Net profit 79.2 72.7 9.0%

Dulux ANZ

Sales Revenue 500.7 473.7 5.7%

EBIT 93.1 88.5 5.2%

Selleys & Parchem ANZ

Sales Revenue 130.2 125.8 3.5%

EBIT 14.4 13.7 5.1%

B&D Group

Sales Revenue 88.4 86.4 2.3%

EBIT 6.8 6.2 9.7%

Lincoln Sentry

Sales Revenue 97.7 93.6 4.4%

EBIT 6.5 6.1 6.6%

Other Business

Sales Revenue 108.9 108.4 0.5%

EBIT 6.0 5.9 1.7%

AUD millions

http://hnn.bz/
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Dulux has also exited from its 51% partnership 
in its DGL Camel business located in China and 
Hong Kong. This was sold to Yip’s Chemical 
Holdings Limited in January 2018. This was 
completed on 1 February 2018, with $20 million 
received as a result. According to a statement in 
Dulux’s financial results:

DGL China & Hong Kong has retained the 
Selleys business and some other small coatings 
businesses. DuluxGroup expects to move to 100% 
ownership during the next year. It is expect-
ed that the retained businesses EBIT will be 
approximately breakeven once restructuring is 
completed.

Mr Houlihan also noted that the company’s 
chairman, Peter Kirby, has retired, and that he 
has been replaced by Graeme Liebelt, a former 
managing director of Dulux.

Dulux ANZ

Mr Houlihan said that for the Australian mar-
ket alone, revenue grew by 6.5%. He sees overall 
market growth as being 4%, while decorative 
(architectural) paints grew by 5%. Currency 
fluctuations meant that revenue declined by 
3% for New Zealand. The company also noted 
that New Zealand results were depressed by 
the destocking of Dulux woodcare products by 
Mitre 10 New Zealand, which is a major retailer 
in that nation.

The company’s financial statements indicate 
that part of the sharp rise in revenue for the 
half was due to the influence of the exit by 
Woolworths’ failed Masters Home Improve-
ment, which provided heavily discounted paint 
product on the market. 

The renovation and repaint (R&R) market 
grew by 7%, the new housing market had close 
to zero growth, while the commercial market 
grew at an unusually high rate of around 5%.

Mr Houlihan stated that, “The positive share 
result reflected our retail customer alignment 
strategies.” This could be taken as a reference to 
the company’s distribution through Bunnings.

Mr Houlihan also noted that Dulux had 
successfully raised prices so as to compensate 
for the increased costs of raw materials, in 
particular Titanium oxide (TiO2) and latex resin, 
with the retail price of the company’s premium 
“Wash & Wear” paint increasing by over 4% on 
an annual comparison.

In response to an analyst’s question, Mr Hou-
lihan commented that the fall-off in new build 
residential demand would have a diminished 
effect on Dulux:

It would seem that, that is softening more in 
multi-storey residential, as opposed to low-sto-
rey activity. And for our business, in particular, 
in that sector, we moderately grew some share 
because we tend to be less exposed to that 
market which, overall, is quite, I suppose, low 

© Peter Bennetts 
www.peterbennetts.com 

This year’s winner of the 
Dulux Colour Awards 
is the Fitzroy Crossing 
Renal Hostel in Western 
Australia. 
The photographer Peter 
Bennetts has taken a 
series of georgeous shots 
that can be viewed at:
https://bit.ly/2sE4O3a

http://hnn.bz/
http://www.peterbennetts.com 
https://bit.ly/2sE4O3a
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margin, high volume. 
[We] play at the premium end. So the types of 

builders we’re dealing with there, for example, 
[like] Metricon, have continued to grow their 
business very successfully and hence that helps 
their alignment.

Commenting further on the EBIT result, Mr 
Houlihan explained the company’s strategy 
through the half:

What you saw in the first half was us continue 
to put price through at our traditional levels 
[following the consumer price index], albeit 
input costs were higher. So in terms of how we 
maintained our overall EBIT margins, it was 
driven by two things. 

Firstly, the fact that we knew we were in a pe-
riod where we will be comping that Masters liq-
uidation effect from last year we usually would 
get a natural step-up in volume, so that sort of 
helped first and foremost, and hence meant we 
didn’t have to push the price lever as hard as we 
otherwise may have had to do. 

Secondly, we also managed our fixed cost base, 
variable fixed cost base very well and — so that 
was sort of the combination.

Looking towards the outlook for this division, 
however, Mr Houlihan did warn that pricing 
might become more of a factor in the future:

But what we would look to do, if input cost 
continue at the types of rate they have, is to 
utilize the price lever power. Obviously, we’ll 
continue to manage cost.

However, Mr Houlihan also remarked that he 
sees the overall market outlook for this division 
as positive.

The outlook for our core market, the mainte-
nance and improvement of existing homes in 
Australia and New Zealand, remains favourable. 
This market is proven to be very resilient and 
profitable over the long term, despite market 
noise around house prices, housing churn, con-
sumer confidence or interest rates. 

New housing markets, which represents 15% 
of our end markets, are expected to hold at or 
around current levels in Australia for the rest of 
financial year 2017/18. Commercial and engineer-
ing markets, which also represent 15% of our 
end markets, are expected to be solid, with the 
commercial sector growing and the engineering 
sector flat. 

Selleys & Parchem

This division returned sales revenue of $130.2 
million, up by 3.5% on the pcp. EBIT attributed 
to the division was $14.4 million, up by 5.1%. 
Selleys did not increase its marketshare, but did 
benefit from price increases and growth in the 
underlying market.

Parchem did grow marketshare of its Fosroc 
construction chemicals business, despite un-
derlying flat markets. The company stated that 
this was largely due to its success gaining share 
from public infrastructure projects.

The company stated that it forecasts contin-
ued growth for Selleys. It stated that Parchem 
will benefit from stabilising markets, and 
improvements in both its products cost base, 
and the product mix going into construction 
markets.

This year’s winner of the 
Dulux Colour Awards: 
Commercial Interior - 
Public & Hospitality is the 
WAGAYA ramen shop. The 
architect was Sarah Lee, 
and the interior designer 
was Elton Chen for the 
architecture firm Span 
Design.

Photograph by Andrew 
Worssam and Jayden 
Huang

© Andrew Worssam and Jayden Huang

http://hnn.bz/
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B&D Group

This division saw sales revenue lift by 2.3% to 
$88.4 million, while EBIT came in at $10.0 mil-
lion, up 9.7% on the pcp.

While this garage door and garage door opener 
division managed to increase its overall mar-
ketshare, it was held back by some declines 
in detached housing construction. Growth in 
revenue was largely due to an improved, more 
upmarket mix of sales, with better margins. 
EBIT responded to the better product mix, and 
also the investment of an additional $400,000 in 
marketing.

Lincoln Sentry

This division saw revenue grow by 4.4% to 
reach $97.7 million. EBIT  reached $6.5 million, 
up by 6.6% on the pcp. The uplift was achieved 
through generally positive markets and growth 
in the division’s cabinet hardware business.

Asked about this division, Dulux’s chief finan-
cial officer Stuart Boxer explained more about 
the history, operations and outlook for this 
division. 

I think the big picture on Lincoln Sentry is as 
a business that we acquired, it would have been 
years ago with the last acquisition. It’s sort of 
doubled its profitability under our ownership. 
So we’re actually really happy with the per-
formance of the business since it’s been in our 
hands. Certainly, in the half that we just saw, we 
described a little bit of margin pressure that we 
sort of managed by way of fixed cost manage-
ment, etc.

Mr Boxer went on to explain the moves the 
company has taken to improve its market 
position:

So one of the things that we’ve done in the last 
12 months is we have launched our online plat-
form for our cabinetmakers. And there are other 
customers that enables the ordering process to 
be a whole lot easier for those cabinetmakers, 
which actually reduces the burden on our sales 
force. So that — as that sort of ramps up and 
starts to become more widespread, it will enable 
the sales force to sort of increase its productivity 
and help ideally drive the top line growth even 
stronger. 

Mr Boxer also strongly defended the invest-
ment in Lincoln:

It’s delivering a [return on net assets] in the 
high 20s [percent]. So it’s actually a pretty good 
little business and we’re really happy with it and 

we are confident that we’ll be able to manage 
through, as we have in the past, sort of short-
term margin challenges.

Other businesses

This division consists of Yates Garden Care 
and a number of international businesses. This 
returned a very flat result, with sales revenue 
increasing by 0.5% on the pcp to reach $108.9 
million, with EBIT lifting by 1.7% to reach $6.0 
million.

In his prepared remarks, Mr Houlihan com-
mented on Dulux’s overseas endeavours:

We are continuing to make measured progress 
in seeding and testing offshore opportunities. 
Following the sale of the coatings business in 
China and Hong Kong, our Asian business is 
now almost entirely Selleys, with a mix of estab-
lished and profitable businesses like Hong Kong, 
emerging opportunities like China and Vietnam, 
and, of course, our Avian Selleys joint venture in 
Indonesia.

In response to an analyst’s question, Mr Hou-
lihan did explain some  of the strategy behind 
Dulux’s efforts in Asian markets:

What we’re doing there is, in Asia, unlike 
Western markets where consumers are largely 
DIY and the retailers have the distribution, in 
Asia, the consumption is driven by do-it-for-me 
or trade and the distribution power is [with] the 
wholesaler, it’s not the retailers. 

And this is why we’ve partnered up with Avian, 
one of the biggest paint companies in Indonesia, 
where they have access, through their 70 distri-
bution centres, to 40,000 retail hardware stores. 
They were just doing paint, they weren’t doing 
anything like Selleys. So we’ve launched the 
Avian Selleys joint venture. And we will launch 
and enact that in the next 6 months.

The Dulux results were released prior to the 
news that Wesfarmers would be terminating 
the UK operations of Bunnings. While Mr Hou-
lihan did discuss the efforts of Dulux to trial 
Selleys products through its links with Bun-
nings in the UK, he mentioned this as not being 
really material sales, but more experiments in 
that market.

Mr Houlihan also reiterated that Dulux’s 
purchase of the Scottish specialty paint man-
ufacturer Craig & Rose predated the Bunnings 
expansion. That operation has now opened 
two retail stores of its own, one in London, and 
the other in Edinburgh. He said those stores 

“So one of the 
things that 
we’ve done 
in the last 12 
months is we 
have launched 
our online 
platform for 
our cabinet-
makers. 
And there 
are other 
customers 
that enables 
the ordering 
process to 
be a whole 
lot easier for 
those cabinet-
makers, 
which actually 
reduces the 
burden on our 
sales force.“

http://hnn.bz/
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were expected to be cost neutral, and would 
provide a path to market in experimenting with 
new paint ranges, including paints that can be 
tinted.

In response to an analyst’s question, Mr Hou-
lihan also hinted at further moves in the UK 
market:

We’re also exploring how we might tap into 
other potential pathways, for example, the UK 
trade market. So [we] think of our business in 
the UK today as sort of relatively immaterial, 
quite small and really an exploration morsel 
of our hypotheses that we can value add into a 
Western retail hardware-type market. 

In terms of what that then means for other ge-
ographies, for example, the USA and/or Europe, 
ultimately, the learnings from things like the 
UK arm with the insights about what we can do 
or can’t do in relation to influencing consumer 
demand. But obviously, a key part of it is gaining 
customer distribution. 

Mr Boxer also commented on the Indonesian 
venture, stating:

One of the things that we’ve done and really 
been sort of keen on doing this as a joint venture 
with a company like Avian is, one level we talked 
about, the distribution access that they give us, 
but also in working with them. They’ve got a 
pretty good understanding of the customer base 
that they access by their distribution network. 

So we’ve worked pretty closely with them 
with our Selleys team to do exactly what you 
described, which is to go out into the field and 
work with the contractors in the marketplace to 
understand the way that they use the source of 
products that we’re planning to launch in that 
marketplace. And some of the things that have 
come out of that, for example, is that sort of 
helped us to fine-tune the product range and the 
product sort of functional attributes, but also 
just sort of interesting things like the packaging 
and making sure that the way it is designed 
actually suits the way the contractors work.

Mr Houlihan said that expansion into further 
Western markets could come about through 
mergers and acquisition activity, or it could 
emerge from organic growth opportunities. 

Analysis

As HNN has discussed elsewhere, Australia’s 
DuluxGroup is one of the few strong brand 
stories in the current home improvement retail 
market. It is in the favourable position of being 
able to lay claim both to high wholesale prices 
and wide distribution, due to strong consumer 
demand for its specific products. That demand 
is driven by both strong and consistent market-
ing, and ongoing investments in research and 
development, backed up by sensible investment 
in cost-effective and safe manufacturing pro-
cesses and facilities.

To put it as simply as possible, despite there 
being competing products in the market that 
are technically the equal of Dulux products, 
none have managed to equal its command of 
the market.

The big question that remains from this is, 
how much of that prime market position is 
protected by its long history and thorough 
understanding of this market, and how much of 
it could be vulnerable to future investment by 
much larger companies, such as the expanded 
Sherwin Williams which has brands such as 
Wattyl, and PPG with brands such as Taub-
mans?

While Mr Houlihan is certainly very correct in 
stating that past efforts by large paint compa-
nies to enter the Australian market have not 
worked out, both PPG and Sherwin Williams 
now have long-established brands that are very 
familiar to the Australian consumer. 

It is also interesting to note that Dulux’s ex-
pansion strategy is very much directed towards 
finding additional markets outside of paint and 
coatings, and towards finding overseas markets 
to provide balance to its exposure in Australia 
and New Zealand. An alternative strategy might 
be to find higher growth opportunities in com-
panies that are associated with painting. These 
would be areas where the company would have 
deep insights into the market, or even be able to 
provide a brand extension.

However, it seems almost certain that for the 
next two or three years, Dulux’s position seems 
will be relatively safe. The future will tell if 
its current strategies have been responsive to 
the strategic challenges that may eventually 
emerge. 

“One of the 
things that 
we’ve done 
and really 
been sort of 
keen on doing 
this as a joint 
venture with a 
company like 
Avian is, one 
level we talked 
about, the 
distribution 
access that 
they give us, 
but also in 
working with 
them.”
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For a business whose level of excitement 
has been oft-compared (unfairly) to the ac-
tivity of watching its chief product dry, the 
paint industry has embarked on some pretty 
exciting activities over the past year. At times 
it has seem to come close to one of those 
fraught big family movie dramas of tangled 
marriages and divorces.

What really kicked off the current situation 
was the move by US paint company Sher-
win Williams to merge with fellow US paint 
and industrial coatings company Valspar, 
announced in March 2016, and completed in 
June 2017. That had been (in part) triggered 
by Sherwin William paints displacing some 
Valspar paints in US-based big box home 
improvement retailer Lowe’s Home Improve-
ment stores in early 2016. 

PAINT FY2017/18:  
The Movie

Sometimes Australia’s 
DuluxGroup does aston-
ishing, wonderful things. 
This year’s winner of the 
Dulux Colour Awards 
is the Fitzroy Crossing 
Renal Hostel in Western 
Australia. The site is in 
Bunuba Country; on a 
ford over the ancient 
Fitzroy River. Fitzroy 
Crossing is the meeting 
place of 4 Aboriginal 
Language Groups. The 
hostel consists of 20 
beds over five small 
“cottages” with a com-
mon amenity building 
providing indoor and 
veranda based activity.
Architecture by Iredale 
Pedersen Hook Archi-
tects.
The photographer Peter 
Bennetts has taken a se-
ries of georgeous shots 
that can be viewed at:
https://bit.ly/2sE4O3a

© Peter Bennetts 
www.peterbennetts.com 

https://bit.ly/2sE4O3a
http://www.peterbennetts.com 


34

hnn.bz

That merger created a company that was comparable in 
size to the two other leading companies in the market, the 
US-based PPG and the Dutch-based AkzoNobel. PPG, partly 
in reaction to that move, then began a process of attempting 
to acquire AkzoNobel, which would have created the world’s 
largest paint and coatings company.  The first proposal was 
made in March 2017, and offered a 30% premium on the 
company’s share price at the time, with a total valuation of 
EUR22.4 billion. This was rejected, so PPG made a second 
bid with some improvements in conditions.  Again, this was 
rejected. PPG made a third big, this time for EUR26.0 billion, 
which represented a 50% premium on AkzoNobel’s share 
price from the previous March — and, yes, it was rejected as 
well.

In the midst of this, AkzoNobel’s CEO, Ton Büchner, re-
signed, citing health reasons. He was replaced by Thierry 
Vanlancker.

There were a number of consequences that flowed from 
all this. The one that most recently came to fruition was the 
resignation of AkzoNobel chairman Antony Burgmans on 
26 April 2018. He has been replaced by Nils Andersen, former 
CEO of the Danish shipping-to-oil conglomerate AP Moller-
Maers and Carlsberg, the Dutch brewer. 

Mr Burgmans led the company’s opposition to the takeover 
by PPG, a role which put him at odds with many investors 
in AkzoNobel, in particular the US-based hedge fund Elliot 
Management, which brought a court case to force AkzoNobel  
to consider the takeover offers (which it lost), and to oust Mr 
Burgmans. A key part of Elliot’s argument was that the Dutch 
resistance was hypocritical, as AkzoNobel itself had grown 
through acquisitions, most notably of the Swedish based 
Nobel, and the UK-based ICI.

PPG’s offer for AkzoNobel took place immediately before 
a hotly contested Dutch election, and it led to calls for legis-
lation to be enacted which would have introduced a manda-
tory one-year “cooling down” period for any foreign company 
attempting to take over a Dutch-based one. However, the law 
was widely ridiculed by academics and others, who pointed 
out that it would have a strongly negative effect on the busi-
ness environment and economy of Holland.

The real ongoing legacy of all this, however, has been a se-
ries of promises made by Mr Büchner prior to his resignation 
regarding a series of reforms AkzoNobel would undertake. 
The purpose of those promises was to present the compa-
ny as one that could produce the same level of shareholder 
return as would have been generated by simply accepting 
one of PPG’s offers. To quote from an article published in The 
Economist newspaper on 22 April 2017, entitled: “AkzoNobel, 
under siege, makes unrealistic promises about growth”:

Paint industry

• The past 12 months in the global 
paint industry have been charac-
terised by mergers, acquisitions, 
and frantic attempts to stop these 
happening.

• As Sherwin Williams moved to 
complete its acqusition of Valspar 
in mid-2017, rival PPG made a 
move to acquire Dutch-based 
company AkzoNobel.

• AkzoNobel resisted, backed by na-
tional sentiment against “foreign” 
takeovers — which is interesting, 
as AkzoNobel was built through 
the acquisition of Sweden’s Nobel 
and the UK-based ICI.
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The future for AkzoNobel is dazzling — if you believe Ton 
Büchner, its chief executive. The boss of the Dutch paint-
and-coatings firm reported a solid set of quarterly earnings 
on April 19th, then promised a new era of rapid growth and 
investments. Shareholders are to get lavish dividends this year. 
The firm will break up its ungainly conglomerate structure. A 
speciality-chemicals part of the business will be sold or listed 
separately next year.
Mr Büchner has no choice but to talk things up, if he is to justify 
rebuffing two recent takeover offers from a similar-sized Amer-
ican rival, PPG.
...

Akzo’s promises were welcome. But like a newly opened tin 
of paint, they made some heads spin. After years of eking out 
smallish gains mostly through cost-cutting, the firm is suddenly 
to boom. Akzo had previously forecast that returns on sales 
would be 11% by 2018, already well over its average of less 
than 9% since 2008; now the CEO promises a rate of 14% by 
2020. The firm, which had revenues of EUR14.2 billion in 2016, 
has emerged from a difficult period. It bought Britain’s Impe-
rial Chemical Industries (ICI), the owner of Dulux paint and 
other products, a decade ago, absorbing it as Europe fell into 
a slump. The group’s recovery since looks solid, but not of the 
sort to match Mr Büchner’s bold targets. “It is a huge stretch, it 
looks really tough,” is the verdict of Jeremy Redenius of San-
ford C. Bernstein, a research firm.
To carry on the cinematic comparison, if you were look-

ing for an analogy for the way AkzoNobel has behaved for 
the past 12 months, a good one would be one of those chase 
scenes from a thriller movie. You know the ones, where a pro-
tagonist is chased down alleyways and through buildings, all 
the time knocking over file cabinets, slamming doors, rolling 
out garbage dumpsters in an effort to impede the progress of 
his or her pursuers, usually to little or no avail.

AkzoNobel’s version of this has included moves such as  
a mooted merger with US-based paint company Axalta, an 
effort which eventually failed on 21 November 2017. Had Akzo-
Nobel completed that merger, it would have ended any effort 
by PPG to acquire it, as Axalta pursues many of the same 
markets as PPG, and the anti-trust complications alone would 
have caused it to fail. 

Then there is the sale of Specialty Chemicals to The Carlyle 
Group and GIC for EUR10.1 billion. Though with that move, 
some of the double-bind the company finds itself in is evi-
dent. In order to keep its shareholders satisfied, it is going to 
return the profits from that sale to them, which means it can’t 
use those funds to leverage acquisitions, or fund its restruc-
turing program.

Meanwhile, AkzoNobel’s results for its 2017 were some-
where between “flat” and  “dismal”, depending on which ana-
lysts you read, and it has followed that up with a first quarter 
for 2018 that also missed expectations. 

“Mr Büchner has 
no choice but to 
talk things up, 
if he is to justify 
rebuffing two 
recent takeover 
offers from a 
similar-sized 
American rival, 
PPG.”

—The Economist
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In its results the company promotes the many changes and 
new things it is creating, while downplaying these results as 
the consequence of “temporary headwinds”, brought about 
by currency fluctuations and raw material price increases — 
headwinds which most of the rest of the industry seemed to 
have little trouble predicting.

We all know how these chase scenes typically end: the 
three-metre high wire fence you can’t climb over. In AkzoNo-
bel’s case, that is likely to be its 2018 results. We’ll have to wait 
and see.

Finally, of course, no movie is ever complete without that 
final twist, which in this case is a scandal that has broken 
out at PPG. It seems that financial reporting guidelines have 
been breached by its financial controller, Mark Kelly (alleged-
ly), who has subsequently been dismissed by the company. 
Initially the error were thought to be limited to its first 
quarter report for 2018, where its net income before taxes had 
been overstated by USD7.8 million. Further investigation indi-
cates that there were further errors amount to USD2.1 mil-
lion for the second quarter of 2017, and USD4.7 million in the 
fourth quarter of 2017. As they say (truthfully) in the movies, 
it’s the sort of thing that could happen to anybody.

As for Sherwin Williams, the company has now succeeded 
in pushing some PPG paints out from Lowe’s, though the 
home improvement retailer will continue to stock many of 
the other great products PPG makes, such as the very pop-
ular Liquid Nails. And in “turnabout is fair play”, PPG has 
likewise displaced some Lowe’s wood stain products from the 
archrival of Lowe’s, The Home Depot.

Sherwin Williams also enjoyed strong improvements in 
its overall numbers due to the consolidation of results from 
Valspar operations. Even without that extra, however, the 
company recorded good results both for 2017 and the first 
quarter of 2018. In the words of John G. Morikis, chairman, 
president and chief executive officer,:

2017 was a year of record sales, net income, earnings per 
share, cash and EBITDA, but it will best be remembered as 
the year in which we joined forces with Valspar. The enormous 
amount of effort and energy invested over the past seven 
months in bringing these two great companies together, 
strengthening our customer relationships, defining the right 
organisational structure and building momentum in every 
line of business is transforming Sherwin-Williams into a faster 
growing, financially stronger and more profitable enterprise. 
These efforts will continue throughout 2018 with similar effect.

Sherwin 
Williams also 
enjoyed strong 
improvements 
in its overall 
numbers due to 
the consolidation 
of results 
from Valspar 
operations. 
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The 2017 global coatings market grew at 
4.2% in volume and 5.0% in value. For 2018, 
the expectation is for 3.0% volume growth, 
and 4.4% value growth. Architectural coatings 
are expected to lead this growth trend. This 
growth is being driven by ongoing, above GDP 
growth rates in the construction industry. 

With Asia constituting 52% of volume, and 
45% of value in the global coatings industry, 
continued strong growth in construction in 
nations such as China, India and Japan will be 
a main driver of overall global growth. Eu-
rope accounted for 19% of volume and 23% of 
value, while North America produced 13% of 
volume and 18% of volume.

Looking into 2018 figures, the paint and 
coating industry is expected to continue to 
track GDP figures. With the expectation that 
these will continue to climb in 2018 and into 
2019, similar slow but steady growth is ex-
pected in nearly all global markets, outside of 
Eastern Europe.

PAINT: Overview

Pictured is the factory of 
the Hangzhou Harmony 
Chemical Co. (HHC). The 
company has a capacity 
of 50,000 tons of rutile 
TiO2, and 10,000 tons of 
anatase TiO2 per year.
Companies such as 
HHC have come under 
increasing pressure from 
Chinese government 
agencies to curb 
their environmental 
pollution. 
This has limited produc-
tion in some cases. It is 
expected that by 2019, 
the industry will have 
adapted new standards, 
and full production will 
again be available.
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Raw materials
Manufacturers of paint began to experience price rises in 

raw materials such as Titanium oxide (TiO2) and latex resin 
in the second half of 2017, and this has continued into 2018. 

The consensus among TiO2 manufacturers is that they 
saw strong gains in their earnings, with many reporting an 
increase in earnings margins of 20% between early 2016 and 
late 2017.

While demand has continued to increase, providing natu-
ral growth in prices, suppliers also note that there have been 
additional supply constraints as well. China has continued 
to better enforce environmental regulations, which sources 
indicate meant that around 300,000 tonnes (annualised) of 
Chinese production was taken out during 2017.

Added to this was the fire in January 2017 at the Finnish 
producer Venator’s (formerly Huntsman before it spun off 
Venator, immediately prior to the fire) Pori site, which saw 
production brought to a halt there. This facility is one of the 
largest titanium dioxide manufacturing plants in the world. 
It had an annual production capacity of 130,000 tonnes, 
which represented approximately 10% of European demand 
for the pigment. It will only resume at full capacity early in 
2019.

Another factor is the supply 
of raw material. According to 
Tan Ruiqing, a vice president 
with Lomon Billions Group:

In terms of raw material, output 
of Rio Tinto’s titanium slag and 
Iluka’s synthetical rutile was on 
continuous declines before 2016. 
The raw material demand has 
been increasing in the past year, 
but the supply of titanium diox-
ide’s raw material, especially raw 
material of CR titanium dioxide 
showed no significant increases.
Raw material constraints 

would likely hit the market 
somewhat in late 2019. Accord-
ing to a report from TZMI in 
early 2018:

TZMI maintains its forecast for 
feedstock demand growth to 
outperform supply growth during 
the next few years unless new 
supply becomes available from 
new projects. New supply will 
need to be brought onstream 
from 2019 to avoid supply defi-
cits.

Chart 1: Percentage and value of the 
global market held by the top 10 paint 
and coatings companies in the world, in 
USD, for 2016.
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Looking ahead to 2018/19, some industry experts have ex-
pressed concern that there could be interruptions to supply, as 
many TiO2 manufacturers have put off essential maintenance 
as long as possible, and the need to perform this could see pro-
duction slow down.

The good news for manufacturers is that 2019 is expected to 
see an abatement of demand, and resumption of better sup-
plies, as Pori resumes full production, and the Chinese market 
adjusts to the need for better environmental checks. This might 
account for the trend noted by PPG and others of TiO2 suppli-
ers trying to get manufacturers to agree to longer-term pricing 
contracts. 

Meanwhile, of course, every major producer of paints and 
coatings is working hard to reduce the amount of TiO2 required 
in their products. A typical high-quality matte paint of the 1970s 
could contain in excess of 18% by volume TiO2. Through the 
use of small-size calcined clay extenders and other technologies 
this level has been reduced to typically between 10 and 14% by 
volume in 2018 production. 

This has typically been obtained through the use of additives 
which provide better dispersal of the TiO2 particles. There is 
concern that this technology is approaching some finite limits. 
Studies indicate that while some additive manufacturers claim 
potential TiO2 reduction of over 20%, when paint quality is 
taken into account, reductions of around 10% are more realistic. 
The leading technology at the moment would seem to be the 
use of flash calcined china clays.

Analysis
The overall outlook for the global coatings and paint indus-

try for FY2018/19 is positive. There may be some slowdown 
in construction, which will see growth rates pegged more to 
nation GDP growth, but this is likely to be offset by reductions 
in raw material prices, and an absence of price competition as 
demand lifts.

Studies indicate 
that while 
some additive 
manufacturers 
claim potential 
TiO2 reduction 
of over 20%, 
when paint 
quality is taken 
into account, 
reductions of 
around 10% are 
more realistic.



For more information and  
membership application call

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.

http://hbt.net.au/
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To all intents and purposes, Sherwin Wil-
liams is mid-way through a reasonably suc-
cessful integration of Valspar, the US-based 
paints and coating company it acquired in 
mid-2017. Overall net sales for 2017, includ-
ing Valspar, were USD14.98 billion, up from 
USD11.90 billion in the prior corresponding 
period (pcp), which was 2016. This was an in-
crease of 26.4%. If sales from Valspar are ex-
cluded, net sales increased by 5.6%. 

The company’s Americas Group, which in-
cludes residential and commercial paint for 
North and Latin America, as well as its Aus-
tralian and New Zealand operations, record-
ed net sales of USD9.12 billion, an increase of 
8.8% on the pcp. This division operates 4267 
company-operated stores in North America, 
and has 2881 reps in that region as well.

The annual report states that, regarding the 
company’s Australian operations:

SHERWIN WILLIAMS

Sherwin Williams 
has a surprisingly 
rich experience for 
paint consumers. This 
includes its ColorSnap 
technology, which 
provides an augment-
ed reality view into 
how rooms would look 
when painted.
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 In Australia and New Zealand, the Wattyl® brand has been 
well-known for more than 100 years and today is available 
through more than 90 company-operated outlets in the 
region. We intend to leverage expertise from The Americas 
Group stores to further optimize the performance of our Wattyl 
stores. Wattyl’s family of products covers multiple areas in the 
paint and coatings market and includes Solagard®, Estapol®, 
Killrust®, Solver® and Taubmans®.
(Note that Sherwin Williams has rights to the Taubmans 

brand only in New Zealand. Taubmans in Australia is con-
trolled by PPG.)

The company’s consumer brands group, which concen-
trates on distribution through retail channels, saw net sales 
of USD2.15 billion, up by 41.1% on the pcp. This was largely 
through the contribution of Valspar, which was offset by an 
8.4% fall in legacy Sherwin Williams sales.

Performance coatings combines Sherwin Williams’ Global 
Finishes Group with Valspar’s Coatings segment. An 87.5% 
contribution from Valspar helped to boost this segment’s 
sales by 90.4%, with it reaching USD3.71 billion.

Looking at Sherwin Williams’ most recent reporting period 
for first quarter 2018, the company shows ongoing growth. 
Overall net sales rose by 43.6% to reach USD3.97 billion, with 
Valspar contributing 38.6% of that, meaning legacy Sherwin 
Williams growth was 4.9%.

One development that will affect future quarters is the 
company’s expanded partnership with Lowe’s, which is set to 
become the only US-wide home improvement retailer to offer 
the Sherwin Williams top-selling wood care brands, such 
as Minwax, Cabot, and Thompson’s WaterSeal, as well as its 
highly regarded paintbrush brand, Purdy. 

In response to an analyst’s question about how the gener-
ally colder weather across the US during the northern spring 
would affect paint sale predictions, Sherwin Williams CEO 
John Morikis responded by saying he believed contractors 
would likely make up for lost time:

Sherwin Williams 
global footprint.
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Overall, I’d say, at this point, we still feel pretty good about the 
contractors’ ability to maintain what they are calling or what 
they’re projected to be a record year. We’re working hard to 
help them with that. We’ve talked a lot about how the prod-
ucts have been developed to help their productivity and the 
services that we provide in our stores to be able to help them 
be responsive.
So it’s going to be a push as we have a lot of people working 
hard on weekends and long hours. But right now, I’d say we’re 
still confident in our ability to turn this into an outstanding 
year.
In response to another analyst’s question about whether 

expanding the range offered at Lowe’s would cannibalise 
sales through Sherwin Williams branded outlets, Mr Morikis 
responded:

When you think about the painting contractor that’s painting 
every day, they typically have gravitated towards a specialty 
paint store, and we work hard to make that easy for them. But 
there is an entire customer base when you think about the 
home centres. People that use paint in part of their projects 
or part of a remodel project that is a little more difficult for 
our teams to reach through a specialty store. So we think it’s a 
terrific opportunity for us, along with our customer, Lowe’s, to 
better penetrate that. And we don’t think at all that it’s canni-
balising our core business.

Analysis
In a rather surprising way, Sherwin Williams has become 

almost the “poster child” for what a modern, merged, paint 
and coatings conglomerate can do. It has really pushed aside 
most of the concerns that analysts have had that either 
extensive duplication in some markets would be harmful, or 
that channel to market duplication would result in cannibali-
sation or unhelpful internal cross-channel competition.

Of course, it is important to note that this example should 
not be over-generalised. Sherwin Williams built a very special 
place for itself in the North American market, by relating 
directly to its consumers, and being inclusive of both pro-
fessional and DIY end users. The lesson that does need to be 
taken away is that this is the new level of competition in this 
market. Other paint companies may use different means to 
get there, but at the moment this company is on its way to 
achieving a possibly dominant position.

In terms of what all this is likely to mean for Sherwin Wil-
liams operations in Australia, involving both Valspar and the 
Wattyl brand, it’s clear the the company’s first priority is to 
explore what can be done with its Wattyl-branded outlets. It’s 
likely that further developments in retail channel distribu-
tion will not get underway until 2019.

“Overall, I’d say, 
at this point, we 
still feel pretty 
good about the 
contractors’ ability 
to maintain what 
they are calling 
or what they’re 
projected to be a 
record year. We’re 
working hard to 
help them with 
that.”

 — John Morikis  
Sherwin Williams CEO
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While some doubt has been cast over the 
financials for PPG’s FY2017 and the first quar-
ter of 2018, revised numbers have yet to be 
released, so we will be referring to the current 
reference numbers.

In response to an analyst’s question on this 
matter during the release of its first quarter 
results for 2018, the CEO of PPG, Michael Mc-
Garry, had this to say:

So, first of all, I’m so thankful that this was brought forward as 
we are finalising our earnings report. As you know, at PPG, 
we hold ourselves to a very high standard of business and 
professional conduct. Our reputation for being an ethical and 
respectful company is a competitive advantage. 
We believe it is our responsibility and commitment to ensure 
the long- term success of our Company, and that benefits 
all of our stakeholders, whether it’s customers, shareholders, 
employees, suppliers or neighbours. We take this matter very 
seriously. We’re conducting an investigation concerning these 
potential violations. 

PPG
PPG promotes a range of 
colour combinations. Ac-
cording to the company:
A creamy, buttery yellow 
like Spring Wisp is 
reminiscent of a lovely, 
summer day and is one 
of the easiest colors to 
incorporate in a kitchen. 
Darker yellows can look 
brassy and may over-
whelm smaller rooms. 
Yellows pair well with 
counters and cabinets of 
virtually every material 
and color. Accessories in 
bright colors can make 
the room seem even 
lighter.
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The Audit Committee is comprised of independent directors 
of the Company’s Board of Directors and they’re overseeing 
it, with the assistance of outside counsel. We’re not able to 
predict the timing or the outcome. All I’m saying is that the in-
vestigation is ongoing. I’m sorry I can’t provide any additional 
information at this time.
For its continuing operations, PPG recorded sales in FY2017 

of USD14.75 billion, up from USD14.27 billion in the previous 
corresponding period (pcp), which was FY2016. That rep-
resents an increase of 3.4%. Sales revenues in North America 
increased by 0.9%. However, there was a decline in volumes, 
though architectural coatings sales volumes from compa-
ny-owned stores in the US increased by over 4%. This was 
offset by declining volumes in retail and non-company stores. 
Sales in Europe, Middle East and Africa rose by 5.4%. In the 
Asia Pacific sales were up 3.8%, with sales volumes increasing 
by less than 9%. In particular sales volumes grew for China, 
India and Southeast Asia. Latin America saw strong growth, 
with sales increasing by 7.6%.

Looking at the company’s results for the first quarter of 
2018, net sales grew by 9% to reach USD3.8 billion. However 
the growth was only 3% in local currencies, driven by higher 
selling prices.

Asked by an analyst to explain the opportunities that 
might exist in its continued sales growth through its compa-
ny-owned stores, Mr McGarry replied:



46

hnn.bz

This continued improvement in our company-owned stores is 
[due to] multiple factors. The biggest one, though, is the fact 
that there are more do-it-for-me people, you know, the baby 
boomers are ageing and, therefore, they’re asking people to 
do the work.
And then you have a lot of the younger folks who never 
learned how to do it, so they’re getting it done for them. So, 
that’s the biggest trend. The company-owned stores are win-
ning in that space. 
The second one, of course, is we’ve done a lot of improvement 
in our stores. When you think about the rebranding initiatives, 
the customer initiatives, those have all been a positive. Our 
ability to deliver on a more timely basis, that’s been a positive. 
So, there’s a lot of underlying activities in that regard, and we 
did open up seven new stores in Q1, so they will continue to 
be a focus area for us. 

Analysis
PPG continues to be a powerhouse in certain key sectors. 

It is allying itself with The Home Depot as a retail channel 
distributor, which has advantages as that company continues 
to be the biggest home improvement retailer in the North 
American market.

That said, PPG does see much of its future growth as 
originating in mergers and acquisitions. The situation with 
AkzoNobel will continue to be frustrating. One possible view 
of those negotiations, however, is that PPG has cleverly ma-
noeuvred AkzoNobel into a virtually untenable position, par-
ticularly with its third bid, which offered a full 50% premium 
on the company’s pre-bidding share price. The bid had very 
little chance of succeeding, and was likely strategic.

It is quite possible that PPG will revisit a takeover of 
AkzoNobel, especially if the Dutch company’s results for its 
FY2018 turn out to be significantly below the company’s own 
forecasts.
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As mentioned in the introduction, Akzo-
Nobel has set itself quite a high performance 
standard. While it has made, according to its 
reports, good progress at changing the compa-
ny so as to reach better results in the future, 
its current results, both for its FY2017, and for 
the first quarter of 2018, would seem to fall 
short of expectations.

The overall goals the company has set itself 
is to reach a return on sales (RoS) ratio of 15% 
by 2020, and a return on investment (RoI) of 
25%, also by 2020. For its FY2017, it achieved a 
9.4% RoS, and a 13.9% RoI.

AKZONOBEL
Featured in the report for 
the company’s 2018 Q1 
results, the paint for the 
McLaren F1 team was 
developed by AkzoNo-
bel:
The most eye-catching 
car of the new Formula 
1 season – McLaren’s 
MCL33 – features striking 
racing livery created 
with superior coatings 
technology supplied by 
our Sikkens brand.
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Compared to the previous corresponding period (pcp), 
which was FY2016, revenue increased by 2%, while earnings 
before interest and taxation (EBIT) fell by 2%. RoS fell by 
0.4%, and RoI fell by 0.5%. Net income attributable to share-
holders came in at EUR832 million, a fall of 14.2% on the pcp.

The less than stellar performance was attributed by the 
company to unfavourable currency exchange value fluctua-
tions, increases in the costs of raw materials, and a deterio-
ration in trading conditions for its marine, oil and gas opera-
tions.

The company did, however, manage to separate its Speciali-
ty Chemicals business, and has confirmed this will be sold for 
over EUR10 billion.

In terms of the company’s first quarter of 2018 results, 
these, too, were affected by unexpected currency matters and 
raw material price increases. Revenue came in at EUR2176 
million, down 8% on the comparable quarter (cq). RoS fell by 
2% to 6.8%, and RoI fell by 1.6% to 13.2%. However, net income 
attributable to shareholders did increase, reaching EUR253 
million, an increase of 5% on the cq.

Analysis
Generally speaking, forecasting is thought to take into 

account matters such as currency fluctuations and increases 
in raw material costs, but this would seem to not quite be the 
expected practice at AkzoNobel. 

It is difficult to know at this early stage, with the compa-
ny’s transformation process barely begun, whether having 
such stringent targets will help it to achieve better perfor-
mance, or instead inhibit it. It is certainly too early to judge 
its chances at reaching the goals it has set for itself, and it 
would seem likely at present that the most likely outcome 
would be to see the target date move out from 2020 to some-
thing more reasonable like 2022. 

The other Dulux: one of 
the projects that Dulux 
became involved in was 
developing facilities for 
Chinese children left 
behind in villages while 
their parents go to the 
cities for work.

Together with China Next 
Generation Education 
Foundation, Dulux colour 
experts designed the 
classrooms for the kids 
at the Beiye Elementary 
School in Shijiazhuang, 
China. Their previously 
grey, old classrooms are 
now transformed with 
bright, vivid colours & 
patterns. Also, computers 
were installed for con-
necting the children with 
their far-away parents 
online.



http://ppg.com/
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In what for many was a surprise, on 25 May 
2018 the Australian conglomerate Wesfarmers 
announced the divestment of its Bunnings 
UK and Ireland (BUKI) division. 

This does not affect the ongoing operations 
of its Bunnings Australia and New Zealand 
(BANZ) division, which will continue as is. In 
answer to an analyst’s question about wheth-
er there would be changes to the senior exec-
utives managing BANZ, as Wesfarmers brings 
some personnel back to Australia, Wesfarm-
ers’ recently appointed managing director, 
Rob Scott replied that 

No we don’t see any disruptions there... A number of the most 
senior team members will remain on with [Homebase], which 
I think is good for the business and good for the team. There 
may be a few team members that do relocate back to Austra-
lia, and we will work through that in the coming months, but 
no material impact to either business.

BUNNINGS MISSES
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The divestment is expected to be completed by 30 June 
2018. BUKI’s operations will be taken over by Hilco Capital, a 
private equity firm with a record of UK retail turnarounds.

It has been reported that the transaction was based on the 
nominal payment of GBP1.00, but Wesfarmers has retained 
rights to receive 20% of any equity distribution subsequent 
to the further sale of Homebase. The agreement is not 
time-limited. Importantly, however, the agreement means 
that Hilco will be responsible for all lease entitlements, which 
relieves Wesfarmers of a substantial potential burden.

The announcement was accompanied by a presentation 
to analysts, which was attended by Mr Scott, and the compa-
ny’s chief financial officer, Anthony Gianotti. In his prepared 
remarks, Mr Scott stated that:

Homebase was acquired by Wesfarmers in 2016. The invest-
ment has been disappointing, with the problems arising from 
poor execution post-acquisition being compounded by a 
deterioration in the macro environment and retail sector in the 
UK. While it is important that we learn from this experience, 
this should not discourage our team from being bold and dili-
gent in pursuing opportunities to create shareholder value.
In other remarks, Mr Scott repeatedly highlighted BUKI’s 

dismissal of all of its executive staff, a move instigated by the 
division’s managing director at the time, Peter Davis, as being 
one of the major mistakes Wesfarmers made. 

The company announced that it expects the divestment to 
affect its FY2017/18 by between GBP200 million and GBP230 
million, depending on elements such 
as pension contributions. Financial 
analysts estimate the overall loss from 
the BUKI venture may be in excess of 
$1.25 billion.

Analyst questions
Many of the questions that analysts 

asked were about how accountability 
for the loss of such a substantial sum 
would flow through to management 
and board members. Though not men-
tioned by name, much of that account-
ability would likely rest on the shoul-
ders of the former managing director 
of Bunnings, John Gillam, and the 
former managing director of Wesfarm-
ers, Richard Goyder. 

They were the primary architects of 
the deal to acquire Homebase. Equally, 
though, Mr Gillam did not take a prom-
inent role in Bunnings management 
during the period when Homebase was 
being transformed in the UK.

After 12 years working at Kingfisher’s 
B&Q home improvement retailer, ending 
up as the director of retail, Damien 
McGoughlin joined Bunnings UK and 
Ireland (BUKI) in December 2017. The 
managing director of Wesfarmers, Rob 
Scott, believes BUKI should have sought 
executives lke Mr McGoughlin earlier.
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Mr Scott pointed out that decisions about how account-
ability would be enforced were up to board and management 
processes in Wesfarmers, and that it would not be appropri-
ate for him to comment. However, he gave what assurances 
he could, including his personal view that the losses incurred 
should result in some form of consequence.

Perhaps the most interesting exchange took place between 
respected JP Morgan analyst Shaun Cousins and Mr Scott. 
Mr Cousins followed up a previous question by asking:

OK, but I mean, wouldn’t due diligence actually highlight that 
you need to have local management in there. So was it a de-
cision where the management effectively ignored some of the 
recommendations of the due diligence, or were these things 
not identified during the due diligence part?
Mr Scott responded:

Yeah, look I think, Shaun, part of it goes to implementation, 
and execution, management is critical both at an implementa-
tion level and also at a due diligence level. 
I think there was an underestimation — this is just my personal 
view having reflected on the work — there was an underesti-
mation of the competitive environment, and there was also an 
overly optimistic outlook in terms of the growth opportunity, 
and the capital investment that was required. They were some 
of the issues.
But as you would know, in every acquisition you make a lot 
of different assumptions. I feel like I’ve said a lot about the 
problems that went into this acquisition, and frankly what I am 
most focused on, is what can we learn from this, and what can 
we do better?
We’ve acknowledged that we needed to strengthen our ca-
pabilities. We have made material changes to strengthen our 
corporate capability. We have taken a very strong approach 
from the corporate centre around capital allocation, and we 
also recognise that when you move to offshore markets, you 
need to prioritise local management expertise.
Those are all the things that we are learning. To 
be frank, we need to learn from this experience, 
and look forward to what we can improve. I’m 
not sure what more I can say on what’s hap-
pened in the past.
Unusually for Mr Cousins, he added a com-

ment of his own to this, before moving on to 
the next question:

It is just concerning that you are looking to grow 
in an acquisitive manner, where the company’s 
track record is not great, in that [when] you think 
about BUKI, the WorkWear business you bought 
from Pacific Brands doesn’t appear to have been 
fantastic, you look at Australian Vinyls, Coles has 
been executed very well, but caused a lot of 
damage to group return on equity. It doesn’t ap-
pear as though Wesfarmers has executed M&A 
really well over the last decade.

While Bunnings showed off its transformation 
from the old Homebase format (top) to the new 
Bunnings format (bottom), it seems little effective 
market research had been done to find out if 
British consumers actually wanted the new format 
of the store.
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In response to another analyst’s question as to how this 
failed investment would affect future Wesfarmers’ decisions 
to invest offshore, an unexpected personal note seemed to 
appear in Mr Scott’s reply:

We have, and I have personally, been involved in some of 
these offshore evaluations over the years, we’ve evaluated a 
number of opportunities overseas, in the recent decade. 
Personally I feel it is really frustrating that the one we ended up 
executing on hasn’t worked out as I would have liked. As I said 
earlier, we have strengthened our capabilities, we’ve learnt a 
lot from this experience. I do not want to shut out international 
opportunities from our opportunity set. 
I fully appreciate that whatever transaction we may well do in 
the future, be it in Australia or offshore, the market will look 
very closely at it, but I would argue that we will hold ourselves 
to account, and we will be very accountable for the perfor-
mance. I certainly do not want to discourage our team from 
keeping all options open.

The final word
Of course, however, it is only appropriate that the last 

word on this event is saved for the highly respected analyst 
David Errington of Bank of America Merrill Lynch. Mr Err-
ington has unfailingly, with great energy, and sometimes at 
some personal cost, pointed out the high potential for failure 
in BUKI.

Mr Errington began by congratulating Mr Scott on the 
move he made, and the way in which he has managed the 
divestment.

My question is that you have to learn some lessons from this. 
I’m not being smart, but going forward, Wesfarmers, you want 
to be an acquisitive type of company that adds value to share-
holders. Now this has obviously dusted a lot of value, and it is 
a dent to confidence in being able to pull off acquisitions, so 
can I ask you the question, what actually has Wesfarmers learnt 
from this whole process?
Mr Scott replied:

Thanks for the question David. So, look firstly, I’ve 
been really open and frank about what hasn’t 
gone well with this acquisition. I think that is im-
portant, because openness is one of our core val-
ues at Wesfarmers, and that is important internally, 
and that is important externally. 
There are clearly a unique set of circumstanc-
es that have led to the problems we have here. 
Probably the greatest learning for us has been the 
importance of having strong local management 
on the ground, in the business. We have seen the 
benefit of that in recent months, putting Damian 
McGloughlin and other team members in place 
that have a deep understanding of the business 
and an alignment with us culturally. And that has 
started to drive better outcomes.

Bunnings UK created store experiences 
that seem virtually identical to those 
of Australian stores. It’s unclear if there 
was any research that supported this 
approach.
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So, David, I think that is the biggest learning. The other point 
is that we have materially strengthened our business devel-
opment capabilities within Wesfarmers in the last six to nine 
months.
...
I think there is a lot that we can learn, and my lesson internal-
ly is, let’s continue to be bold, but be diligent, because I still 
think there will be opportunities in the future for Wesfarmers 
to be able to deliver value to shareholders, sensible and well 
thought-through and well-implemented investments.
Mr Errington, understandably, moved on to who would 

take responsibility and what form that would take:
I get that, Rob. But at board level, the board should have been 
able to detect that something wasn’t right here. And yet you 
were able to approve a business that has cost you, when you 
look at all the operating losses, when you are looking at the 
capital losses, you are talking well over $1.5 billion in just over 
two years. Now, your board, surely there should be process-
es in place, other than just management, and effectively due 
diligence that was done by an undermanned business devel-
opment team.
I mean, surely the board cannot be [released] from respon-
sibility of basically identifying what was pretty much a poor 
investment here. And that is the heart of being able to go 
forward, and make acquisitions — [finding out] where does the 
buck stop here?
And, ultimately, who is going to pay a price for losing that $1.5 
billion? I mean one or two people may have exited the busi-
ness, but who pays? Who does not get paid a bonus this year 
for losing this amount of money? And that is the question that 
I want to get to with the core culture of Wesfarmers. You don’t 
want to lose your entrepreneurial edge, sure. But surely there 
have to be penalties in place for losing such an amount of 
money, in such a short period of time.
Mr Scott responded:

First, I think the current management, and indeed the board, 
has shown a degree of accountability in facing into these is-
sues. In terms of what... I think we have been very open around 
what the problems are, we have been very transparent, we 
haven’t held back in terms of that honesty. 
In the last six months, in terms of diagnosing the issue, evalu-
ating the options, and moving swiftly and decisively to remedy 
what was a very difficult 
situation for the group I 
believe has shown a high 
degree of accountability. 
Clearly there have been 
negative financial implica-
tions from this, and from 
a management point of 
view, we are all sharehold-
ers, and we will all feel the 
pain of that. 

The Wesfarmers shareprice reacted 
positively to the news that it would be 
shuttering its UK and Irish operations. 
The red line indicates the trading day of 
the announcement.
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There will be remuneration implications from the impairment, 
and from the losses, and we will ultimately disclose that to the 
market in due course. But from a management and a board 
point of view we fully understand that the buck stops with us, 
and there needs to be that accountability.

Analysis
While it is certainly true that Mr Scott has made efforts to 

be clear about how and why BUKI failed, and to accept the 
blame on Wesfarmers’ behalf, the repeated questions of the 
analysts do point to something significant, which is that we 
don’t really have the full story, we don’t really know what was 
at the root of this failure. 

Certainly, as Mr Scott suggests, dismissing the entire man-
agement staff of Homebase was a mistake, but what created 
the situation where that seemed necessary, and why were 
there not safeguards in place to raise questions about such a 
move? 

Beyond all the individual issues (not understanding kitch-
ens in the UK, no online ecommerce presence, not utilising 
seasonality properly, etc.), the defining element of the failure 
of Bunnings to enter the UK market is this: the company 
actually, fundamentally believed, despite all that it said, that 
the basic model of a home improvement store it had built 
in Australia had been so successful here, that it must also 
succeed in the UK. 

That is quite clear in one of the statements Mr Goyder 
made, directly after the all the management staff at Home-
base were dismissed. The Australian reported that he said:

My expectations are that we will get in there, take control of 
the business and give the people in the business the best 
opportunity to grow and prosper in that business. We did it in 
Coles, Kmart, and that requires people to be moved.
When you go and invest GBP340 million (AUD634 million) of 
shareholders’ money, you have to have a plan. Part of that plan 
was that Peter Davis would go and run the business, and we 
were clear on that from day one. 
The other part of the plan was we would take a handful of 
people from Bunnings — which I think is a world-class business 
— into a business that frankly isn’t world-class at the moment, 
and that we want it to become world-class.
The simple reality that has been revealed is that Bunnings 

was/is very far from being world-class. That is likely because 
there simply are no “world-class” home improvement retail-
ers — it is far too culturally individual for that. Or, if there are 
any at all, Homebase’s main competitor, the Kingfisher retail 
operations, which span much of Europe, would come much 
closer.

This confidence in being “world-class” meant that, for 
example, despite repeated statements that it would “not rush 
in”, that the Bunnings format would be trialed through a 

“When you go and 
invest GBP340 million 
(AUD634 million) of 
shareholders’ money, 
you have to have a 
plan. Part of that plan 
was that Peter Davis 
would go and run the 
business, and we were 
clear on that from day 
one. 

“The other part of the 
plan was we would take 
a handful of people 
from Bunnings — which 
I think is a world-class 
business — into a 
business that frankly 
isn’t world-class at 
the moment, and that 
we want it to become 
world-class.”

Richard Goyder, former 
managing director of 
Wesfarmers, quoted in 
The Australian.
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series of pilot stores, tweaked, adjusted and so forth, the com-
pany did rush in. It made a massive investment in the core 
Homebase stores, introducing a new format strongly based 
on the Bunnings Australia format, without any apparent test-
ing or market surveys at all. 

Why did that move not cause some alarm at the Wesfarm-
ers head office in Perth? It’s here that the real questions need 
to be asked. Everyone who knows anything about M&A, let 
alone M&A combined with overseas expansions, knows that 
there are both formal and informal processes that need to 
be followed. On an informal basis, did a director, or an opera-
tive for a director, reach out and get into contact the former 
managing director of Homebase, Echo Lu? Why not seek that 
additional perspective, when over one billion dollars is riding 
on getting things right?

It seems unlikely that happened. What is more, we would 
have to ask the question whether if it had happened, it would 
have changed much. Which leads us to wonder if the core 
problem is not so much with the due diligence processes, or 
managerial execution, but more with the ability of the board 
to tolerate, and to listen to, dissenting voices. 

In short, it’s likely that the problems with Wesfarmers 
begin with the culture at the very top. 

And in the end, that might have been the message that Mr 
Cousins, Mr Errington and several other analysts really want-
ed to convey. But there are some things analysts perhaps 
cannot say. That leaves it up to commentators trying to write 
responsibly about these issues — rather than making easy 
snide and unpleasant remarks — to try to fill that particular 
space.

A last look: after August 2018 it’s likely 
the Bunnings Warehouse signage will 
never be seen in Britain again.
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The hardware retail industry has underesti-
mated the  extent to which the acquisition of 
the Home Timber & Hardware Group (HTH) 
by Metcash would change the hardware retail 
market. Rather than being a footnote, just a 
shifting around of the existing players, it has 
instead unleashed new competitive forces. 

CAN BUYING  
GROUPS EVOLVE?

A map of Australia with 
the independent retail-
ers marked out. Note 
that the yellow markers 
for Hardware & Building 
Traders (HBT) are on the 
top level of the image, 
and thus block out some 
of the other brands, 
resulting in a visual 
over-representation.



59

hnn.bz

Overall, we could say that prior to the failure of Wool-
worths’ Masters Home Improvement venture at the end of 
2016, the hardware retail market was divided into two, or, at 
most, two-and-a-half sectors. Today, it has become clearly 
divided into three sectors. All three are now in competition 
with each other.

In addition, strategic changes at Bunnings, accelerated by 
shifts in the overall strategy of its parent corporation, Wes-
farmers, will also add to these new competitive pressures.

This means that buying groups for independent hardware 
retailers outside of IHG will need to rethink their strategies, 
and their management metrics. What strategies will work in 
this new competitive environment, and what metrics should 
they be supported by? 

Changing roles
Fundamental to these questions is the consideration of 

what the real role of the buying group will be for hardware 
retailers in the future. Up until the present day, the primary 
focus of buying groups has been, understandably, on helping 
member retailers obtain reasonable wholesale prices and 
rebates on a wide range of products. 

While that will obviously be an ongoing, and very import-
ant role, we need to consider whether these buying groups 
need to contemplate expanding on what they do offer mem-
bers. Now that there are two players in the market, Bunnings 
and IHG, which place a competitive premium on driving 
down prices ever lower by leveraging volume, other retailers 
participating in the market may need to consider further 
leveraging the advantages they have outside of price, in order 
to retain both their marketshare, and reasonable margins on 
the products they sell.

Most independent retailers see one of their prime market 
advantages as being their close working relationships with 
tradies and building businesses. Could it be that in the future 
buying groups need to also concentrate on helping their 
members enhance that aspect of their businesses?

Background
In order to trace how the hardware retail market has 

changed, it’s necessary to consider how it has developed over 
the past 25 years. 

After its full acquisition by Metcash in 2012, up until 2017, 
Mitre 10 represented one alternative path for independent 
store owners to take. The CEO of Mitre 10 (and now of IHG), 
Mark Laidlaw, worked quite hard in public speeches during 
that time to suggest that Bunnings was something of an 
endlessly accretive force aimed at “gobbling up” as much mar-
ketshare as possible. He presented Mitre 10 as offering some-

Evolving buying groups

• The amalgamation of HTH with 
Mitre 10 into the Independent 
Hardware Group (IHG) has been 
very successful.

• This has consequences for hard-
ware retailers in other buying 
groups.

• One of the main consequences is 
that where previously the market 
was largely divided into two — 
Bunnings and independents — it 
is now divided into three sectors, 
with IHG making up its own 
sector.

• This will see increased competi-
tion in the future between IHG 
and non-IHG hardware retailers, 
particularly as regards price.

• In order to meet this challenge, 
non-IHG buying groups will need 
to think more cooperatively.

• In particular, non-IHG buying 
groups need to view relation-
ships to suppliers in terms of the 
broader community to which 
they belong.

• If retailers are seeking to essen-
tially nullify price differences, 
rather than gain low-price or 
high-margin advantages, then 
“what they sell” must be the 
services they offer, especially to 
commercial tradesmen.

• To compete effectively, this point 
of difference must be enhanced, 
and packaged into a marketable 
proposition.

• One step towards this is to mea-
sure buying group performance 
on the basis of this point of 
difference.

• One way to do that is to use the 
aggregate number of all active 
commercial accounts as the 
metric for judging buying group 
progress and size.
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thing of a shield from that, and many independent retailers 
were grateful to accept what seemed at least a safer harbour 
in the market.

We could say that during this time the independent sector, 
outside of Bunnings, had something of a “soft line” between 
the Mitre 10 and HTH businesses, both of which were cor-
porate-owned, and the rest of the independents. Mitre 10 
certainly wanted to coax more independent stores to join 
the group. That competitive drive, however, was balanced 
by the near-equal market share of HTH. HTH also had very 
strong corporate backing from Woolworths, with its massive 
investment in Masters. This limited the extent of competitive 
actions by Mitre 10.

With the acquisition by Metcash of HTH in late 2016, com-
petitive actions by IHG were directed largely to self-preserva-
tion, especially in discouraging either Mitre 10 or HTH stores 
from leaving the network in the wake of the amalgamation 
of the two. One aspect of that shift was that the company’s 
public statements as regards competition with Bunnings 
shifted from providing a safe harbour, to IHG being able to 
“take it to Bunnings”. IHG suggested, in comments repeated in 
the mainstream press, that its $2.1 billion in annual revenue 
somehow compared to the $13.6 billion of Bunnings. 

Overall, IHG’s actions 
to retain stores have been 
successful, with relatively 
few leaving, even after the 
announcement that the 
Home brand would eventual-
ly become second-
ary to the Mitre 
10 brand in 2020. 
Publicly Mr Laid-
law has stated that 
IHG has lost only a 
few smaller stores 
to the Hardware & 
Building Traders 
(HBT) group, as 
of the end of the 
first half for its 
FY2017/18.

Perhaps en-
couraged by that 
success, by late 
2017 there began 
to emerge moves 
by IHG to com-
pete more directly 
with other inde-
pendents. This 

Retail stores located in the Sydney area.
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went beyond encouraging more stores to join IHG. Instead, it 
shifted to taking marketshare away from stores in the inde-
pendent sector. 

Take, for example, the recent dustup between Natbuild 
and IHG regarding allegations of unauthorised access to a 
database of trade agreements made between the former and 
its suppliers. This could be taken as a clear sign of a change in 
competitive strategy at IHG. While there has never been any 
suggestion in these allegations that this was part of a formal 
strategy by IHG, in HNN’s opinion the allegations portrayed 
the actions of not just one “rogue” individual, but showed a 
wider (though limited) involvement. Those allegations, if fac-
tual, could indicate a degree of independent-on-independent 
competition that is completely new to the market. (We note 
that, according to industry sources, a settlement has been 
made in this case.) It is more a matter of company culture, 
rather than planned strategy, a particular kind of accident.

From this we can see that the independent market, after 
the consolidation of the market power of HTH and Mitre 10 
into a single entity, has fractured into two distinct, competing 
parts. This split market operates alongside the existing com-
petition with Bunnings. 

In FY2018/19 Bunnings, with the divestment of Coles by its 
parent company Wesfarmers, and the cessation of its UK-
based expansion, will likely be stepping up its competitive 
pressure in the Australia hardware market.

This combination of factors means that as we move into 
FY2018/19, the overall hardware retail industry is facing a 
very different competitive situation from that of the previ-
ous six or seven years.

IHG and critical mass
While this is the overall picture, its effects on individual 

store retailers remain muted, so far. Most of the retailers in 
IHG might compete avidly with nearby stores from other 
buying groups — but no more avidly than they would with 
stores from IHG that are also located in their immediate geo-
graphic market area. 

In general, all independent retailers see themselves as shar-
ing a great many values and vulnerabilities with most other 
independent stores, from all buying groups. Some of that 
unification is an indirect result of having to constantly deal 
with highly effective competition from Bunnings over the 
past eight years. 

The reason why store-on-store competition is not notice-
able just yet is that the real competitive arena is currently 
at the supplychain level. Each sector of the current market 
has its own supplychain strategies. While these have broad 
similarities, they also have important differences, and carry 
varying strategic consequences.

The reason why 
store-on-store 
competition is 
not noticeable 
just yet is that the 
real competitive 
arena is currently 
at the supplychain 
level. Each sector 
of the current 
market has its 
own supplychain 
strategies. While 
these have broad 
similarities, 
they also have 
important 
differences, 
and carry 
varying strategic 
consequences.
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The Bunnings strategy is very sophisticated, and makes 
complex use of captive brands and, in the case of certain 
suppliers, what we might even term captured brands (Irwin 
being an example of the latter). This is a supply (rather than 
purchasing) strategy, in that it reaches all the way back to the 
manufacturing process for many products. It is this strategy 
that in many ways is responsible for creating the market con-
ditions under which the entire market operates.

The IHG strategy is simpler, and borrows heavily from the 
Mitre 10 strategy, which was in turn largely modelled on the 
overall strategy of Metcash’s wholesale food businesses. In 
that strategy, a system of distribution (as opposed to stor-
age) warehouses is central to a buying system that seeks to 
purchase goods in bulk, then distributes these directly to 
member stores. This model is aimed at creating highly effi-
cient purchasing, such that IHG can pressure suppliers into 
ever-lower prices, creating — in theory — wider profit mar-
gins and/or higher sales volume through lower prices.

Key to the success of this strategy for a wholesaler such as 
IHG, which has a far from dominant position in the market, is 
the consolidation of demand. The fewer suppliers it contracts 
with, and thus the higher the volume for each of its product 
lines, the more pressure it is able to exert on suppliers, and 
the better the deal it will be able to obtain. 

Yet, as the majority of the stores in its retail network are 
independently owned, it cannot overtly control what is sold. 
It can, however, exert some influence through, for example, 
requiring that 
stores stock items 
marketed through 
a print mail cata-
logue, or promoted 
on TV and radio. 
Incentives, such 
as the Sapphire 
store program, 
can also help to 
impose narrower 
choices by placing 
constraints on 
retailers. 

Ultimately, of 
course, if all goes 
according to plan, 
and IHG is able 
to reach a kind of 
critical mass of or-
der consolidation, 
the lower prices 
on its approved 
product lines will 

Retail stores located in the Melbourne  
area.
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be so attractive that stores will have little inclination to order 
anything outside of them. This creates a circular relationship 
were lower prices drive concentrated demand, and concen-
trated demand further drives lower prices.

Both Bunnings and IHG seek to use scale to obtain low-
er prices. The scale (order volume) that Bunnings provides 
across several lines of goods is enough to facilitate manufac-
turing economies, as typically the production cost-per-unit 
drops as volume increases. That applies less frequently to the 
level of scale that IHG provides. Both, however, can provide 
scale benefits that reduce distribution costs, especially for 
imported goods. And, of course, through guaranteed forward 
order volumes, both substantially reduce risk for suppliers, 
which, in a very fragmented market, has considerable value.

Independents and scale
In the third sector, outside Bunnings and IHG, made up 

of small independent buying groups, strategies have until 
recently been much simpler. Several of these groups were 
formed as something of a “rebellion” in the late 1990s against 
what were seen as restrictive and unprofitable requirements 
by the Danks and Mitre 10 management of the time. Their 
goal back then was to bring together retailers into groups 
which could better negotiate with suppliers to get sharper 
deals on supply price and rebates than retailers could man-
age on their own.

As these groups have grown in terms of size and complex-
ity, their strategies have shifted. There are, at the moment, 
really two main aspects to these strategies. 

One of their most important developments (from the 
perspective of the overall health of the market) has been the 
introduction and support of comparatively new brands and 
suppliers. As many of these brands are, to some extent, ex-
cluded from dealing with Bunnings and/or IHG, or have only 
a minor presence in those retailers, they are eager to cultivate 
alternative distribution. 

Doing deals with these brands provides the buying groups 
with two key advantages: lower prices and better rebates, as 
well as a clear point of differentiation from larger retailers 
and retail groups. 

The second part of the strategies has to do with scale. How-
ever, scale for the smaller buying groups behaves differently 
than it does for the other two market sectors. 

Over the past two years, these buying groups have begun to 
follow IHG somewhat in terms of trying to concentrate orders 
through an elevated group of suppliers, so as to increase vol-
ume, and create further opportunities for better margins and/
or larger rebates. While this does certainly make sense, and 
does deliver definite benefits in some areas, it may be a case of 
pursuing a smaller advantage at the cost of a greater one.

However, scale for 
the smaller buying 
groups behaves 
differently that 
it does for the 
other two market 
sectors. 
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To uncover some of the potentially greater benefits in the 
market, it is necessary to look at: 
• what the goals of independents are in terms of pricing 

strategies, 
• the types of suppliers they deal with and how potential 

scale affects each of these, and 
• how the division of the independent market into two dis-

crete sectors has changed the situation.

Pricing and market goals for independents
In analysing pricing strategies it is almost impossible to 

start anywhere other than the influence of Bunnings on the 
market. Bunnings has used its scale to bring prices down very 
low in certain key areas, such as power-tools, to the extent 
that many small- and mid-sized independents have all but 
given up on these ranges.

As a result, one of the primary considerations for small 
retailers is not to achieve price leadership, but rather to 
achieve “price nullification”. As much as possible, they want 
to remove price as a consideration.

A typical strategy for well-known ranges of goods that re-
tailers believe they must stock or risk losing customer traffic, 
is to offer larger sizes than those stocked at Bunnings. These 
sizes are likely to be less popular overall than the ones pro-
vided by Bunnings, but they enable the retailer to offer the 
product at the same or slightly lower price per unit than Bun-
nings, while retaining 
some margin.

An alternate strate-
gy, as alluded to above, 
is to find non-stan-
dard brands that offer 
some unique features. 
The retailer deflects 
direct price compari-
sons, through perhaps 
superior quality, or 
a better fit between 
how the product will 
be used regionally 
and its unique charac-
teristics.

What is important 
to realise is that the 
need to pursue these 
strategies is set to 
increase and intensify 
over the coming two 
to three years, if IHG’s 
market strategies 

Retail stores located in the Brisbane area.
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work out. This is not an incidental, secondary effect of these 
strategies, this is IHG’s actual intent: to apply pressure to 
competing independent stores, and to take marketshare from 
them.

Remember, IHG is corporate-owned. Its obligation to share-
holders is to continuously grow profits at an above-market 
rate. Its ability to grow in percentage terms by adding addi-
tional stores to its existing network is limited. What other 
avenues are open to it in achieving strong market growth?

Supplier types
The strategies employed by Bunnings and IHG mean that 

their suppliers are to a large extent self-selecting. Bunnings 
attracts well-known, popular brands that have significant 
production scale. IHG attracts similar companies, though 
these will often be the second-most popular choice in the 
market. Both also attract brands willing to heavily commod-
ify either their main offering, or a secondary offering with 
fewer features/lower quality.

The brands that make it into the third, independent sector 
tend to vary more widely. We can identify six broad types:

1) Strong overseas brands looking for geographic expansion. These 
brands will commonly be the second or third brand in their home 
market (usually the US or Europe). Their reasons for expansion are 
usually to find a market for excess plant capacity, and/or to ensure 
that brands they compete with do not achieve a significant overseas 
advantage.

2) Brands based in low labour cost markets (e.g., southern China) that 
are frequently emulative of more established brands, and offer lower 
quality, but low wholesale prices.

3) Once-established Australian brands, which did not succeed in mak-
ing the switch to overseas manufacturing, and are now struggling to 
re-establish themselves in the market.

4) Established Australian companies expanding from adjacent markets 
into the hardware market.

5) New Australian companies offering some form of innovative product.
6) Well-known brands that occupy the third or fourth place in the 

market.

The question to ask about all these suppliers is how much 
does the kind of scale that can be offered by any of the small 
buying groups affect actual production costs in their busi-
nesses? With the possible exception of the third and fifth 
categories, the answer would likely be little if at all. The 
other categories are essentially looking for a place for excess 
capacity, rather than to find demand that will enable them to 
expand their existing capacity.

Further, the third and fifth categories are likely capaci-
ty-constrained at quite low levels, and it’s unlikely that any 
small buying group will create the kind of demand necessary 
to justify expansion of production capacity.

In terms of distribution costs, while it is likely all these 
categories will benefit somewhat, it’s unlikely that these will 
be especially broad benefits

Remember, IHG is 
corporate-owned. 
Its obligation to 
shareholders is 
to continuously 
grow profits at 
an above-market 
rate. Its ability to 
grow in percentage 
terms by adding 
additional stores 
to its existing 
network is limited. 
What other 
avenues are open 
to it in achieving 
strong market 
growth?



66

hnn.bz

This brings up the question of how and why do these 
suppliers benefit from supply contracts with buying groups 
where they trade off some margin in exchange for volume, 
either in supply price and/or rebates?

There is the rather evident reason that these supply 
arrangements tend to reduce risk for suppliers. Having an 
agreement that includes if not guaranteed volumes, at least 
significant incentives through rebates for certain volumes to 
be reached, is a considerable advantage.

However, it seems likely that the strongest benefit is one 
that is not frequently acknowledged, and yet is a benefit that 
could grow in significance, given the new market situation. 

When a brand enters into a specific agreement with a small 
buying group, that agreement affects not only its distribution 
through that buying group, but also throughout the entire 
independent sector. In other words, the agreement’s value is 
not only in volume of supply, but is broadly promotional as 
well. Retailers see the brand being sold at competing inde-
pendent stores, can judge how well it is doing, and perhaps 
even receive customer requests for the brand. As opposed to 
going with what would be likely a third choice (as the first 
choice is taken up by either Bunnings or IHG), the retailer 
will be inclined to go with a safer, proven alternative.

The benefits of scale, then, for buying groups rely less on 
efficiencies of production and supply (distribution), and more 
on its effects on the demand-side of the market. What they 
are benefitting from could be called a “promotional premi-
um”. 

What we are really pointing to here is something many 
independent hardware retailers are already quite aware of: 
outside of IHG, there is a strong level of interdependence 
between stores and, more indirectly, between buying groups.

We could say that on the product/supplier end of things, it 
is the total scale achieved by the non-IHG independents that 
is significant, and that the scale achieved by individual small 
buying groups is only significant in its contribution to that 
overall scale. However, there are other kinds of scale that 
buying groups do capture, and which can be highly effective.

What gets measured gets done
There are two questions that arise from what we’ve looked 

at so far. The first is, given the change of circumstance in the 
hardware retail market, what should be the role of buying 
groups in the future? The second, associated question is: 
how do we measure the effectiveness and true size of buying 
groups in these changed conditions?

To start with the second question first, most buying groups 
today use, as a rough guide to their success and progress, 
numbers that relate to the total number of stores and/or 
members that belong to the group. It’s easy to see why these 
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numbers are popular, as they are very important to the initial 
stages of founding a group. Growth in these numbers indi-
cate how significant and thriving a group is.

For established groups, however, these numbers can be less 
informative. It’s evident that when it comes to measuring the 
size of a group beyond its viability, these numbers will be less 
than accurate. How big are the businesses/retail spaces that 
are involved? How have existing members/stores changed 
over the past year? These numbers can miss both significant 
growth advantages the buying group may have created, and 
not reflect mistakes that may have been made.

In particular, we can zero in on two major problems with 
them: there is a significant time lag before their significance 
is evident, and there is no simple way to provide additional 
dimensions, or strata, of reporting.

For example, store or member numbers are essentially an 
annual figure. It would take three years before a strong trend 
upwards or downwards could be confirmed. Similarly, it’s just 
very difficult to stratify something like the size of a store. 
Rural stores may be much larger, but not nearly as profitable 
or busy as metropolitan stores. And so on.

To find the best metric it is necessary to go back to think-
ing about the business that independent hardware retailers 
are really in. What sets them apart from, for example, Bun-
nings? Most would say it is the focus they have on trade/
builder businesses, and their ability to provide personalised 
service to those accounts.

Given this, perhaps the best, most meaningful metric that 
buying groups should use is the aggregate total of all active 
trade accounts held by members of the group.

If an active trade account is defined as one where at least 
$250 has been spent in the preceding three months, a very ac-
tive measurement can be obtained. While there will be some 
seasonal variation, in general strong trends can be spotted in 
just nine to 12 months.

It’s also relatively easy to stratify these accounts, just by 
using an order of magnitude, into groups where spending has 
been over, for example, $2500 and $25,000 per quarter.

Once we have that as a metric, there is a strong hint about 
what the future direction of buying groups could be. Rather 
than having such a strong product focus, what if they moved 
instead to having a strong end-customer focus? 

One of the real peculiarities of the way Australian tradies 
are trained is that, while most of them get very good training 
in the basics of their trades, very few ever get anything like 
business training, even though a majority end up in busi-
ness for themselves. What is more, those businesses tend to 
be some of the more complex small enterprises there are. 
Tradies have to be able to find work, often through forms of 
advertising, assess a job and provide a quote, schedule and 
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project manage that job, respond to customer requests and 
input, then collect payment. 

Typically, they will be doing all these things at once on dif-
ferent jobs, which can also involve additional trades to their 
own, supply problems for materials, and rapidly changing 
circumstances due to external influences such as the weath-
er. On top of all that, they have to manage financing and 
accounting as well.

There would seem to be, for hardware retail buying groups, 
a real opportunity to devise ways to deliver services to these 
tradies to make their business life easier and more success-
ful. Instead of, for example, offering lotteries where they can 
win a ute or a car, or footy tipping competitions, what about 
providing access to discounted accounting services that are 
sympathetic to tradies, and can offer business advice specific 
to their business type? What about helping to form buying 
groups among tradies, so that they could group lease/pur-
chase vital tools to their trade, such as motor vehicles?

To put this in a succinct form, we’ve seen buying groups do 
some interesting things by offering products under their own 
brand, such as HBT’s “H” branded paints and sealant. What 
about thinking of a (figuratively) “H” branded tradie? One 
who is loyal to the buying group, because it has thoughtfully, 
using its scale in terms of trade customers in the market-
place, provided him/her with less-expensive, better services 
for his/her business?

Conclusion
Looking for ways to better cope with a future which seems 

to be coming at us very fast these days, it is easy to overlook 
past benefits. There is simply no doubt that all the hardware 
retail buying groups have conferred great benefits on their 
members. Every one of these buying groups may have a 
core of some paid employees, but there is also a great deal of 
voluntary work and effort that has gone into making them 
effective.

Without buying groups, some hardware retailers might 
still have survived the market conditions over the past 10 
years, but not as many, and few of those would be in as good 
a financial condition as they are today. It is not overstat-
ing the case, HNN would suggest, to say that these buying 
groups virtually saved this sector of independent retail.

The suggestions that we are making here for how those 
buying groups might evolve is not a denial of that important 
past. Rather, it is an honouring of it. About 20 to 25 years ago 
we saw the first revolution in buying groups. It may be time 
for a further surge of growth. 

The challenges that retailers will face over the next five 
to six years may increase, but in this sector, retailers have al-
ways had a resource at hand that can, really, meet just about 
any challenge that gets thrown at them: community, and the 
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simple ability to cooperate when it makes sense for every-
body. These days, that is rare. It needs to be used to the fullest 
extent possible.

http://www.unimig.com.au/
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18
The HBT 2018 Conference was given the title “The Pow-

er of True Independence”, but it could have been called 
“Serious Business” as well. While it was overall a little 
more subdued than some past conferences, there was an 
undertone of deals being done, and some very serious 
communications coming from HBT itself to its members. 
That’s to be expected, as there have been some serious 
developments in the industry over the past year.

The new CEO of HBT, Greg Benstead, made his confer-
ence debut, delivering an information-rich speech which 
touched on a number of key strategic issues for the group 
to consider in the coming  year. (See our coverage in this 
issue.) 

As usual, HBT’s other senior manager Mike LoRicco 
somehow seemed to manage to be in three places all at 
the same time. Many of us have difficulty recognising him 
standing still, as we are accustomed to the brief flash of a 
smile and a blurred figure disappearing into the distance.

One of the highlights of the show was a presentation by 
Anna Meares of cycling fame, who spoke about her strug-
gle to recover from a serious injury and to go on to win the 
Olympic Gold Medal for cycling at the London Olympics. 
It was a story of steely determination, and a strategy three 
years in the making.

It wasn’t all work, however. The Gala Dinner turned 
out to be a fun event. While nothing will ever come close 
to matching the prognosticator at the Townsville Con-
ference, there was a great comedian, and some fantastic 
dancing by HBT members.

Ashlin Fisher did her usual magic in making everything 
happen just right, ably assisted by the rest of the HBT 
staff.

CONFERENCE 2018
THE SHOW

Top, left, Jacinta Colley, Simmonds Lumber, 
right Mike LoRicco, HBT.

Bottom, left, Olympic cyclist Anna Meares, right 
Ashlin Fisher, HBT.
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Perhaps it was just imagination, but there 
truly seemed something of the toreador about 
the manner of HBT’s new CEO, Greg Benstead, 
as he strode onto a stage at the Adelaide Con-
vention Centre one day early in May to ad-
dress the assembled crowd of HBT members. 
Tim Starkey, his predecessor, was famous for 
saying (as every HBT member seems to have 
repeated at some stage) that trying to manage 
the membership was a lot like herding cats. 
Less frightening, but difficult nonetheless.

It was an apt metaphor to bear in mind, 
because much of what both Mr Benstead and 
HBT’s general manager, Mike LoRicco, had to 
say at the conference dealt with a key issue all 
independent retail groups face: how much of 
what they do should be about the individual, 
and how much about the potential of those 
individuals acting in a group?

INDEPENDENTS 
RULE

Greg Benstead, HBT’s 
CEO, delivers his first 
address to the assem-
bled HBT members at 
the organisation’s 2018 
Conference in Adelaide.
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It’s not uncommon to find in retail buying groups — not 
just in hardware — that there is a temptation to “fudge” over 
this issue, to blur it a little. Mr Benstead, however, has chosen 
to really face this head on, and to work at enabling all parties 
in these transactions — the member retailers, the prospective 
suppliers, and HBT’s own organisation — to be able to make 
clear decisions, based on good information, and a developed 
consensus view of the situation at hand.

As he himself said, much of what needs to happen is very 
far from revolution, but more a sustained evolution of the 
processes already in place. If we are interpreting him cor-
rectly, this rests on the fundamentals of: dutiful, thorough 
analysis; strong and simple communication of what the anal-
ysis has determined; and an open decision-making process, as 
the decisions of each member can affect the outcome for all 
members in the group.

The above is mostly to do with strategic objectives, and a 
pattern of decision making. Mr Benstead also thinks it is very 
important to ensure these processes flow smoothly. To that 
end, he is looking at additional marketing tools, information 
management tools, and better ways to directly deliver assis-
tance to retailers.

The team from Fix and Fasten in 
Sunshine West (VIC), led by Jason Filia 
and David Svrakov, won Industrial & Tool 
Traders (ITT) Store of the Year award
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Goals, objectives
Mr Benstead began by setting out what we might think of 

as the “fundamentals” of HBT.
When I joined, my instructions were very clear. There were 
several things that I had to focus on:
• Increase rebates
• Reduce the costs of goods
• Increase the volume for our suppliers
• Assist all of our members to thrive.
Of course, there was also one underlying rule, and that was 
that everything we do is a member option. So remember that 
independence by definition means free from outside control, 
not subject to another person’s authority — that is what an in-
dependent is. So everything we do, we put there as an option, 
and you guys make the decision. We don’t tell you, it is your 
call.
That is a good summation of the tension that rests at the 

heart of the independent buying group. Mr Benstead didn’t 
waste any time in getting directly to grips with that tension. 
He started by going over the basics of how retailers in buying 
groups can get lower prices from suppliers.

The only way we can achieve better rebates or lower cost of 
goods [is through] suppliers giving us a better deal, that is 
really the only way. So why would they want to give us a better 
deal?
Well, they [may] want to give us a better deal because we ... 
increase the volume for the supplier, so we can push more 
volume through that supplier.

Simmonds Lumber won Supplier of the 
Year (Timber) award. L-to-r: Glen Quince, 
key accounts manager (NSW), national 
account manager, Jacinta Colley and 
Mike LoRicco from HBT
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There are a couple of ways that can be done, category growth 
is a key one.
Another way [to get a better deal], of course, is relationship. 
You know, suppliers like to deal with people they like. We need 
to be the good people. There are a number of other people 
out there that are not, we like to be the good ones. 
Suppliers are also wary of being manipulated by these bigger 
companies, because ultimately you put all your eggs in the 
one basket someday they will come home to roost. Having 
worked for Woolworths for many years, I can tell you that, as a 
buyer, that happened a lot. 
Lower the cost to suppliers. That is the other way they can 
deliver more rebates. If we can lower the cost for everyone, 
of course, we all can do better out of that. So we can do that 
through easy administration, and also through simpler com-
munication. Those two ways enable you to lower the cost to 
everyone.

The Lakes H Hardware store located in 
Lakes Entrance (VIC) won the H Hardware 
Store of the Year award. The team is led 
by husband-and-wife partnership John 
Ioakim and Leanne Murray.
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Those are the circumstances, but how might HBT go about 
making sure these could come about? Mr Benstead next 
turned to the kinds of processes that would need to be in 
place.

 So, we need to listen to and work with our suppliers, to under-
stand the category segments, and what they need to deliver 
to us with improved offerings. We need to create a calendar 
of reviews, so in other words we need to make sure that all 
of our suppliers understand that what we want to do is to go 
through each of our categories, have a look at who the best 
suppliers are in those particular categories, and make sure that 
we are selecting them and communicating to you guys, what 
we believe are the ones that are going to grow your business 
for you.
Once that has been established, the next step is to get 

member buy-in to the selection process.
To get a better deal, we must support those suppliers who 
support us. All existing suppliers are still with us, of course, 
and all decisions still rest with you, our members. We do not 
force anyone to do anything they do not wish to do. Howev-
er we will inform you of the average dollar gain that you can 
expect if you support one of our recommendations. 

Bottom right, (l&r): Scott Robinson from 
Soudal with Matthew Aherne from Byron 
Bay Building Materials who is holding 
the award
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One of the keys to having this work successfully, of course, 
is to make sure those recommendations are based on merit.

The category review process will ensure that all suppliers are 
given the opportunity to become our key supplier, in a fair and 
a transparent manner. This is a key way for us to continue to 
grow.
HBT, in other words, wants to have a very good process 

that can do all the hard work of sorting through possible sup-
pliers for different categories, then communicate that clearly 
to members, who will be able to make an informed choice.

So true independence means that you decide, you know, what 
your store looks like, which products you range, how much you 
would like to sell it for, how you market and advertise, what 
suppliers you use, where you source your products. All of that 
is your decision. 
However, I make the point that you must have a choice, and 
we need to develop options for you, so that you do have a 
choice. To be free to choose, and make decisions without a 
choice is actually not a choice at all. 
I say that on the basis that sometimes you only have one op-
tion. We need to give you other options.
Mr Benstead summarised the processes that were at work:

Primarily, HBT is a buying group. But we need to give you op-
tions as well so that you can continue to grow and prosper.... 
So, you know, it can either be your brand, or you can choose 
to take a group brand. You can make your own selection, or 
choose the recommended selection, your marketing, or no 
marketing, or group advertising. Your suppliers, or the group 
suppliers. And of course any logistics you choose. 
We need to develop the business in that manner.
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Tools to do better
One of Mr Benstead’s interesting ideas is the possibility of 

developing additional sub-brands within HBT, building on 
the success of the H brand that Steve Fatileh has developed 
into a growing industry presence. On a slide he sketched out 
the notion of using each letter of “HBT” as a key to a sub-
brand. Obviously, as he commented, it is still early days on 
this.

Advertising is another area that could be developed.
We are looking at creating advertising that we can opt in or 
out of. More importantly, create some additional marketing 
rebate, to deliver and pay for those tools. Then you have got a 
choice, otherwise you don’t have that choice.
He is also an evident fan of the internet and ecommerce, 

when applied wisely, and keen to see HBT provide the right 
tools for retailers to be able to implement an online presence 
easily.

Another area that we need to look at is we need to deliver 
tools to your business to grow using the power of the group. 
You know, web platforms to enable you to start a website 
effectively.... One of the things that we’re trying to work with 
[Vesta] is to ... [capture] all of our images in an image library 
that you can use. But then you still have the independence to 
choose which way you want to actually grow a particular web-
site for your business. 
The new product directory was 
outlined last year and it is core 
to the strategic alignment that 
we have with Vesta that will give 
members access to that supply 
database. It is a great tool, but 
what we want is to have a final 
push on it, as it is actually not 
completed.
Merchandising is yet another 

area where Mr Benstead sees 
big advantages in HBT members 
benefitting from the group.

We also need to assist you by de-
livering some more powerful mer-
chandising tools. So the website 
is all about out of store, in-store 
is all about merchandising. So we 
have some powerful merchandis-
ing tools that will show you how 
to make more for your money 
from existing footages.
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HBT working better
While the above are mostly outward-looking measures to 

help members improve their retail business, Mr Benstead is 
also aware that HBT needs to improve many of its own pro-
cesses as well.

For a little over a year, our business has been involved in the 
major refurbishment of our company information systems. 
In fact it has probably been for over a year. In recent years 
our growth has been spectacular as we have shown, but our 
systems have not kept up to date. Central to the refurb was the 
system we used to track member purchases and distribute re-
bates. We have completely rebuilt that system recently, a little 
while back, and we have rolled it out a couple of quarters ago. 
Going forward we have much greater flexibility to improve re-
porting from suppliers, streamline processing and collect data 
that will help us grow. However it is all not fully automated at 
this stage.
Drawing on his background at large enterprises such as 

Metcash and Woolworths, Mr Benstead is well aware that 
fixing admin processes is not just about making admin easier, 
faster and more accurate, it’s also about capturing that infor-
mation flow and making good use of it.

We are working on capturing rebates from suppliers to mem-
bers electronically. This will allow for less administration, and 
less work from our suppliers, and more streamlined informa-
tion on category volumes, which we can use to ensure that 
all volume rebates are able to be 
manage in real time. 
Additionally it can show us growth 
or decline by category, and allow 
us to manage those issues with 
members individually. This will be 
a major step in reducing costs, and 
streamlining admin, and ensuring 
that HBT is world class and able to 
deliver information to its members 
and suppliers to ensure that we can 
continue to be competitive into the 
future.
Mr Benstead concluded by of-

fering a clear view of the pathway 
he wants to follow in helping HBT 
improve.

So, my vision is evolution, not 
revolution. Improving the rebates 
and prices for you, developing our 
key supplier base that will deliver 
for you more customers, change 
the processes of supplier meet-
ings to ensure we are focused on a 
category perspective with a view to 
growth. 
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We want to improve our connection with the business with 
more steering groups and listening to our members’ needs. 
We need to develop some brand options and marketing 
options, for those members that choose that route, while never 
forgetting that we are a buying group for all members.
He concluded by saying:

I am excited to become part of the HBT family. I am excited to 
become part of the opportunities for growth, and I am deter-
mined to continue to make this the best little buying group in 
Australia.

Analysis
There is little doubt that HBT, which has continued to sur-

prise itself by its progress and growth (and that modesty is 
one of the best things about it), could do with some changes, 
and learn how better to use the strengths it has developed. 
While there are some great “traditions” and time-worn prac-
tices, there are also a lot of cases where old solutions no lon-
ger match either the new problems, or the new capabilities 
the group has developed.

It is evident that Mr Benstead, after less than six months 
in the job, has come to grips with many of the most pressing 
issues that need to be solved. It is very much a case, however, 
of almost having to fix just about a dozen different things, all 
at once — which might account for just how tired Mr Ben-
stead and Mr LoRicco seem much of the time!

That said, though, there is an additional challenge on the 
horizon that HBT will also need to deal with. That is the mar-
ket changes brought about by the successful merger of the 
Home Timber & Hardware Group (HTH) with Mitre 10 into 
Metcash’s Independent Hardware Group (IHG). 

Certainly it is likely that the title of the Conference — “The 
power of true independence” — is a reference to that, and the 
ultimate corporate power that controls IHG. But HBT really 
will need to turn its hand to developing a response to the way 
both the market and relations with suppliers will be affected 
by IHG’s likely continued growth. 

So that’s 15 things rather than just 12 that have to be fixed 
simultaneously. But never mind; sleep, they say, is vastly 
over-rated.

http://klingspor.com.au/
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At the ZOO
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Gala Reception
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Gala Dinner
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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

http://hnn.bz/
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18
If the Hardware & Building Traders (HBT) 2018 trade 

show in Adelaide had been given its own theme, it would 
probably have been “It’s all about the business”. 

Where previous conferences have had elements of cel-
ebration and remembrance for key industry figures, this 
year it was all about the hard work, the deals, and finding 
those special opportunities that HBT is so good at pre-
senting at these events.

It was pretty evident in even a casual tour of the trade 
show floor that the HBT leaders, Greg Benstead and Mike 
LoRicco, must have given their buying managers, Gavin 
Keane and Steve Fatileh, a brief to (as Mike Coates might 
put it) “boldly go where buying groups (or at least HBT) 
have not gone before”. 

Among the usual faces and brand names (always great 
to see friends), there was a host of newcomers as well. 
Not all, but many of these newcomers were from what 
we might think of the periphery of the hardware retail 
focus. Or, to put that another way, there were some sim-
ply terrific “add-ons” for retailers looking to boost profits 
by making that one (or hopefully two) additional sales to 
each customer.

For example, Michael Carroll from GAF Control ran an 
excellent stand showcasing products such as home heat-
ers, small appliances and exhaust fans. Vivienne Gilbert 
from Adelaide company Eurostyle Group showcased 
some European designed stoves, refrigerators and alfresco 
kitchen units. Philips Lighting (and what a coup to land 
them as a supplier) had some great home lighting prod-
ucts, such as light bulbs that auto-dim and change colour 
tone. Unimig welding equipment was another highlight, 
along with a unique wood filler from Spray Shop Supplies.

CONFERENCE 2018
THE TRADESHOW

From top: GAF Control, Eurostyle Group, Philips 
Lighting, and Spray Shop Supplies.

http://klingspor.com.au/
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18
The Conference also welcomed some real home-grown 

suppliers, some new to HBT, and some new to the hard-
ware category. Scott Jensen from the Albury-based Ag-
Boss showed off some fantastic, next-generation gum-
boots, and the guys from Big Red Heritage Wire & Gates 
showed off some innovative products, such as an adjust-
able steel gate frame which gives tradies a custom size 
without the cutting and welding.

We would admit, however, that our favourite part of 
these trade shows is always getting a look at some of the 
really innovative products that show up. Sheffield Group, 
which has the Sterling and Alpha brand names, showed 
off a really well-designed measuring tape, its unique 
Ultimax Pro, which combines the best features of the 
most popular measuring tapes in an economical pack-
age. Maxisafe, which provides workplace safety gear, has 
designed its own safety glasses, the Evolve concept, which 
convert simply into safety goggles. There is a great gutter 
protection product from Gutter Protector Australia, which 
replaces metal mesh with a honeycomb synthetic materi-
al. And the list just goes on.

Of all the stand visits we made, however, one of our 
favourites was with Ron Zacka of Parklands. Parklands is 
celebrating its 50th anniversary this year, and Ron told us 
all about how his father Neville set up a relationship with 
a Japanese company, Tanaka & Sons to manufacture a 
petrol motor powered drill. It’s the kind of story we all like, 
where business and personal relationships blend together 
to create a really rewarding family bond. The company has 
revitalised its TAS logo as part of that anniversary.

It was also great to see that the Hardware Australia 
stand was very busy during the show. It’s a useful organi-
sation for hardware retailers and it’s fantastic to see HBT 
members willing to back it.

So a lot of hard work, a lot of great ideas, and a chance 
to both catch up with supporters and colleagues like Paul 
Hoye from Klingspor and Peter Doyle from Cowdroy. 
What more could you ask for?

On the pages that follow, we hope we’ve managed to 
capture some of the enthusiastic spirit of the conference.

CONFERENCE 2018 THE TRADESHOW

From top: AgBoss, Big Red, Sheffield, Park-
lands, and Hardware Australia.

http://klingspor.com.au/
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INNOVATIVE PRODUCTS
The Unimig RazorWeld 250 MIG/TIG/MMA Compact is 

an inverter-based multifunction MIG welding machine 
with added MMA and TIG function. The MIG function 
allows you to weld with both gas shielded and gasless 
wire applications. Easy stepless adjustment of voltage 
and wire feed make for easy setting of welding param-
eters giving excellent, professional welding results. 
Added MMA welding capability delivers easy and high 
quality welding using electrodes, including cast Iron, 
stainless and low hydrogen. 

The RazorWeld 250 is industrial rated and of solid 
construction, with large industrial wheels that allow 
easy positioning around the job. It is ideal for general 
engineers, maintenance workshops and rural work-
shops. It is certified to AS/NZ60974-1, and comes with 
the company’s standard three-year warranty.

The universal lubricant WD-40 is one of those prod-
ucts that just keep on keeping on. This year WD-40 is 
featuring two new variants. The first is the standard 
WD-40 can, but with an adjustable “reach-anywhere” 
straw, which can help users get the lubricant into the 
hard-to-reach places. The straw is permanently attached 
to the can itself, so it can be simply detached to use the 
standard spray nozzle, and then re-attached for more 
specialised usage.

Ox is coming out with a new tradie workboot. This 
starts by using full grain cow leather which is 1.6mm 
to 1.8mm in thickness. The toe has a cap of TPU to help 
prevent scuffing, and under that is a strong steel cap, 
offering superior protection against falling objects and 
crushing.

The sole is polyurethane, with a rubber density out-
sole. It can withstand temperature up to 300 degrees 
Celsius — so its safe for working on metal roofs on a hot 
summer’s day. There is a steel mid-sole as well, which 
protects the foot from dangers such as stepping on 
planks with nails sticking up.
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INNOVATIVE PRODUCTS
The Ultimax Pro is the tape measure taken to the next 

level. The big thing Sheffield set about improving is 
the readability of the tape. Sheffield’s first move was to 
rotate the markings on a standard tape measure by 90 
degrees, to match the angle of view of most tape users. 
The second was to provide fully incremented markings 
on the tape. Every 10mm is clearly delineated, as are the 
intervening millimetres.

The blade of the tape measure is also significantly 
more rigid than on most tape measures. This means the 
up to a three-metre standout can be achieved, making 
single-user measuring much easier.

Gutter guards that form a grating over the gutter can 
create problems, but Gutter Protector Australia’s product 
is a foam mesh that sits in the gutter itself. It comes in 
one-metre strips, and is very easy to install. 

The foam cells allow dust and silt to wash through, but 
seeds will be caught in the mesh. The mesh is coated 
with a highly effective biocide, which means the seeds 
do not germinate. Instead they dry out, and eventually 
disintegrate. 

Most leaves and other debris will simply come to rest 
on top of the foam, and eventually blow off. Even if 
something does become stuck, it’s a simple matter to lift 
out a one-metre strip and shake that off.

The mesh is UV-stabilised, and it comes with a 10-year 
longevity warranty. 

Maxisafe is constantly developing saftey solutions for Australian work-
ers. A case in point is its newest product, the Evolve range of safety glass-
es. As the name suggests, these safety glasses have a unique feature 
which means they can be converted from a regular part of glasses, with 
side arms that rest on the ears, into a pair of snug-fitting goggles, held 
in place by an elastic band. The first part of this transformation involves 
the removal of the side arms. This is facilitated through their attachment 
with a unique “clip-on, clip-off” catch, designed for and patented by 
Maxisafe. Then a rubber gasket is fitted over the goggles, and finally an 
elastic band is clipped in place. The Evolve safety glasses are available in 
with clear, indoor/outdoor mirror, and tinted lenses.
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INNOVATIVE PRODUCTS

White Knight brand spray paint Squirts has been re-
vised and improved for 2018. The paint offers a no-prim-
er way to quickly paint plastic, wood, metal and other 
surfaces. With excellent coverage — one can will do 3.5 
square metres — the paint is touch-dry within 10 min-
utes of application. The paint is suitable for both interior 
and exterior surfaces, and is free of both environmental-
ly damaging lead and CFC compounds.

Big Red is offering a unique product ideal for the 
hobby farmer or large property owner. Made in the UK, 
the product is called the Post Saver. 

As most of us know, the majority of fence posts will 
eventually rot as the point where they join the ground. 
This is where rainwater will tend to pool, and the com-
bination of air and moisture makes an ideal growing 
ground for many kinds of woodrot. 

Post Saver is a sleeve that is fitted over a new post, and 
then heat-shrunk to fit snugly. Simply doing that will 
help to extend the life of most posts to as much as 20 
years.

Hitachi’s nailguns make use of a unique (and patented) system that 
uses a brushless motor to compress air in a cylinder, which is then 
released to drive the nails — mimicking compressor-driven nailguns, but 
without the 40kg tank, compressor, and a trailing air-hose. Hitachi calls 
this its Air Spring Drive system.

Unlike flywheel driven systems from competitors, the Hitachi nailgun 
charges up from the moment it is turned on, and then recharges after 
every strike. This results in a drive rate of what is estimated at (in bump-
fire mode) two nails per second. Using a 3.0 amp-hour Li-ion battery, 
respected US website Pro Tool Reviews indicates it can drive around 400 
nails on one charge. 
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SIMMONDS LUMBER

Simmonds Lumber continues 
to innovate in construction ma-
terials with its SimBoard orient-
ed strand board (OSB) product. 
Overseas, especially in North 
America, use of OSB has grown 
over the past 20 years, rising 
from 43% of the the market to 
66%, displacing plywood. 

Looking at the specifica-
tions for SimBoard, it’s easy 
to see why. With its ability to 
span joists with a 600mm gap 
between centres, and for an 
18mm thick sheet of flooring to 
perform as well as 22mm thick 
particle board, overall weight 
of floor construction can drop 
by 30%, with the SimBoard 
itself weighing 15% less than 
competing products of the 
same strength. As multiple-sto-

rey buildings become more 
common, it is a weight saving 
that can add up to big con-
struction costs savings.

SimBoard is also highly per-
formant in other regards. Its 
R-rating (thermal flow/insula-
tion measure) is equal or better 
than that of particle board. Its 
nail retention rate is also better 
than both particleboard and 
MDF.

OSB is made by binding to-
gether timber “strands” using 
a combination of wax and resin 
(95% timber), with a press used 
to solidly fuse the mixed mate-
rial. SimBoard uses a non-form-
aldehyde-based resin, which 
means that off-gassing after 
construction is not a concern 
(many MDF and plywood prod-

ucts continue to use formal-
dehyde, which is classed as a 
probable carcinogen).

SimBoard is also good from 
an environmental perspec-
tive. It is made of 100% fresh 
pinewood from thinnings of 
PEFC/FSC certified sustainable 
forests, and can be purchased 
with PEFC or FSC certification. 
Also, where plywood requires 
large-diameter trees, OSB uses 
smaller trees and utilises practi-
cally the entire tree.

Simmonds has also worked 
to make SimBoard as easy and 
practical to use as possible, 
with the material now avail-
able in the same 3600mm by 
900mm sheets that particle-
board is supplied in.

Simmonds gets a visit from DeMar H Hardware of Melbourne. From l-to-r: Jacinta Colley, Simmonds national account man-
ager; Chris Jepson; Simmonds key account manager NSW Glen Quince; Liz Webster; and Miss Jessica Jepson
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SOUDAL

Soudal Australia used the 
2018 Conference to launch a 
breakthrough product, Souda-
gum Hyrdro. This is a sol-
vent-free waterproofing prod-
uct that works on both vertical 
and horizontal surfaces. 

The product is based on what 
Soudal calls SMX polymers. 
This is derived from the mod-
ified silyl (MS) polymers that 
were originally invented in 
Japan in 1978 by the Kaneka 
Corporation. Essentially, these 
polymers were able to com-
bine the strength of polyure-
thane with the water resistance 
of silicone. As an added bonus, 
these plastics are free of both 
solvents and isocyanates, mak-
ing them very environmentally 
friendly.

Soudal took this technology 
one step further with its SMX 
product.  SMX offers increased 
tensile and shear strengths 
over stand MS, increased elas-
tic modulus and better stability 
under ultraviolet exposure.

One of the major benefits of 
Soudagum Hyrdo is that it can 
be painted on wet surfaces 
— in fact, Soudal demonstrat-
ed at the Conference, it can 
be painted on surfaces right 
under water. That means that 
waterproofing can be done 
without the need to, for exam-
ple, empty a full tank of water, 
or demount plumbing, gutters 
or other channels that could 
become wet.

Soudal’s Scott Robinson, third from left, with, from l-to-r, Tom Cook, Gayle Aherne and Matthew Aherne, all from Byron Bay  
Building Materials.

Yes, you can really paint on Soudagum under-
water. It becomes rain resistant two hours after 
application.
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KLINGSPOR

Paul Hoye, managing director 
of Klingspor Australia, is very 
positive about the future with 
HBT. He says that sales are 
continuing to grow, and that 
members have embraced the 
new products Klingspor has 
brought to market. In particular 
Klingspor continues to sell high 
volume of its very popular line 
of 1mm cutting discs.

Klingspor’s most recent inno-
vation is its “diamond” range 
of cutting wheels for grinders. 

Klingspor constructed a factory 
specifically to produce these 
producs, according to Mr Hoye, 
and it has become a popular 
product.

One area where the Australian 
branch of Klingspor has con-
tinued to innovate is in display 
stands for retailers, which can 
really help lift the profile of the 
product and drive sales. In the 
coming months Klingspor will 
be rolling out further develop-
ments in this area.

Meanwhile, Klingspor world-
wide is celebrating their 125th 
anniversary. The history of its 
famous disks goes all the way 
back to 1950. That is when 
Klinspor produced its first high-
speed, fabric bonded grinding 
discs. This innovation led to a 
very large increase in produc-
tivity and profitability as well 
as to an effective change of 
abrasive cutting technology in 
the entire industry.

The Klingspor Conference team, from l-to-r: Paul Hoye, Greg Giancotti, Bruce Gaskin

Click to have the “ultimate” experience in 
celebrating Klingspor’s 125 years.

Klingspor’s most 
recent innovation, 
the Diamond Blade

https://youtu.be/borTaSErQjU
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SHEFFIELD GROUP

The Australian-owned, fourth 
generation family business 
Sheffield Group has moved its 
Alpha brand to a bright and 
pleasing yellow, contrasted 
with black. This dominated its 
display at the HBT Conference. 

Sheffield is working hard to 
make its displays as effective 
as possible for retailers. As 
Greg Allbut, director of sales 
for Sheffield puts it: “We do 
have a nice bright display, and 
we have got to get the product 
talking to the customer.”

Mr Allbut sees this as using 
the displays to engage and 
inform customers in the store:

“Here at the Conference, we 
have the first edition of our 
new upgraded merchandising 
system. This displays the prod-

ucts in categories the customer 
can make use of. There is tim-
ber, hardwood, multi-material, 
sanding, etc. The stand tells the 
customer straight away what it 
does. 

“So the customer can come 
along and say ‘I need to cut 
timber with nails still driven 
into it’. And it is easy for 
them to find their way to the 
multi-material selection, skip-
ping over the timber. That’s 
because the illustration on 
the stand shows the timber, 
shows the nails, and the cus-
tomer knows that this is the 
one you use. 

“Then the customer can se-
lect from the range of blades 
in that category.”

Multi-tool blades
In addition to the new stands, 

the Alpha brand has also 
extended its product reach to 
even more popular tools, in 
particular multi-tool blades. 
These blades use the stan-
dard open-back fitment, which 
works on 95% of the multi-tools 

CONTINUES NEXT PAGE
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in the market (the exception being Bosch and a 
few others, which have come up with a different 
standard).

As you would expect from this company, Shef-
field has also worked to improve the Alpha 
product over other blades on the market. The 
“nail buster” has a tin coating to aid durability, 
and the “metal buster” now has a Titanium car-
bide tooth, which means it is capable of cutting 
through even 8mm threaded rod.

The sets of blades have proven to be very pop-
ular in markets such as New Zealand and the UK, 
with the latter selling something like 16,000 per 
month. As Mr Allbutt puts it, “I think we are on to 
a bit of a winner there!”
Ultimax Pro measuring tapes

Sheffield has also turned its development skills 
to what is most likely the single most common 
tool for any tradie, the tape measure. The result 
is the company’s Sterling brand Ultimax Pro 
measuring tapes. 

The big thing Sheffield set about improving is 
the readability of the tape. While that is going to 
benefit every tradie, there is also a trend to older 
tradies, as fewer apprenticeships are taken up 
or completed, and age for most means reduced 
eyesight.

Sheffield’s first move was to rotate the 
markings on a standard tape measure 
by 90 degrees, to match the angle of 
view of most tape users. The second 
was to provide fully incremented mark-
ings on the tape. Every 10mm is clearly 
delineated, as are the intervening milli-
metres.

The blade of the tape measure is also 
significantly more rigid than on most 
tape measures. This means the up to a 
three-metre standout can be achieved, 
making single-user measuring much 
easier.

Ask most tradies what annoys them 
about standard tape measures, and one 
thing they will bring up is the end hook. 
The Ultimax provides a strong hook, 
that will make sure it keeps to true 
zero. The hook is double-sided — which 

works well with the tape itself, as it is also has 
measurements on both sides. Backing all this up 
is a high impact resistant ABS casing with non-
slip grip.

As Mr Allbut explains, Sheffield is working to 
provide retailers with tools like the tape mea-
sure that have all the quality and features of 
“name brand” products, but do not make either 
retailers or 
consumers 
pay for just 
the name. 
As he says, 
“as we pro-
duce good 
products, it 
always ends 
up being 
a better 
deal for the 
customer, 
and for the 
retailer.”

Top, the Sterling Ultimax Pro measuring tape. Bottom, Alpha merchandising display.
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UNIMIG

Unimig virtually created 
the Australian market for 
more affordable welders, 
making it easier for hob-
by farms, small trades and 
enthusiasts to access top 
quality welding tools at a 
reasonable price. 

While the company was 
established back in 1985, 
the modern part of its story 
began around 2002 when, 
in a market dominated by 
welding machinery that 
cost between $5000 and 
$6000, the company man-
aged to bring out a TIG 
welder for around $2000. 
As Rod Carmont, NSW state 
sales manager, tells us: “We 
smashed that price barrier. 
That opened up the market 

dramatically for us, because 
all of a sudden it was afford-
able to have an AC/DC TIG 
in your shed at home or on 
your rural property. So, we 
are an extremely innovative 
company when it comes to 
that.”

As with much of what the 
company has achieved 
since then, the company 
was able to make that first 
move because it had devel-
oped a close relationship 
with its Chinese supplier, 
Jasic. Mr Carmont tells us 
a little about that develop-
ment process:

“At that time, the product 
that Jasic had available in 
their local market was quite 
good to start with, but it 

L-to-r: Rod Carmont and Cameron Archblod

Top, RazorWeld 250 MIG / TIG / MMA Compact. Bottom, 
automatic welding helment, RWX6000-R.

CONTINUES NEXT PAGE
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didn’t really suit our conditions 
as well. So, you know the de-
sign input we put into the ma-
chines, particularly to do with 
power supply, because a a lot 
of areas, especially rural areas, 
suffer from power fluctuations, 
so we will put filter boards in 
those to protect the machine 
modules from spiking in the 
current, the operating limits 
are sort of +/- 15% of the input 
power, so it allows for quite a 
fluctuation in current.

“Things to do with the func-
tionality of the machine that 
we know that Australian 
welders like in those prod-
ucts, were not the same as for 
welders in the Chinese mar-
ket, so a fair bit of work to get 
it right for our market.”

The result of what is now 
over 12 years of hard work 
between the two companies 
are evident in the products now 
being sold under the Unimig 
brand name. One of the current 
results of all that development 
work is the Unimig RazorWeld 
250 MIG/TIG/MMA Compact. 
This is an inverter-based mul-
tifunction MIG welding ma-
chine with added MMA and 
TIG function. The MIG function 
allows you to weld with both 
gas shielded and gasless wire 
applications. Easy stepless 
adjustment of voltage and wire 
feed make for easy setting of 
welding parameters giving 
excellent, professional welding 
results. Added MMA welding 
capability delivers easy and 
high quality welding using 
electrodes, including cast iron, 
stainless and low hydrogen. 

The appearance of this and 
the company’s other welding 
units is quite unique. As Mr 
Carmont describes it:

“The attention to detail is 
quite good. It is a collabora-
tive program that we do with 
Jasic, our manufacturer. So you 
know, we work quite hard on 
the cabinets to have a sort of 
standalone appearance if you 
like. We are the only company 
to have this sort of 

rubberised 
moulding on the 
front, and we developed the 
mould with the manufactur-
er, so it is exclusive to us. The 
machines are nice, lightweight, 
compact, and affordable as 
well.”

The RazorWeld 250 is indus-
trial rated and of solid con-
struction, with large industrial 
wheels that allow easy position-
ing around the job. It is ideal 
for general engineers, main-
tenance workshops and rural 
workshops. It is certified to AS/
NZ60974-1, and comes with 
the company’s standard three-
year warranty.

For the conference, the com-
pany has put together just the 
kind of kit a hardware store 

would need to get started 
offering welding equipment 
and supplies. According to Mr 
Carmont:

“So we have put together a bit 
of a stand here, which incor-
porates an entry level welding 
program for the stores. So you 
have a SIG welder, 140 amp 
with a 10 amp plug, a Viper 
MIG 182, which has a 10-amp 
plug as well, so it is a combi-
nation MIG and SIG welder, 
gas and gasless machine, and 
a plasma cutter, and that will 
clean cut 10mm mild steel, 
oxyacetylene kit, and then 
all the basic consumables 
to support that machinery, 
so wires, gasless wires, stick 
electrodes, replacement earth 
clamps, wire brushes, you 
have plasma tips and con-

sumables as well. 
“Bit of personal protection 

equipment (PPE) product 
as well, gloves, an apron, and 

also an automatic welding 
helmet as well. So there is an 
entry level automatic welding 
helmet that would retail for un-
der $100, a more pro one that 
would retail just under $200.

“That is what we are sort of 
targeting for those members 
who want to get a welding pro-
gram started for their shop.”

Simply visiting the company’s 
website at unimig.com.au will 
convince you of how innovative 
this group is. As Mr Carmont 
puts it: “It is something that is 
always a work in progress. We 
are always looking to refine the 
products, offer more features, 
and create new products as 
well.”
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PARKLANDS POWER PRODUCTS

Parklands Power Products 
Australia (Parklands) is mark-
ing its 50th anniversary with a 
unique gesture: it’s revitalising 
the logo it first used back in 
1968 when it began. 

It’s a logo that has a real story 
behind it, because it is also 
associated with Parklands’ 
first real product, which was a 
drill driven by a small petrol 
engine. It’s the sort of product 
that is popular for tasks such as 
posthole digging. The source 
of that petrol engine was a 
Japanese manufacturer known 
as Tanaka and Sons.

However, early efforts to mar-
ket the drill met with some re-
sistance, which Parklands soon 
realised was due to having a 
Japanese name. Though it is 

largely forgotten now, directly 
after World War II, both Amer-
ican and Australian consumers 
were not all that happy using 
Japanese products. To get over 
this problem, Parklands used 
the “Tanaka and Sons” name as 
an acronym, and came up with 
the TAS logo.

The drill, inciden-
tally, turned out to 
be a roaring success 
for the company. As 
Ron Zacka, the CEO 
of Parklands, tells 
us, while they were 
primarily intended 
for tasks such as post 
hole digging, peo-
ple found a range of 
uses for them. For 
example, they found 

at one stage that they were 
selling a number of the drills to 
owners of small fishing vessels. 
It turned out, when they asked 
what they were used for, that 
line fishermen would hook to 
drill up to their reels, easing the 
task of bring in the bigger fish 
and sharks.

The modern-day version of the original drill make by Tanaka & 
Sons.

Left, Steve Fatileh of HBT stands next to the TAS logo sign with Parklands CEO Ron Zacka, right.

CONTINUES NEXT PAGE
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An affair of two families
What started out as a com-

mercial relationship quickly 
became a personal one as well. 
The Tanaka and the Zacka fam-
ily became very close over the 
years, partly because they had 
little choice in those days other 
than to visit each other, so as to 
communicate effectively about 
products.

“We had to travel, “ Mr Zacka 
tells us. “What you used to do 
in those days, you had to go 
to Japan, and you would sit 
down, and there would be 12 
engineers in the room with you. 
And you would look at all their 
faces, and you would be trying 
to explain how you wanted this 
thing done, and you could see 
that there was no communica-
tion. 

“So you would get up, and we 
had blackboards in those days, 
so you would start drawing on 
the blackboard, and you could 
see the eyes change. They 
could understand.”

“I would always say to peo-
ple about the Japanese prod-

ucts that if there is something 
wrong with a product, I could 
guarantee them it would not be 
there on the next shipment we 
received. Because if you ring 
them and say, let’s modify this, 
let’s do this and this, and this 
is the reason why, they will just 
do it. 

“Because they knew, when 
you think about it is not only 
just for Australia, when you do 
this and make it better, it would 
be for everyone who bought 
the product. Soon as you said 
that, they said, OK, let’s do it.”

Parklands has gone on, and 
the world has changed as 
well. Mr Zacka’s father, Neville 
Zacka, himself passed away in 
2017 at the age of 92. Tanaka 
itself was bought up by Hitachi, 
and, according to Mr Zacka, 
isn’t anything like the company 
he can remember. 

But some things do contin-
ue, even though they have 
changed. 

The newest version of the 
petrol engine drill is now made 
— close to the original design — 

by a Chinese manufacturer. 
And, of course, there are the 

stories as well. 
“The father, Tanaka senior, was 

obviously a multi-millionaire, 
but he was just like everybody 
else. I remember one night we 
were going back to the hotel, 
after they had taken us out 
for a wonderful dinner. I told 
him we would just walk, be-
cause I counted, and he’s got 
his chauffeur, and there were 
six of us and only a five-seater 
car, so I said it doesn’t matter 
we’ll walk, it is only around the 
corner. 

“He said ‘you are my guests, 
you have to come with us.’ 
So he says, ‘Mother,’ — to Mrs 
Tanaka — ‘you haven’t sat on my 
lap for years, come here.’ That 
was what he was like, he was 
like everybody’s grandfather, a 
wonderful man.”
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Hitachi Power Tools Australia

Hitachi Australia’s foremost 
product line at the moment 
is no doubt its nailguns, in 
particular its framing nailer. 
Its nailguns make use of 
a unique (and patented) 
system that uses a brush-
less motor to compress air 
in a cylinder, which is then 
released to drive the nails — 
mimicking compressor-driv-
en nailguns, but without the 
40kg tank, compressor, and 
a trailing air-hose. Hitachi 
calls this its Air Spring Drive 
system.

Unlike flywheel driven 
systems from competitors, 
the Hitachi nailgun charges 
up from the moment it is 
turned on, and then re-
charges after every strike. 

This results in a drive rate 
of what is estimated at (in 
bump-fire mode) two nails 
per second. Using a 3.0 
amp-hour Li-ion battery, 
respected US website Pro 
Tool Reviews indicates it can 
drive around 400 nails on 
one charge. Andrew Graue 
of Hitachi sums up the tool’s 
advantages:

“It is a non-generative 
source, so it does not have 
any exhaust, or expendable 
fuel. Hitachi holds a pat-
ent on this system, so it is 
unique to these tools. You 
don’t have to renew the gas 
cylinder as you would with, 
for example, Paslode. 

“It is also a lot more ser-
viceable than many of the 

L-to-r Alex Streeter, Andrew Graue and Lee McAuliffe

Hitachi 18V Brushless 90mm Framing Nailer NR1890D-
BCL(H5)

CONTINUES NEXT PAGE
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other brands of nail guns. 
In regards to the price, if 
you need to replace the cell 
inside the nail gun, it can 
be less expensive to buy a 
new nail gun than have that 
maintenance done.”

The controls are as mod-
ern as the actuation system. 
Changing from trigger to 
bump-fire is as simple as 
pressing button. There is 
dry-fire lockout, so the nail-
gun will not fire if there are 
no nails loaded. As a safety 
feature, if the nailgun is not 
used for more than 30 min-
utes, it automatically turns 
itself off. Another safety 
feature is that the tool locks 
itself if the trigger is not 
pulled within two seconds 
of depressing the nailing 
head.

There is a rafter hook to 
hang the tool from, and it 
can accommodate rafters 
up to 100mm, yet swivels 
out of the way when not in 
use.

In addition to the fram-
ing nailgun, Hitachi offers 
a complete line of finish 
nailguns, using the same 
technologies.

Hitachi was one of the HBT 
suppliers called out as rap-
idly growing its share of the 
buying group’s power tool 
purchases.
Finish nailguns

The other 18-volt cord-
less nailguns in the Hitachi 
lineup are the NT1850DB-
SL 50mm C1 Series Brad 
Nailer, and NT1865DBAL 65 
mm DA Series Finish Nailer
A new name

Effective October 2018, Hi-
tachi Power Tools Australia 
will be rebranded “Hikoki”.

This follows a change of 
name for the parent com-
pany, from Hitachi Koki, to 
Koki Holdings, following 
its divestment from parent 
Hitachi. 

The president of Hita-
chi-Koki, Osami Maehara, 
has pointed to three pillars 
that the company will rely 
on to drive it forward: high-
ly innovative technology, 
high reliability, and strong 
growth.

Top: NT1865DBAL 65 mm DA Series 
Finish Nailer. 

Bottom: 18ga 50mm C1 Series Brad 
Nailer NT1850DBS.

HITACHI



CONFERENCE 2018 114

MAKITA AUSTRALIA

Makita continues to inno-
vate in power-tools. One of 
its current innovations is the 
auto-start wireless system 
(AWS), which can turn on a 
dust extraction system when 
a tool starts up, and turn it off 
when the tool stops, simplifying 
things for woodworkers and 
others working in closed en-
vironments. The system works 
by utilising Bluetooth wireless 
connections. Up to 10 different 
AWS tools can be linked to a 
single dust extractor at one 
time.

The core unit behind this 
system is the XCV08Z dust 
extractor. This features up to 40 
minutes of continuous runtime 
when hooked up to two 5.0 
amp-hour batteries. A popular 

pairing with the dust extractor 
is Makita’s 18V X2 LXT® Lithi-
um-Ion (36V) Brushless Cord-
less 10” Dual-Bevel Sliding 
Compound Miter 
Saw.

It’s likely 
this will be 
equalled 
in pop-
ularity 
by Makita’s 
latest saw 
release, 
the DSP601ZJU 
plunge cut circular saw. This 
has a maximum cut capacity of 
56mm, and a bevel range of 
between -1 to 48 degrees. It 
features soft start and an elec-
tric brake. Running on dual 5.0 
amp-hour 18-volt batteries, it 

makes use of Makita’s automat-
ic torque drive, and hooks up 
to the AWS system.

Just as Makita is moving more 
aggressively in providing dual 
18-volt batteries for power 
tools, it is also expanding its 
range of dual 18-volt outdoor 
power equipment (OPE). The 
company now offers two chain-
saws, including the DUC400Z 

400mm saw, which has 
a chain speed of 1200 
m/min. The brushless 

DUR364LZ line trim-
mer has a no load speed of 

6500rpm. The DUB362Z turbo 
brushless blower pushes air 
out at 193kmh, or 13.4 cubic 
metres per minute of volume.

L-to-r: The Makita team led by Shane McMullen (middle)

Pictured: Makita Ppunge cut circular saw.
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BND AUSTRALIA

BND Australia seems set 
to become one of HBT’s key 
suppliers, and will make a great 
contribution to the buying 
group. Owned by a company 
that is one of the Global 500 
largest corporations, Beijing 
New Business Materials. Their 
main business relates to the 
production of building ma-
terials such as gyprock and 
cement. BND Australia is a 
subsidiary.

Chris Ellis of BND, who looks 
after BND Australia sales for 
Queensland and northern 
NSW, describes the available 
range like this:

“The BND range includes 
hand-tools, power-tools, gener-
ators, water pressure cleaners, 
ladders, gardening gear, and 

we are the Australian distrib-
utors for an American range 
called Malco. Malco make tools 
and products for the heating, 
ventilation and air conditioning 
trades. 

“Our company focuses on 
independents, we do not 
sell to any of the majors, and 
we do not sell to the bigger 
groups, we concentrate on the 
smaller independent groups.”

One of the products highlight-
ed at the conference was the 
range of power-tools sold by 
BND.

“The power tools are a new 
range for us,” Mr Ellis says. “We 
have been selling them into 
Papua New Guinea for about 
three years, so if they work up 
there, they will certainly work 

anywhere in Australia!
“The range is so well-made 

and so solid and so well-priced. 
They are not ‘cheap’, or ‘cheap-
ly made’. The company itself 

owns the 
factories that 
these tools 
come out of. 

“So the prod-
uct goes di-
rectly from the 
factory to the 
HBT retailers.”

Chris Ellis looks after sales for BND Australia in Queensland and northern NSW
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IMEX LASERS

The MR240 machine receivers are designed 
to aid a wide range of digging applications by 
providing users with on-grade indication for 
maximum accuracy. The Imex MR240 is com-
patible with all makes and models of excavator. 
High-precision saves time, over-digging and 
backfill material costs.

Imex Laser’s MR240 machine control receiver 
has a 240° pick-up. It can be used as a stand-
alone detector on a staff, or as a machine 
control receiver on construction machinery. It 
has proved effective on excavators, skid steer 
loaders and small graders. Great for maximum 
site-setout efficiency. It features a fine 5mm 
and course 12.5mm setting. It makes use of a 
135mm pick-up board. The MR240 uses ultra 
strong magnets, and hyper-bright lights. It is 
built tough and rugged, ready for use on any 
construction site.

L-to-r, Calvin Sandeman (Imex), Leigh Muggleton of Inverell H Hardware, and Carl Sandeman of (Imex)
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KINCROME

Sometimes it is the little things that 
can make a big difference, especially 
when it comes to a physically de-
manding task such as servicing cars 
and trucks. The Kincrome Workshop 
Creeper Seat is just one of those big 
small things. It has a comfortable pad-
ded seat protected by thick vinyl, four 
swivelling wheels, and lots of conve-
nient storage. Two drawers pull out 
for safe storage of fittings, and there 
is a rack on one side for spraycans 
(or stubbies). It is perfect for both the 
serious mechanic and the weekend 
performance crew.

It comes in a range of five colours: 
white, black, blue, green and bright 
orange. The Creeper Seat is selling for 
a recommended retail price of $99.

Check out the Kincrome video demonstrating the Creeper Seat. Just go to: youtu.be/
JSm1JfZMUhc

Colin Smith, left, from Kincrome, next to the company’s latest product, the Workshop Creeper Seat.

https:// youtu.be/JSm1JfZMUhc
http://youtu.be/JSm1JfZMUhc
http://youtu.be/JSm1JfZMUhc
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LN MARKETING

LN Marketing is the company behind the popular Hot 
Devil gas torches, as well as Naleon adhesive and suc-
tion-cup bathroom storage, and the WallTech room storage 
systems. 

One of the highlights of the current Hot Devil range is the 
Super Oxy Blow Torch Kit (HDSOK), This features fuel and 
oxygen gauges, solid brass fittings, flash back arrestors 
and a solid metal stand. (The cylinders are not included.)

Another LN Marketing venture is WallTech, a system of 
attachable wall shelving. This is available in both black and 
white. One popular system enables homeowners to store 
wine and other drinks on a convnenient wall holder.

Finally, LN Marketing is also selling the Naleon range of 
bathroom storage shelves. These come as both suction-cup 
fitted, and with adhesive fittings.

Mick Hazard of LN Marketing
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OX GROUP

Ox have already taken the wet 
trades by storm, offering tools 
a new level of utility, good 
design and strong construction. 
Now the company is bringing 
workwear to Australia as well 
— to be released in the near 
future.

Headlining there offer for 
retailers is a newly designed 
tradie workboot. This starts 
by using full grain cow leather 
(what else could you expect 
from a company named “Ox”?) 
which is 1.6mm to 1.8mm in 
thickness. The toe has a cap of 
TPU to help prevent scuffing, 
and under that is a strong steel 
cap, offering superior protec-
tion against falling objects and 
crushing.

The sole is polyurethane, with 

a rubber density outsole. It can 
withstand temperature up to 
300 degrees Celsius — so its 
safe for working on metal roofs 
on a hot summer’s day. There is 
a steel mid-sole as well, which 
protects the foot from dangers 
such as stepping on planks 
with nails sticking up.

The outsole is SRC rated 
against slipping. SRC is the 
most stringent specification for 
safety footwear and slip resis-
tance. When a product is SRC 
tested it is tested under two 
separate conditions: ceramic 
tile wetted with dilute soap 
solution and smooth steel lu-
bricated with glycerol. If it can 
stand up to that, it’s going to 
be safe for going up aluminium 
ladders on a rainy day. (It won’t 

prevent you from accidentally 
leaving muddy tracks on the 
just washed kitchen floor, un-
fortunately, but it can help you 
make a clean getaway.)

Ox has not forgotten just how 
important comfort is for tradies 
wearing these boots through 
a 12-hour workday. The ankle 
is padded, to provide extra 
support, just like a hiking boot. 
There is an Oxford nylon mesh 
panel down the side of the 
boot, which add breathabili-
ty without compromising the 
boot’s water resistance. The 
mesh will wick sweat away as 
well. 

What’s left? Well, what is the 
prime point of failure in most 
boots that are worn hard? It’s 
often the eyelets for lacing, and 

Left, Brett Kierney and right, Rodney Harry, of Ox Group.

CONTINUES NEXT PAGE
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OX GROUP

Ox has covered that as well. 
The boot features hexagonal 
metal eyelets, just like one very 
famous brand of hiking boot.

The final detail? It is an indus-
trial strength YKK Zip, making it 
easy to toss the boots on or off.

It’s just one heck of a boot. 
This is one of those areas 
where every experienced 
tradie knows you need to 
spend a bit of change, if you 
want to be safe, comfortable, 
and get some boots that will 
last more than a year of tough 
wear. 

Ox is also bringing out oth-
er types of workwear as well, 
and it’s not surprising that one 
of the first will be tool pouch 
with belt. This features two 
large inverted pockets, plus six 
smaller pockets. There are also 
two metal hammer hangers. 
Two medium-sized pockets are 
perfect for smaller tools, like a 
setsquare or a measuring tape. 
In typical Ox fashion, it’s not 

just sewn, the whole thing is 
riveted instead. And the buckle 
is a big, proper roller buckle on 
a wide belt.

It’s really great to see Ox enter 
this area. The company has re-
ally innovated in hand tools by 
combining good design think-
ing with construction that is all 

about durability — and it man-
ages to do this without getting 
too flashy. There are going to 
be a lot of tradies who want 
exactly this kind of gear.



CONFERENCE 2018 122

AGBOSS

AgBoss is an Austra-
lian-owned and family-run 
business from Albury, 
well-regarded in the rural 
and agricultural sector, that 
has been, over the past 
several years, branching out 
into hardware. As the com-
pany’s director of marketing 
and business development, 
Scott Jensen, puts it:

“Our history as a business 
is that we are a plastics man-
ufacturer in Albury, and we 
still run a full manufacturing 
plant there. And I guess 
the quality we have always 
pursued in that, we have 
looked to carry over to our 
tools. And, yeah, we are just 
excited to be a part of it.”

Perhaps drawing on that 

agricultural background, 
one of the first products the 
company is bringing to mar-
ket for HBT members is an 
improved shovel. Mr Jensen 
provides a good descrip-
tion of the rethinking of this 
basic implement:

“So although a shovel is 
a shovel, we have sort of 
taken the shovel apart, and 
then put it back together 
with different and better 
parts. First thing, we have 
gone to a thicker hander. 
We have a steel core going 
up the centre of the handle, 
past the break point. That 
enables you to apply more 
leverage. Also, the actual 
shovel head is longer than 
most other shovels, with 

L-to-r: Emma Jensen and husband Scott Jensen are part of the family-run business AgBoss based in Albury

No, the shovel is actually quite long-handled, but Mr 
Jensen is about six foot five!

CONTINUES NEXT PAGE
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AGBOSS

dual rivets. On top of that we 
have measurements going up 
the handle, so you can easily 
work out how deep the hole is 
getting to be.”

Those of us who have seen 
how shovels actually get used 
— e.g. tradies bouncing up and 
down on the end of the handle 
to get something to move — all 
these improvements make a 
lot of sense: this is going to be 
one really tough shovel.

Another area of expertise Ag-
Boss has brought to hardware, 
is using its chemical know-how 
to make what the company 
describes as a truly premium 
gumboot. As with the shovel, 
as Mr Jensen describes it, the 
company has gone back to the 
basics and recreated an ad-
vanced gumboot:

“The history of gumboots 
is that they developed from 
rubber, to PVC, and how PU 
[polyurethand] is the thing 
they are using. With this one 
we have gone back to the 
drawing board. We sell a lot 
of these into places like big 
abattoirs and that sort of place, 
so it can down to minus 40 
degree celsius flooring. 

“The boots last three times 
as long as a PVC or rubber 
boot, they are 40% lighter, and 
they are also, the SRC con-
trolled slip resistant sole. CE 
approved, they will be Austra-
lian Standard approved in the 
near future. Effectively at the 
end of the day, they are just 
the world’s most comfortable 
gumboot.”

AgBoss has definitely com-
mitted to the hardware indus-

try, and is looking forward to 
finding new ways, and new 
partners, with which to 
grow this business.

“When we go into doing 
this kind of product, we 
get to apply what are 
really years of experimen-
tation, failures, and hard 
lessons learned that we 
get to make use of. 

“It is exciting, but some 
of those failures, they 
can be pretty big, but the 
bigger the failure, the 
more you learn. So we 
really embrace that. Now 
for this winter we have 
started doing a retail 
program, stores can get 
the retail catalogues, just 
to get the sell through in 
the stores.”

Top, a highly-advanced gumboot design. Bottom, an ex-
ample of a merchandising stand being offered by AgBoss 
for its array of hardware tools.



CONFERENCE 2018 124

PRIME MOVER WORKWEAR

Prime Mover Workwear 
was purchased by Ire-
land-based company Port-
west in early 2017. The 
acquisition has helped the 
company to introduce an 
additional 170 workwear 
lines to its already extensive 
lineup. It is evident from 
seeing the company’s stand 
at the HBT Conference, that 
it is a company overflowing 
with innovative good idea. 
One of those ideas is add-
ing a touch of “hi-viz” to a 
lot of standard products. 
As Prime Mover’s regional 
sales manager Paul Giles 
explains, “More and more 
people are after hi-viz, not 
just in garments, but also in 
products that they actually 

wear, such as backpacks 
and so forth.”

Of course, while visibility 
and style are important, 
the company’s number one 
priority is always safety. 
“Every item of footwear we 
offer has a crush-prevention 
toecap, safety boots, some 
are composite, have differ-
ent sole units, with different 
heat ratings for each of 
them.”

One area where the com-
pany has been very inno-
vative is in offering a wide 
range of safety footwear. 
While the “traditional” work-
man’s boot will always have 
it fans, a younger gener-
ation is often looking for 
something a little less cum-

L and r: Peter Van Reins and Paul Giles

Prime Mover first-aid vest.

CONTINUES NEXT PAGE
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PRIME MOVER WORKWEAR

bersome. Pointing to one 
such lower-but work shoe 
rather and boot, Mr Giles 
assures us it’s just as good 
as the full-on boot. “This is 
for people who don’t want 
to be wearing a full scale 
workboot, but they have all 
the same safety features — 
steel cap, and so forth.”

Another feature that Prime 
Mover offers is an embroi-
dery service, for items such 
as company names on 
overalls, jackets and vests. 
Rather than having to first 
order the clothing, then hire 
a local company to add the 
embroidery, the company 
makes it an easier one-step 
process. As Mr Giles says, 
“They order the embroidery 
through us, so we deliver 
that to them fully complete, 
rather than having to order 
the product first, then get 
some third part to do the 
embroidery for them.”
History

Portwest paid $10.4 mil-
lion for Prime Mover. Start-
ed by Brett Birkill in 2004 in 
a tiny office in Melbourne, 
Prime Mover grew over the 
years to the extent that the 
company’s safety clothing 
has become near ubiqui-
tous at hardware stores 
around Australia. 

It’s a great story, as Mr 
Birkill’s family had been in 
the “rag trade” for three 

generations, but it looked 
like all that was set to end in 
the 1990s, when the family 
fashion-based business col-
lapsed, resulting in, among 
other losses, the loss of 
the family home. Mr Birkill 
dropped out of his final 
year of high-school to help 
them recover.

After meeting his wife, 
Wandy, in Hong Kong, the 
couple set about founding 
their own brand, starting 
out in knitwear. A chance 
order for some hi-viz polo 
shirts — before hi-viz really 
took off — set them on their 
new course. In 2004 they 
set up shop with a simple 
12-item range, and were 
helped out with a loan from 
Commonwealth Bank after 
being knocked back every-
where else. 

Much of the company’s 
success came from its ability 
to control the production 
process from start to finish. 
This helped it to innovate, 
and take on larger compa-
nies such as Hard Yakka and 
King Gee.

Now with Portwest backing 
a wide distribution network 
with an even more exten-
sive line of clothing, Prime 
Mover is set to become one 
of Australia’s foremost safe-
ty workwear companies.

Prime Mover offers stylish and innovative alternatives to 
the standard work book.
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FASTAID

If there was a theme to 
the new suppliers that have 
been added to HBT, it has 
been to reach for expansion 
products that are almost 
a “gimme”, when it comes 
to finding store revenue 
add-ons. One of those likely 
areas is first-aid. While re-
quirements vary somewhat 
between the states and 
territories, the need to have 
at least one adequate first 
aid kit for every 50 em-
ployees is generally clear. 
Equally, most vehicles that 
are used in the building and 
construction industry should 
also have a first-aid kit. 

This is a ready market that 
FastAid has decided to 
service, and it has done so 

in a way that focuses on the 
retailer, and how the retailer 
can best sell this product. As 
FastAid key accounts man-
ager Gareth Horsfall says:

“Essentially there are two 
reasons why someone 
comes in to buy a first aid 
kit. Number one is that it 
is for compliance. So they 
might say, I have work 
health and safety coming to 
visit my site tomorrow, and 
I need a first aid kit so that I 
am compliant.

“The second reason is that 
they come into the store 
to buy hammers, tools, 
timber — whatever — and 
they see first aid, and they 
think ‘I should actually get 
that while I’m here.’ So they 

FastAid key accounts manager Gareth Horsfall, left, and managing director Michael Horsfall, right

CONTINUES NEXT PAGE

Tradies and builders often forget that they need first 
aid kits in vehicles. FastAid makes it easy for them, with 
well-designed, all-in-one kits, that also come with refills to 
make sure they stay current and useful.
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need a bit of a prompt to move 
them towards buying a kit.

“it comes down to a need 
for compliance, and/or what 
amounts to an impulse buy.

“Because of that market situa-
tion, it is super important that, 
for the retailer, it is displayed 
well, that it is merchandised 
well, and it is actually shown in 
store. Because it if is not pre-
sented well and shown well 
in the store, then it is just not 
going to sell.”

This understanding has been 
a key feature of how FastAid 
has developed the product. 
The company knew that to be 
successful with their products 
they needed to make it easy 
for hardware retailers (and 
others) to effectively display 
the product, and to make the 
buying choice easy for a tradie, 
a builder, or even the average 
consumer.

“What we have done is to 
develop a standalone mer-
chandising stand, which is one 
of our top sellers. This saves 
retailers from having to sift 
through all the different kits, 
what’s good, what are the good 
kits, what are the high movers, 
we have come up with that for 
them, inside a package.

“We run a six-month sale with 
a return guarantee on that. So 
what that six-month sale and 
return does is it limits the risk 
of dead stock for retailers. So if 
they get six months down the 
track, and they say ‘that metal 
cabinet down the bottom, that 
is not selling well for me’, we 
can come along and swap it 
out for the vehicle kit, because 

perhaps they 
are selling 
really well.”

Also, these 
kits tend 
to have a 
finite life, as 
many of the 
materials 
they contain, 
including 
such things 
as analgesics 
and disin-
fectants, will 
tend to de-
teriorate over time. FastAid has 
the retailer covered there, with 
simple “refill kits”, that make for 
profitable ongoing sales.

It’s not just the tradie market 
that FastAid caters to, either. 
The company also makes 
well-designed consumer grade 
kits as well.

“One kit that we have de-
veloped is more suited to the 
domestic market, rather than 
a workplace market. So it is 
for anyone travelling, camp-
ing, around the home, that is 
the ideal kit. Essentially, what 
we have done with this is that 
when an emergency occurs, 
instead of someone sifting 
through the contents working 
out, OK, I have a burn injury 
here, what do I need? They say, 
OK, I’ve got a burn injury, let’s 
grab the burn module out of 
there, and that has everything I 
need for burns. That makes it a 
lot easier and faster to treat an 
injury.”

Mr Horsfall refers to the fami-
ly-owned and run company as 
being “new”, but in fact it has 

been around since 2006, and is 
well-established. 

“We started off in 2006, so we 
are reasonably new. We saw a 
gap in the market for making 
first aid easy and fast, because 
a lot of people really do not un-
derstand how first aid works, as 
there is compliance involved, 
and the regulations are very 
complex. So that is why we 
said, let’s come up with a sys-
tem that is easy for everyone to 
understand, and actually makes 
it worth the retailer’s while to 
sell first aid kits.”

The company sees itself as 
offering four guarantees that 
set it apart in its industry. Firstly, 
it is wholesale only. It works to 
make compliance easy for the 
product’s end users. FastAid 
declares that it has a 98.7% fill 
rate, which means the great 
majority of orders are com-
plete. And, finally, they offer 
same day dispatch on orders 
made before 3pm.

FastAid offers some well-developed in-store merchandising options.
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MAXISAFE

Maxisafe supplies various 
forms of personal protection 
to Australia’s workers. What 
makes the company somewhat 
unusual in the present day is 
that, instead of relying primar-
ily on China as the source for 
its products, it instead sources 
product from a wide range of 
countries, including Germany, 
Japan and Taiwan.

Not only does it source widely, 
but it is also heavily involved in 
the design of some of the safe-
ty products. A case in point is 
its newest product, the Evolve 
range of safety glasses.

As the name suggests, these 
safety glasses have a unique 
feature which means they can 
be converted from a regular 
part of glasses, with side arms 

that rest on the ears, into a pair 
of snug-fitting goggles, held in 
place by an elastic band. The 
first part of this 
transformation 
involves the 
removal of the 
side arms. This 
is facilitated 
through their 
attachment with 
a unique “clip-
on, clip-off” 
catch, designed 
for and patent-
ed by Maxisafe. 
Then a rubber 
gasket is fitted 
over the gog-
gles, and finally an elastic band 
is clipped in place.

The Evolve safety glasses are 

available in with clear, indoor/
outdoor mirror, and tinted 
lenses.

Maxisafe carefully 
selected a manufac-
turer in Taiwan to the 
make the goggles. 
They contain no met-
al elements to their 
construction, and 
have full Australian 
Standards certifica-
tion.

Maxisafe provides 
its distributors with 
merchandisers for 
its products for free. 
These make reor-

dering easy, and the company 
is happy to swap out or credit 
back any line item that does 
not sell as expected.
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PPG ARCHITECTURAL COATINGS

PPG Australia are offering 
new ranges of paint that 
can help hardware stores lift 
their sales to both tradies 
and consumers.
White Knight Squirts

Their White Knight brand 
Squirts have been revised 
and improved for 2018. 
They offer a no-primer way 
to quickly paint plastic, 
wood, metal and other sur-
faces. With excellent cov-
erage — one can will do 3.5 
square metres — the paint is 
touch-dry within 10 minutes 
of application. The paint is 
suitable for both interior 
and exterior surfaces, and is 
free of both environmental-
ly damaging lead and CFC 
compounds.

Taubmans Endure
Of the top four premium 

interior paints recommend-
ed by Choice magazine in 
its 2017 review, Endure is 
both the equal least expen-
sive, and the one most rec-
ommended by readers. Pro-
fessional painters who tried 
out the paint commented 
on their website that:

“Well, into the first drum, 
it was like opening a pot 
of pure cream. First thing I 
noticed was its consistency 
in the drum. It was thicker 
and creamier that previous 
paints. From the brush to 
the wall, it seems to hold 
better on the bristles, which 
is always a good thing. Cut-
ting in with this product felt 

L-to-r: Brad Caust, SA territory manager; Phil Hardy,  business development manager; and Margaret Jenkins, business devel-
opment manager

CONTINUES NEXT PAGE
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like you are actually putting a coating 
onto the wall. You know the feeling 
between a watered down paint and a 
quality one, this felt like that next pro-
gressive step. The coverage compared 
to other paints out on the market was 
very impressive.”

Endure is one of the modern paint 
products that benefits from the first 
wave of nanotechnology applied to 
paints. The technology helps it to in-
hibit the growth of mould and mildew, 
provide anti-bacterial protection, and 
provide stain resistance, while still 
being scrubable. In its most recent ver-
sion, it has exceptionally low volatile 
organic compound (VOC) emissions, 
and has been approved by the Nation-
al Asthma Council Australia’s Sensitive 
Choice program.
Easy Coat Pro

While Easy Coat is Taubmans’ “en-
try level” paint, it has been steadily 
gaining many of the advantages 
previously only available in the pre-
mium Endure product. It also has very 
low VOC emissions, and has also been  
approved by the National Asthma 
Council Australia’s Sensitive Choice 
program. Easy Coat also has the same 
Bacteria Shield technology as Endure.

What tradies most like about the 
paint, however, is its great coverage 
capabilities, and ease of application.
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WD-40

The universal lubricant 
WD-40 is one of those prod-
ucts that just keep on keep-
ing on. This year WD-40 is 
featuring two new variants. 
The first is the standard 
WD-40 can, but with an ad-
justable “reach-anywhere” 
straw, which can help users 
get the lubricant into the 
hard-to-reach places. The 
straw is permanently at-
tached to the can itself, so it 
can be simply detached to 
use the standard spray noz-
zle, and then re-attached for 
more specialised usage.

The second innovation 
from WD-40 is a low odour 
version of the original 
formulation. Well many of 
us actually like the smell of 

WD-40, many do not, and 
this version can be used in 
the house or in the car with-
out distressing the more 
delicate nostrils. 

WD-40 was originally 
invented in 1953 in San 
Diego, California, by the 
Rocket Chemical Company. 
It owes its origins to the 
USA’s early intercontinental 
ballistic missile program, 
which made use of the Atlas 
rocket system. WD-40 was 
formulated to protect the 
fragile outer skin of these 
missiles (which also served 
as part of their fuel tanks) 
from corrosion. The name 
itself is thought to be an 
abbreviation of “Water Dis-
placement, 40th formula”. 

Max Mairleitner (left) from WD-40 deomstrates the benefits of the company’s latest product
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SPRAY SHOP SUPPLIERS

Spray Shop Suppliers sells 
a range of products that, as 
the name indicates, are pri-
marily aimed at automotive 
spray shops. However, the 
company has discovered 
than many of these products 
are actually “crossovers” 
into general hardware.
Ceramic net abrasives

Spray Shop Supplies offers 
the Smirdex brand of net ce-
ramic disks. The net design 
means that dust collection 
works with any sander hole 
pattern. The design results 
in the effective grit of the 
disk remaining relatively 
constant, instead of slowly 
deteriorating, as it does with 
standard disks. They are 
also cost effective, as they 

last longer than standard 
disks.
Carbon filler

This black filler was devel-
oped for use in the auto-
motive industry, according 
to the company’s product 
development manager, 
Michael Tayau. 

“It was initially designed 
for aluminium and zinc-coat-
ed steel, so it would adhere 
to that. But then we discov-
ered that it works well on 
wood, and that’s when we 
brought out this product 
range. It didn’t start off as a 
wood product, but it ended 
up working well for that.”

Other products include 
fibreglass fillers, and aerosol 
paints in 500ml cans.

Product development manager Michael Tayau

Top, the net ceramic sanding disk. Bottom, Mr Tayau shows 
a piece of recycled wood that has been effectively repaired 
with black carbon filler. It’s a unique and useful product.
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Dy-Mark brought two new 
product offerings to the 
HBT Conference. One is 
a complete rebranding of 
that stalwart Aussie mozzie 
spray, Rid. Dy-Mark have 
fixed up the packaging, 
and, with the rights for the 
industrial distribution of the 
product, see it as one of the 
leading personal products 
for hardware stores to sell.

The other new product 
from Dy-Mark is their Bond 
Cover Touch Up Paint. This 
is a premium quality, acrylic 
based, durable exterior sat-
in finish coating. It has been 
specially formulated for the 
maintenance and repair of 
pre-painted metal surfaces, 
including Colorbond and 

powder coated finishes. It is 
ideal for touch ups on fenc-
es, gutters, fascia, down-
pipes, gates, window frames 
and roller doors.

The paint in available in 22 
colours, matching popular 
colours used on steel prod-
ucts. One can can cover up 
to two square metres with 
a single coat. According 
to Dy-Mark, it is very well-
priced, down to around a 
third of the wholesale price 
of competing brands.

From l-to-r: SA state sales manager Wayne Barmby, sales executive Ken Goodlet, Ian Attiwill of Attiwills Home and Industry in 
Mt Gambier and Keith Osborne
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DAYTEK

As an Australian owned, 
third-generation family busi-
ness Daytek has been manu-
facturing in Preston (VIC) since 
1960 producing high quality 
clotheslines, homewares and 
wheelbarrows.

The Daytek range of Mobile 
Airers is the perfect solution 
if drying washing on a rotary 
or fold down clothes-
line is not possible. With 
either horizontal or verti-
cal hanging, these units 
are ideal where space is 
limited. The Mobile Airers 
have available drying 
space ranging from 13 to 
18 metres, and fold away 
for easy storage.

The Retractable Clothes-
lines have lines that 

extend out effortlessly when 
required and retract away out 
of sight when not in use. The 4, 
5 and 6 line models all feature 
a corrosion resistant long life 
powder coated steel cabinet 
and each line is independently 
sprung and housed in its own 
cartridge. Easy to operate, 
the line locking mechanism 

tensions and securely locks all 
lines with less than a single turn 
of the handle.

Daytek’s Rotary Clotheslines 
offer large overall line space. 
The rotary head can be folded 
down and the entire clothes-
line easily removed from the 
ground mount socket for stor-
age when not in use.

Left, Richa Sharma, and Curtis de la Harpe, right, of Daytek
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The range of goods offered 
for sale by hardware stores 
is constantly changing. In 
recent years, demand for 
small appliances has in-
creased, and HBT has moved 
to ensure it has a high quality 
supplier in this area. 

The solution the buying 
group has developed is to 
welcome GAF Control as a 
supplier. According to na-
tional sales manager Michael 
Carroll, the company pro-
vides a tiered offering that 
means the needs of most 
customers can be met.

“So with us, retailers have 
the choice of a few brands,” 
Mr Carroll tells us. “Tiffany 
brand is at an entry price 
point. Maxim and Kitchenpro 

are the mid-tier price point. 
Then we have Heller as the 
top-line product.” 

In line with this, the compa-
ny offers a comprehensive 
heating and cooling range, 
with availability varying with 
the seasons.

“The deal with HBT gives 
its members access to these 
products. We can do collated 
orders for them, or we can 
do individual orders,” Mr 
Carroll says.

One of the interesting new 
trends that he has noticed is 
that with the larger radiant 
heaters, where the black 
colour used to be the main 
seller, increasingly it is the 
white colour heaters that are 
selling more.

Michael Carroll, national sales manager for GAF Control. GAF is well known for its Tiffany small appliance value brand.

CONTINUES NEXT PAGE
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Top, the new Heller retractable exhaust fan with LED light. 
Bottom, the Heller exhaust fan with built-in Bluetooth 
connectable audio speaker.

GAF says that white is growing in popularity as a choice for 
heater colour.

The company has also 
brought two new exciting 
products to the market for 
2018, both from Heller. One 
of these is a retractable vent 
fan, for use in areas such as 
bathrooms to exhaust the 
steam from showers. When 
the fan is turned on, the fan 
irises open, and then closes 
back up again when it is 
switched off, giving a neat 
appearance, and limiting 
incidental heat loss through 
the ceiling.

The second unit that is 
paired with that one is 
a vent fan with a Blue-
tooth-accessible speaker 
built into it. As Mr Carroll 
relates (possibly from pain-
ful personal experience): 
“Kids are just about insep-
arable from their iPhones 
and iPads these days. Give 
them half the chance, and 
they will try to take them 
into the shower with them 
— which doesn’t work out so 
good for the iPhone! With 
the Bluetooth speaker, they 
can play their music while 
they take a shower. Problem 
solved.”

While GAF Control is a 
new supplier to HBT, it is 

backed by a long history of 
supplying value products in 
the small appliance sector. 
The company began op-
erations in 1959 as a sup-
plier of lighting products. 
In the mid-1970s, as tariffs 
on manufactured electrical 
goods fell, the company 
added small appliances to 
its business.

GAF launched the well-
known and familiar Tiffa-
ny brand in 1988, which 
helped to change the 
attitudes of Australian con-
sumers to affordable appli-
ances. The company used 
this success to help drive 
its expansion into heating, 
cooling and audio-related 
products in the 1990s. 

In 2015 GAF took the next 
step in its development, 
merging with its popular 
competitor, Maxim House-
wares. This gave it access to 
the Maxim, Kitchenpro and 
MEC brands. At that time 
GAF’s respected founder, 
Stuart Foley, resigned from 
the company, and Maxim’s 
owner, David Court, took 
over operational control. 
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Philips is, of course, one of the 
world’s leading lighting com-
panies. While it has received a 
lot of press for its innovations 
in smartphone app controlled 
lighting through its a Hue 
range, the company has also 
worked hard to provide similar 
control with a much simpler in-
terface — the light switch itself. 

Its Scene Switch LED bulb 
is a good example. This en-
ables customers to change the 
intensity of lighting in a room 
simply by switching the light off 
and on, moving it from 100% to 
40% and down to 10% bright-
ness. Just installing this one 
bulb eliminates the need to 
install a dimmer switch — which, 
in Australia, with its ban on 
DIY electrical wiring, can mean 

savings of over $100. It is also 
a great product for Australia’s 
growing number of renters, as 
the dwelling does not need any 
alterations.

Philips has carefully thought 
out this product. For example, 
if the switch is left on for more 
than six seconds, the bulb will 
“remember” the previous set-
ting, and return to that the next 
time it is switched on, instead 
of toggling the brightness.

Similarly, if two or 
three Scene Switch 
bulbs are set to the 
same switch, and some-
how get out of synch, 
all the home owner 
needs to do is toggle 
the switch quickly off 
and on, and all the 

bulbs will be back in synch.
Another variation on the 

Scene Switch LED bulb uses a 
similar on/off toggle action, but 
switches the bulb from a cool 
(blueish) light to a much warm-
er light. As business manager 
(retail) Jody Vella told us, this 
has a lot of uses around the 
home. “My son, for example, 
will study with cool white, and 
then to read he will use warm 
white.”

Jody Vella, business manager — retail, Philips.
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SABCO
Sabco, famous for its wide range of 

cleaning products, has launched a new 
range of heavy duty scrubbing pads 
for 2018. Made from melamine, these 
white pads come in two sizes, and are 
designed to tackle really tough scrub-
bing chores. The company says that 
they will just about take any mark off 
of any wall, including abrasive scuff 
marks.

Alongside this brand new product, 
Sabco also reports that one item that 
continues to attract lots of attention 
is their Bulldozer Truck and Caravan 
Wash Brush.

This features an extendable telescop-
ic water flow handle, and a brush 
head with soft, scratch free bristles. 
The user just snaps their garden 
hose onto the end of the telescop-
ic handle, which can extend as far 
as 2.4 metres. This is a great tool 
for cleaning any large object 
outdoors, such as caravans, 
boats, and even sheds.

Trevor Josefski and Julie Lydiard



CONFERENCE 2018 141

EUROSTYLE GROUP

Eurostyle Group offers a range 
of household appliances and 
products heavily influenced by 
European (particularly Italian) 
aesthetics. These products in-
clude stoves, cooktops, refrig-
erators, and “alfresco”, outdoor 
kitchens. While the majority of 
the company’s product range 
is comparatively high-end, it 
does also offer less expensive, 
entry-level ranges as well. All 
products are sold with a two-
year warranty.

The company is owned and 
managed by two Italian broth-
ers, who formed the company 
in 2001. The company has 
recently expanded by opening 
a showroom in Hawthorn, an 
inner suburb of Melbourne. 

According to Vivienne Gilbert, 

the company’s national sales 
manager, the alfresco kitchens 
attracted a good deal of inter-
est, but she realises the prod-
ucts need to be closely tailored 
to each store.

“What we are getting back is 
that we need to be quite cus-
tomised to each store. We can’t 

offer — we can do a group offer 
overall, but we need to narrow 
that down to each store.

“For example, we have had 
quite a few stores coming to us 
and saying that they love the 
alfresco, but as they don’t really 
have a retail front, this really 
isn’t going to work for them.“

Vivienne Gilbert, national sales manager, Eurostyle
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It’s no secret that one of 
the trends in household wa-
ter systems is for increased 
use of rainwater inside the 
house as well as outside in 
the garden. Puretec is one 
company that has embraced 
this shift. Their solution to 
making rainwater safe has 
two parts to it. The first is an 
additive, TankSafe. Accord-
ing to Puretec:

“You can put TankSafe in 
the top of the tank, and 
leave it there for 24 hours 
to filter through the water. 
Hydrogen peroxide is the 
active ingredient. It is a 
strong enough dosage to 
kill bacteria in the water. 
That makes the water pota-
ble.”

For whole of house sys-
tems, there are systems such 
as the Puretec Hybrid G. 
This combines a sediment 
canister to remove larger 
elements such as silt and 
sediment. A second canister 
uses an active carbon filter 
to improve the taste of the 
water by removing chem-
icals. Finally, there is an 
ultraviolet canister. This has 
a UV light source encased in 
a clear quartz container. The 
water circulates around the 
UV light, and this exposure 
neutralises the bacteria.

With a one-inch fitting, 
the system integrates easily 
with standard household 
plumbing.

The team for Puratec — it just ain’t safe for dirty water around these guys.

The Puretec Hybrid systems use three different processes 
to ensure rain water is potable and tastes great.
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COWDROY

It’s no secret that many Aus-
tralians are finding themselves 
facing higher than expected 
energy bills, during both the 
summer and winter months. 
They are also rapidly realising 
that the best way to reduce 
those bills is through insulating 
their homes to reduce heating 
and cooling costs.

Cowdroy is at the forefront 
of supplying products that can 
help make homes more comfy, 
and cut down on costs. Cow-
droy’s Weather Seal range com-
bats air leakage and draughts 
and can be integrated into any 
design – easily installed on to 
jambs, faces or edges of doors 
and windows. This can result 
in really big savings. As Cow-
droy’s national business man-

ager, Peter Doyle, tells us: ““Ac-
cording to Sustainable Living 
Guide, weather proofing your 
house is important as draughts 
can account for up 
to 25 per cent of 
heat loss from a 
home in winter.”

To help seal up 
a home, Cowdroy 
offers a wide array 
of products. These 
include Window 
Perimeter Seals, 
Weather Seals for 
doors, gap fillers 
that seal up places 
the cold can get 
in, and Cowdroy’s 
CM15, which is a 
general purpose 
seal that suits 

many applications. This comes 
in three sizes, for 6mm, 12mm 
and 19mm gaps.

L-to-r: Shane Taylor, happy customers Leslie and Wayne Littler of Wynyard H Hardware, and Ben Abinett.
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Romak is without doubt the 
supplier that has had the most 
influence on HBT, and contrib-
uted the most to members, 
helping many during their 
startup phase. And Romak for 
HBT means one man: Lawrie 
Peck. We asked him to reflect 
on this relationship, and what 
he sees happening in the 
future.

 We do have an incredible re-
lationship with HBT. It has been 
a remarkable journey over the 
last 21 years. 

Our plans are to continue our 
support to the group. We are 
currently reviewing our entire 
product range and always look 
forward to introducing new 
products and developing our 
current range. 

Having launched our new and 
extended Gate Fitting Range 
at the most recent HBT Confer-
ence, we are now moving onto 
the next chapter in improving 
another of our product ranges.

Romak has also continued its 
development of a new, modern 
brand identity, which the com-
pany is slowly rolling out.

Lawrie Peck has been helping HBT members since 
the group was founded 21 years ago.

Right, a gate 
fame from 
Romak’s 
extensive 
selection 
of door 
hardware.
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Big Red is a company that 
is proud of its Australian 
heritage, and that it contin-
ues to make its products in 
Australia. Located in Victo-
ria’s second city of Geelong, 
its premises are housed in 
a historic former paper mill 
building on the Barwon 
River. It is there that the 
company’s dedicated team 
of craftsmen make woven 
wire fencing and ornamen-
tal gates to order.

While they may be well-
known mainly for their 
hand-crafted heritage gates, 
designed to match houses 
built pre-World War II, the 
company also has on offer 
two highly innovative prod-
ucts.

The first is an expanding 
gate frame that comes in 
two sizes. Working like the 
slide on a trombone, the 
steel-frame gates can be 
expanded from any length 
between 900mm and 
1200mm, or on the larger 
size, between 1500mm and 
1800mm. Once the correct 
width is determined, all 
that is needed is to drill in 
a screw, and the gate frame 
is ready for palings or any 
other ornamental covering.

This is an obvious boon to 
DIYers who would not have 
the equipment to cut and 
weld a gate to size, and who 
are thus saved the expense 
of having a completely cus-
tom gate frame made up. 

L-to-r: Lester Barkley and Mark Lloyd of Big Red Heritage Wire & Gates

Post Saver is a product from a UK-based company that can 
extend the life of fence posts by as much as 20 years.

CONTINUES NEXT PAGE
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However, it is also a great product for 
a tradie to have in their kit, as it means 
they can rapidly put up a gate for a 
customer with the minimum of fuss.

The second innovative product Big 
Red is offering for sale is made in 
the UK, and called the Post Saver. As 
most of us know, the majority of fence 
posts will eventually rot as the point 
where they join the ground. This is 
where rainwater will tend to pool, and 
the combination of air and moisture 
makes an ideal growing ground for 
many kinds of woodrot. 

Post Saver is a sleeve that is fitted 
over a new post, and then heat-shrunk 
to fit snugly. Simply doing that will 
help to extend the life of most posts to 
as much as 20 years.

Post Saver has been extensively test-
ed to comply with international stan-
dards. These include:

European Standard EN252: 1989, 
‘Field test method for determining the 
relative protective effectiveness of a 
wood preservative in ground contact’

 ENV807 Wood preservatives. ‘Deter-
mination of the effectiveness against 
soft rotting micro-fungi and other soil 
inhabiting micro-organisms’

 AWPA E1-97, American Wood-Pro-
tection Association: 2005. ‘Standard 
method for laboratory evaluation to 
determine resistance to subterranean 
termites’.

 Meets the requirements of A.W.P.A.  
(American Wood Protection Associa-
tion) standard ‘Barrier systems’  P20-13, 
BP-1.
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Vespol is dedicated to 
making durable, high-
style plumbing products at 
affordable prices, helping 
both hardware retailers and 
tradies get decent margins 
on their work. The company 
showed off one of its inter-
nal drains, which features a 
stainless steel grid top, fixed 
to a plastic base. The grid is 
carefully engineered to use 
fewer cross-pieces, reducing 
cost and enhancing some 
aspects of its performance. 
It’s sold in a convenient kit, 
which includes three differ-
ent size outlets.

There is similar ingenuity 
in its new flashing product, 
Ubiflex Extreme. Made with 
an aluminium mesh core, 

and then coated with sili-
conised rubber, it replaces 
lead flashing. It installs in 
a nearly identical manner, 
with most of the same 
characteristics that lead has. 
One advantage is that one 
side of the flashing is grey, 
and the other is either black 
or terracotta. Essentially, 
you get  second colour for 
free, which is good news for 
both hardware retailers, and 
tradies.

L-to-r: Mitchel Power, Kathy Milewicz and Mike Power

Top, a well-designed, high-style, low-cost drain, with stain-
less steel grid, and plastic base. Bottom, Ubiflex Extreme 
non-lead flashing used on a right. Far right, Ubiflex comes 
in two colours, plus grey.
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DELF ARCHITECTURAL HARDWARE

Delf is a manufacture of archi-
tectural and cabinetry fittings, 
including door handles, locks 
and hinges. The company has 
recently shifted its strategy to 
include more of a focus on the 
tradie market for its door han-
dles and locks. The resulting 
range is based on a very com-
petitive price point, along with 
the sort of features that will 

make life easier for tradies. For 
example, in this range different 
coloured handles and locks are 
priced the same, making speci-
fying that much easier.

The company has also paid a 
lot of attention to not only the 
design for appearance, but the 
way the locks and handles are 
installed. They’ve made this 
easier to get right the first time, 

and also faster to do, a real 
benefit for tradies that might 
find themselves doing half a 
dozen back-to-back installa-
tions.

The company is backing up 
this range with good warran-
ties, and the kind of service that 
makes like easier for the build-
ing trades.

L-to-r: Graham Cutts, Ian Berger, and Garry Bisdee
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MACSIM FASTENERS

HBT’s favourite fastener 
supplier, MacSim, launched a 
new style of stand at the 2018 
Conference. In past years the 
company had used its stand to 
emulate a store-like display, to 
give members a sense of how 
the merchandisers and stock 
would look on their premises. 
For 2018 MacSim instead used 
a highly functional stand, ded-
icated to making stand visits 
and staff interaction as easy 
and satisfying as possible for 
customers.

As  key account manager 
Bianca Lochrie explained to 
us: “We believe everyone is 
familiar with the products we 
stock, so what we just wanted 
to highlight was our new prod-
ucts, some of the point of sale 

displays that stores can get. But 
have it presented nicely, rather 
than in the shop form, and to 
make it easy to walk around, 
have the TV screen, which is 
new for us. So very different.”

It proved to be a good move, 
according to Ms Lochrie: “It 
has been working well with 
customers, because it is quite 
spacious, be-
cause you can 
enter through 
a number of 
openings, and 
we have a nice 
big desk where 
we can talk to 
the members. 
It has been 
easy to do 
orders, and to 

accommodate a lot of custom-
ers on the stand at once.”

As to what happens in the fu-
ture, with the TV? “I don’t know 
if people really stand and look 
at it, so it is more of a back-
ground, aesthetic thing. In the 
future, though, maybe custom-
ers could play X-Box on it? That 
would be fun!”

The MacSim team lines up at their stand
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GUTTER PROTECTOR AUSTRALIA

For being one of the simplest elements 
of household plumbing, it’s surprising 
how often roof gutters end up causing 
problems. They are a prime source of lon-
ger-term damage, with blocked gutters 
leading to expensive damage.

Usually that is due to ineffective mainte-
nance. A new product from Gutter Protec-
tor Australia (GPA) could help the change 
that situation.

Regular “gutter guard” gratings screw 
onto gutters. While they do an OK job 
at fending off leaves, seeds typically fall 
through, find a base in some silt, and be-
gin to germinate

It will likely be popular not only with 
homeowners, but also with tradies doing 
property maintenance, as it greatly sim-
plifies upkeep. Price to consumers will be 
somewhere between $15 and $16 per 
strip.

Michael Siluca, director, Gutter Protector Australia
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MOCARE

Mocare is a family business 
operating out of South Aus-
tralia for the past 38 years. 
The company stocks over 
3500 lines imported from 
Asia, USA and Europe. 

Recently Mocare spotted 
a gap in the market for 
high-quality, fully certified 
tie-downs for commercial 
use. In several states, it has 
become required that trans-
port drivers use only certi-
fied tie-downs. For example, 
legislation that took effect 
in April 2015 in Western 
Australia requires all loads 
— everything from rubbish 
to hay bales — to be secured 
with approved webbing, tie-
downs, or certified rope.

 While the company has 

always had some kind of 
tie-down in its product offer-
ing, its new Monkey Grip 
product is a nice, compact 
range, that can provide the 
hardware store owner with 
most of what they need in 
this category. The product is 
manufactured overseas, but 
it is tested to the Australian 
standard, and Mocare close-
ly monitors its quality. 

The Monkey Grip range 
consists of: 25mm, 38mm 
and 50mm transport tie-
downs, 25mm ratchet tie-
downs, 25mm quick release 
tie-downs, and 25mm cam 
buckle tie-downs. There are 
also specialty items for both 
motorcycle and marine use.

Left, director of national sales, Mike King, and right, Devon Sproule
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 CENTURY YUASA BATTERIES

Century Yuasa Batteries did 
a major upgrade to its factory 
here in Australia in 2016. The 
purpose of the upgrade was to 
make it possible to bring out a 
new range of sealed, mainte-
nance-free lead-acid batteries, 
which have now been launched 
on the market.

The batteries are aimed at 
uses in the automotive sector, 
but the batteries are also useful 
for some industrial applica-
tions, and on ride-on mowers.

Battery longevity depends on 
many factors. Century’s batter-
ies have a three-year warranty, 
but Jason Hill, national manag-

er for major accounts, says he 
knows of cases where batteries 
have lasted as long as six year.

One thing that improves the 
performance of Century bat-
teries is that they are designed 
and manufactured in Australia, 
so they are developed with 
Aussie conditions in mind.

1. Cast Plate
The cast plate design has lower internal 
resistance promoting superior starting power, 
improved vibration resistance and provides 
longer service life.
2. Enhanced Plate Paste
Enhanced paste formulation reduces water loss 
and improves charge acceptance.
3. Expanded Grid Design
The expanded grid has uniform strength for 
improved corrosion resistance.
4. Separators
Separator improves electrolyte dispersion for 
enhanced performance.
5. Flame Arrestor
The integrated flame arrestor protects the 
battery from explosion due to external system 
resources.

6. Mud Rack
Mud rack container design improves plate 
support.
7. Polypropylene Case
Reinforced design provides resistance to shock 
and vibration.
8. Carry Handle
Ergonomic design provides a thicker grooved 
carry handle to ensure comfort.
9. State of Charge Indicator
Built-in state of charge indicator for on the spot 
diagnosis of battery condition.
10. Cast on Strap
Thicker cast on strap ensures durability and 
lower electrical resistance for longer battery life.
11. Labyrinth lid technology
Spill proof double lid to assist in reducing 
water loss promoting longer battery life.

Jason Hill, national manager — major accounts, for Century Yuasa Batteries
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MERLIN SOFTWARE

Merlin Software was originally 
established in 1981, by Kevern 
Kendle, who has recently re-
tired. A CPA, Mr Kendle rapidly 
understood how important 
computing would be to the 
world of business accounting. 
Starting in 1984, Merlin shifted 
its focus to point of sale (POS) 
software, originally distributing 
Breeze software in some states. 
As the internet and the Win-
dows platform grew in impor-
tance, Mr Kendle moved the 
company into developing its 
own software systems.

This culminated in the launch 
of its Cobalt Retail product in 
2012. With this product, Merlin 
effectively moved out of pure 
accounting, and into the field 
of enterprise resource plan-

ning, incorporating modules 
that handle wages and stock 
levels, as well as providing 
ecommerce services.

Merlin’s approach is to pro-
vide a complete, comprehen-
sive POS system to retailers, 
that includes everything for a 
single monthly fee. That “ev-
erything” means the actual 
hardware (servers) on which 
the software runs, and ongo-
ing services, such as overnight 
offsite backups of data.

According to Mr Kendle’s 
daughter, Louise Garland, who 
is now the company’s manag-
ing director:

“Our major competitive 
advantage would be the sup-
port we offer. We have been in 
business for a very long time 

(37 years) we have clients that 
have been with us for nearly 
that entire time. One of our 
rural stores in Barossa just cel-
ebrated their 30th anniversary, 
and they have been using our 
system since day one.”

One element of that service is 
the way in which Merlin helps 
new customers get onboard 
with the software. This service — 
included as part of the monthly 
fees — will help to “clean” data 
from previous systems, to en-
sure everything runs smoothly, 
right from the start.

Recently the company has 
added Cobalt Touch to its main 
system, which enables some 
functionality on touch-based 
devices.

L-to-r: Paula Napoli, David Beard, managing director Louise Garland, and HI News publisher Betty Tanddo
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SYM-PAC SOLUTIONS

SYM-PAC  was acquired by 
Canadian listed company 
Constellation Software in 
late-2016, and has contin-
ued to thrive ever since. As 
part of Constellation’s Vela 
Software division, it shares 
a company stable with a 
number of other companies 
that specialise in enterprise 
resource planning, with 
point-of-sale as a specialty. 

Speaking at the HBT 
Conference, the company’s 
CEO, Mark Schmutter, says 
that the company is bene-
fitting from better access to 
capital, enabling it to envis-
age new developments.

“The link to Constellation 
gives us better investment 
potential in initiatives we 

want to undertake, so 
we have access to fund-
ing to do that, where as 
a family-owned business, 
we were previously more 
constrained. So now, we can 
pitch for funds. They have 
pretty deep pockets and 
are happy to invest in good 
ideas.

“Constellation are unique”, 
he adds. “They have a ‘hold 
and grow’ philosophy, so 
when they buy compa-
nies like us, they actually 
hold them forever. Of all 
the companies they have 
bought, they have yet to sell 
one.”

Left, Luke Gilbert, sales manager, and right, Mark Schmutter, CEO of SYM-PAC

Abbot Supply, an HBT/ITT member store locat-
ed in Bendigo, switched over to SYM-PAC in 
early 2017. According to Greg Woodman, one 
of the directors of the store: “Our previous 
software could not cope with the size of our 
product database. SYM-PAC has handled that 
with no issue.
“This has meant that we’ve finally been able 
to launch our online store — which has been 
fantastic for the business.”



http://wd40.com.au/
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• Leadership 
change at Lowe’s

Marvin Ellison 
has been appointed 
president and CEO at 
Lowe’s Companies and 
will join its board of 
directors. Mr Ellison 
succeeds Robert Ni-
block, who previously 
announced his inten-
tion to retire.

A 30-year industry 
veteran, Mr Ellison 
currently serves as 
chairman and CEO of 
American department 
store chain J.C. Penney 
Company. He also 
spent 12 years in senior 
level operations roles 
with The Home Depot, 
where he served as ex-
ecutive vice-president 
of US stores, where 
he oversaw US sales, 
operations and Pro 
strategic initiatives. 
Marshall Larsen, lead 
director of the board at 
Lowe’s, said:

Attracting Marvin is a 
great win for the entire 
Lowe’s team. Marvin is 
an experienced retail 
CEO with extensive 
expertise in a complex 
omnichannel consum-
er-facing company. He 
also brings significant 
experience in the home 
improvement industry, 
with a proven track 
record of global oper-
ational excellence and 
driving results from 
both DIY and pro cus-
tomers. Marvin joins 

Lowe’s at a critical 
inflection point as we 
work to enhance our 
competitive position 
and capitalise on solid 
project demand in an 
evolving consumer 
environment. We look 
forward to shepherding 
an exciting new chap-
ter for Lowe’s under 
Marvin’s leadership.

As Mr Ellison joins 
Lowe’s, he leaves 
behind a department 
store retailer in the 
midst of a turnaround 
plan that has never 
quite gained traction.

At Lowe’s, he will 
find himself in one 
of retail’s brighter 
spots, where he will 
predominantly be 
tasked with making 
good on the business’ 
broad promise: To help 
customers love where 
they live. In order to do 
that, analysts say Mr 
Ellison will need put 
together a business 
strategy that carves 
out a distinct identity 
to set it apart from The 
Home Depot.

According to Jefferies 
analysts, Mr Ellison’s 
previous stint at The 
Home Depot should be 
a huge asset, “espe-
cially given his focus 
on store operations, 
logistics, the Pro, and 
customer service, all 
areas that we believe 

Lowe’s needs to 
improve upon”. 
In emailed com-
ments to Retail 
Dive, they said:

The Lowe’s 
brand is solid, 
its stores have 
been main-
tained, pricing 
is competitive 
and its balance 
sheet is strong. 
However, it 
does need some 
shepherding to 
get it on a path toward 
stronger growth and 
higher profitability.

Neil Saunders, 
managing director 
of GlobalData Retail, 
said any new plan 
should focus on Lowe’s 
identity as a core DIY 
retailer. He told Retail 
Dive:

It could, for exam-
ple, develop more of a 
compelling proposition 
around indoor decora-
tive projects. Not only 
are these activities 
year-round, but they 
also necessitate a much 
more inspirational and 
compelling product 
mix and store environ-
ment. While Lowe’s has 
already made progress 
in store, including 
the increased use of 
specialist advisors, 
we maintain our view 
that it has not yet 
fully capitalized on the 

opportunity.
As Mr Ellison’s plan 

comes together over 
the next few months, 
Jefferies analysts 
predict focusing on 
Pro will be the “single 
biggest opportunity for 
Lowe’s”.

Mr Ellison was part 
of developing that win-
ning strategy at [Home 
Depot] and was closer 
to the playbook than 
probably any other 
candidate for this posi-
tion. Hence, his ability 
to adapt key learnings 
to the Lowe’s situation, 
while maintaining a 
separate identity, is 
important and should 
prove pretty interest-
ing.

https://goo.gl/pF-
Hy7W

https://goo.gl/HD-
ED3P

Lowe’s names new CEO

http://hnn.bz/
https://goo.gl/pFHy7W
https://goo.gl/pFHy7W
https://goo.gl/HDED3P 
https://goo.gl/HDED3P 
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The Home Depot 
is doubling down on 
its interconnected 
strategy, after missing 
expectations in its 
first quarter 2018, but 
e-commerce sales fared 
well.

The home improve-
ment retailer report-
ed sales of USD24.9 
billion, a 4.4% increase 
from the same quarter 
of 2017, while analysts 
were expecting reve-
nue of USD25.15 billion. 
Comparable sales for 
the quarter were up 
4.2%, while US comp 
sales were up 3.9%, 
both missing analyst 
expectations.

Home Depot blamed 
extreme winter weath-
er in the quarter, which 
it said had a negative 
impact on garden, 
a category which 
historically represents 
around 15% to 20% 
of Home Depot’s first 
quarter sales. 

The big box retail-
er invested USD144 
million in the quarter, 
putting the money 
into increased wages, 
increased advertising 
as it moves to a more 
marketing technology 
platform; and increas-
es in display cost. In 
addition, the company 
has hired around 350 
people in its IT depart-
ment.

Online sales grew 
approximately 20% 
from the first quarter 
of 2017. The retailer 
said 46% of its online 
orders were picked up 
in a physical store in 

the first quarter.
Home Depot is seeing 

buy online, deliver 
from store customers 
trying out its car and 
van delivery service. 
Load ‘N Go is an hourly 
roundtrip vehicle 
rental service that uses 
cargo vans capable of 
carrying up to 3,000lbs 
(1360kgs). The program 
is intended for rentals 
of one to two hours 
but can also be rented 
at a daily, weekly, or 
monthly rate. 

Omnichannel 
initiatives

Home Depot’s 
omnichannel strides 
during its first quarter 
included launching the 
ability to attach install 
services when online 
shoppers buy certain 
products. For example, 
in certain markets, if a 
shopper buys a faucet 
online they can choose 
to include the instal-
lation of the faucet in 

their purchase.
Home Depot has 

implemented an 
enhanced “wayfinding 
sign and store refresh 
package” in nearly 250 
stores during the quar-
ter, something it’s roll-
ing out over the next 
two years across all the 
stores. The retailer is 
also putting lockers in 
the front of its stores 
for pick up, with plans 
to add about 1,000 
lockers this year, and 
is adding some bigger 

holding areas for bulki-
er items near the front 
of the store.

Home Depot has 
plans to pilot its first 
new supply chain 
facility starting this 
year. Craig Menear, 
chairman, CEO and 
president, said:

As we continue to 
make the shopping 
experience more 
convenient for our cus-
tomers, another area 
of focus and differen-
tiation is our supply 

chain. The flexibility of 
our supply chain is a 
competitive advantage, 
particularly when un-
predictable weather re-
sults in spiky demand 
patterns.

https://goo.gl/EMiZdk

Home Depot invests in omnichannel in Q1

The Home Depot is building an omnichannel supply chain

http://hnn.bz/
https://goo.gl/EMiZdk 
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National Hardware Show 2018
Hardware and home 

improvement profes-
sionals gathered once 
again at the Las Vegas 
Convention Center for 
the 73rd edition of the 
National Hardware 
Show (NHS). Rich 
Russo, vice president 
of the NHS, said:

...With three busy 
days full of excitement 
and enthusiasm, we 
were thrilled to see 
such a great turnout 
and hope everyone left 
feeling inspired by the 
ideas, best practices, 
insights and new con-
nections made at the 
2018 National Hard-
ware Show.

As always, a key fo-
cus for all who attend-
ed were new products 
and there were several 
areas where their 
latest innovations 
and developments 
were on display. The 
educational seminars 
at the North Ameri-
can Retail Hardware 
Association’s (NRHA) 
All-Industry Con-
ference were also a 
popular area for many 
attendees.

The Ultimate Back-
yard was brand-new 
area that offered a 
chance for attend-
ees to find outdoor 
living products in their 
natural environment: 
outdoors. The adjacent 
Tailgate, Backyard & 
BBQ area has contin-
ued to grow each year, 
and included food, 
games and music. It 
gave attendees the 

chance to experience 
products in a more 
interactive way than 
they might on the 
show floor.

Operation Tiny 
Home also joined the 
NHS family this year 
to showcase the trends 
in tiny and container 
home construction 
and raise awareness 
about housing insta-
bility.

As the popularity of 
smart home products 
continues to rise, the 
NHS provided a new 
interactive way for 
attendees to learn 
more with its Smart 
Home Virtual Reality 
Experience. This dis-
play offered a virtual 
reality tour of a fully 
equipped smart home.

Attendees who want-
ed to find “the next 
big thing” in the home 
improvement industry 
could check out Inven-
tors Spotlight to see 
over 200 new inven-
tions. Inventors also 

had the opportunity 
to pitch their products 
and meet with buyers 
and potential inves-
tors.

This year, the Fea-
tured Product Gallery 
included New Prod-
uct World; the Lawn, 
Garden & Outdoor 
Living Awards and the 
Homewares Awards 
display. Other product 
areas were the New 
Product Launch and 
Made in USA.

Pet Products contin-
ues to be a growing 
category, and it was a 
highlighted one at this 
year’s NHS. One trend 
exhibitors are seeing is 
that consumers want 
products that are 
more natural.

The International 
Sourcing area rep-
resents how the NHS 
draws professionals 
from all over the 
world. It included 
exhibitors from China, 
Hong Kong, India, 
Korea, Taiwan and 

Pakistan. Attendees 
could also find other 
international exhib-
itors throughout the 
show floor.

The NRHA Village 
Stage was home to a 
full slate of industry 
presentations, explor-
ing everything from 
competing online 
to cybersecurity to 
competing online to 

managing retailer-sup-
plier relationships.

The 2019 National 
Hardware Show will 
take place May 7-9 
in Las Vegas, Nevada 
(USA).

https://goo.gl/Ee-
hcTW

http://hnn.bz/
https://goo.gl/EehcTW
https://goo.gl/EehcTW
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Building an IT strategic advantage

Home Depot is hiring 
about 1,000 technology 
employees by the end 
of 2018, the biggest 
technology-focused 
expansion in company 
history and a sign of 
the growing strategic 
importance of IT to the 
business.

The employees will 
ultimately report to 
Matt Carey, the compa-
ny’s chief information 
officer (CIO), and will 
focus on supporting an 
USD11.1 billion three-
year strategic invest-
ment, which includes 
building new software 
and digital solutions 
for areas ranging from 
self-checkout to supply 
chain and website-fo-
cused personalisation.

Home Depot is hiring 

for positions such as 
software engineers, 
user experience 
designers, product 
managers and systems 
engineers that support 
the flexibility for cloud 
and on-premise  plat-
forms, said Mr Carey.

They will work at the 
company’s technology 
centres in Atlanta, 
Austin and Dallas. 
About 90% of the 
software the company 
runs is already written 
by in-house engineers, 
he said.

Home Depot chooses 
to build technology 
in-house instead 
of working with 
third-party vendors 
because the business 
is vastly different from 
most brick-and-mortar 

retailers, according to 
Mr Carey.

Many products 
in-store are delivered 
by rail and need to 
be lifted with heavy 
equipment, for exam-
ple. Home Depot in 
many cases acts as a 
general contractor for 
customers considering 
projects such as kitch-
en renovations. The 
technology needed to 
support such aspects 
of the business is 
difficult to scale with a 
third-party technology 
vendor. Mr Carey said:

Those things really 
don’t look like retail as 
most people know it. 
The ability to connect 
our software develop-
ers with those business 
problems at a deep 

level is where we create 
competitive advantage.

The new employees 
will help build technol-
ogy to support several 
specific initiatives. One 
initiative includes out-
fitting self-checkout 
counters with custom-
ised point-of-sale soft-
ware that’s intuitive 
for the customer.

Another involves 
building software for a 
mobile app that allows 
employees to see their 
upcoming work sched-
ule. The company is 
also enhancing the 
personalisation of its 
website and improving 
user experience by 
using data analytics to 
help customers quickly 
find what they’re look-
ing for. Mr Carey said:

It’s all about connect-
ing a person as quickly 
as possible to the 
product they’re looking 
for in the world of the 
web.

Another initiative 
is aimed at building 
out machine learning 
algorithms to help cat-
egorise different home 
furnishing styles for 
the company’s new de-
cor business. That way, 
people could help shop 
for a specific room in 
their house based on 
products that fit into a 
specific style, such as a 
modern or traditional.

The company is 
also building out new 
technology to support 
an expansion of its 
same-day delivery and 
two-hour delivery pro-
gram, which requires 
software to support 
the supply chain. All 
of the initiatives were 
driven by customer 
and associate feed-
back. Mr Carey said:

The closer we listen 
to those customers and 
fulfill what they’re tell-
ing us they want and 
need, that’s how we can 
compete.

https://goo.gl/SbJbim

http://hnn.bz/
https://goo.gl/SbJbim
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The Hillman Group 
and UniKey have part-
nered to launch Key-
Hero™ that transforms 
mechanical keys into a 
virtual key ring.

KeyHero allows a 
consumer to backup 
a digital copy of their 
mechanical key on the 
KeyHero smartphone 
app. This allows them 
to recall it later to 
make a physical key at 
any hardware or home 
improvement store 
using the KeyHero 
technology.

KeyHero creates a 
secure backup and 
offers the flexibility 
of digital key sharing. 

The app’s multi-layer, 
military grade security 
means that no image 
or physical location 
is saved, according to 
the company. Only a 
Hillman key cutting 
machine can read the 
encrypted code. Phil 
Dumas, founder and 
CEO of UniKey, said in 
statement:

We are thrilled to be 
partnering with an 
industry leader such as 
Hillman and excited to 
bring this technology 
to market, as it truly 
represents the bridge 
between the physical 
and digital key worlds.

Greg Gluchowski, 

president and CEO of 
The Hillman Group, 
said:

...KeyHero creates a 
platform for consum-
ers to safely manage 
their mechanical keys 
in a digital world. This 
innovative solution, 
leverages Hillman’s 60+ 
years of experience in 
key cutting technology 
with UniKey’s best in 
class digital access 
control platform.

Mr. Dumas and 
I have a history of 
developing innovative 
security technologies 
together. While at 
Spectrum Brands HHI, 
we worked with Phil 

and the UniKey team 
to develop Kevo for 
Kwikset, which was the 
first Bluetooth en-
abled deadbolt on the 
market.

Over the next year, 
The Hillman Group 
plans to roll out this 
new digital platform 
across its large key 

duplication network, 
starting with a limited 
release in Florida and 
Colorado.

https://goo.gl/TiiAYQ

Hillman creates digital platform for keys

True Value posts final report as co-op

Retail co-op, True 
Value has released its 
final annual report as 
a co-operative, reports 
Hardware Retailing. 
The company recently 
announced the sale of 
70% of its stock to pri-
vate-equity firm ACON 
Investments and its 
plans to transition 
away from the co-op 

business model.
In 2017, True Value’s 

revenue was about 
USD1.49 billion, down 
1.7% compared to the 
prior year. The slight 
revenue decline was 
“primarily due to 
product sales related 
to the net change in 
participating retail-
ers,” according to the 

company.
In addition, compa-

rable store sales were 
down “as weather relat-
ed categories were low-
er by 1.6% compared to 
the prior year,” said the 
company.

Based on the 1,700 
retailers who provid-
ed point-of-sale data, 
comparable retail sales 

increased 0.8%. Stores 
that participate in the 
Destination True Value 
program experienced 
retail sales growth of 
1.9%. E-commerce sales 
were up 21%.

The company signed 
59 new core hardware 
stores in 2017 and 52 
international and 
specialty stores. The 
company also had 27 
retailers convert to 
True Value from other 
buying groups.

The co-op had 4,311 
member stores at the 
end of 2017, a decline 
from 4,392 at the end 
of 2016.

Sales to new stores 
increased by USD29.6 
million. However, lost 
revenue from ter-
minated stores was 
USD47.5 million. The 

company said:
New ground-up store 

activity was consis-
tent in both count and 
dollar volume to last 
year. However, due to 
competitors capitaliz-
ing on sale rumours, 
the company experi-
enced a lower level of 
conversions from other 
buying groups to True 
Value in the second 
half of 2017.

https://goo.gl/eH-
JYmp

http://hnn.bz/
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• GripIt agrees to 
make, market 
and distribute 
MarXman

• Negotiations to 
bring Greenman 
garden tools to 
Australia

• More small-
er-format stores 
could be in B&Q’s 
future

• Kingfisher “chal-
lenged” in first 
quarter

European home 
improvement retailer, 
Kingfisher received 
a boost in its share 
price after Australiaís 
Wesfarmers announce-
ment it would sell its 
UK chain Homebase 
to restructuring firm 
Hilco Capital just two 
years after buying it.

Andrea Felsted, writ-
ing in Bloomberg, be-
lieves this should be an 
opportunity for King-
fisher boss Veronique 
Laury, who is trying 
to lift her company’s 
profit by GBP500 
milion a year by 2021. 
But she also thinks the 
performance has been 
disappointing, so far.

https://goo.gl/
sDRMN5

First quarter

The increase to 
Kingfisher’s share price 
came after it reported 
a worse than expected 
9% fall in like-for-like 
sales at B&Q in the 
UK and Ireland in 
the three months to 
30 April. Sales at its 
French DIY chain Cas-
torama also dropped 
8%. The falls led to an 
overall 4% decline in 
like-for-like sales for 
the quarter.

The wave of extreme 
cold weather dubbed 
the Beast from the 

East had a negative im-
pact on its first quarter 
results. Ms Laury said:

It was a challeng-
ing start to the year 
with exceptionally 
harsh weather across 
Europe and weak UK 
consumer demand. 
This impacted foot-
fall, especially sales 
of weather-related 
categories. February 
and March were par-
ticularly affected with 
sales improving over 
the course of April and 
into May.

Ms Laury said market 
conditions in the UK 
remained uncertain 
and a cooling property 
market, as demonstrat-
ed by recent weak re-
tail sales. However, UK 
retail sales beat expec-
tations in April, with 
a stronger-than-ex-
pected rebound from 
Marchís cold snap.

Despite the cold 
weather, sales at 
Screwfix still rose by 
3.6% in the UK, al-
though Kingfisher said 
sales would have been 
higher if it had not 
been forced to close 
some stores temporari-
ly due to the weather.

Total sales for the 
company fell 1.2% to 
GBP2.8 billion, while 
sales in the UK were 
down 3.7% to GBP1.2 
billion.

B&Q is also seeing 
market share stolen 
by fast-rising discount 
chains in the UK. Fiona 
Paton of GlobalData 
said chains like B&Q 
were struggling to 
cope with fast-rising 
discounters. She told 
The Telegraph:

[B&Q] is at risk of los-
ing ground to discount-
ers, especially B&M. 
Discounters’ collective 
market share in DIY & 
gardening is forecast 
to reach 14.3% by 2022. 
It is currently 11.5%. 
Consumers are switch-
ing to discounters to 
purchase lower-ticket 
items such as paint and 
small tools.

Kingfisher is half 
way through a five-
year strategy to cut 
costs, improve IT and 
integrate its products 
across all businesses. 
Ms Laury insists the 
company is “on track to 
deliver ONE Kingfisher 
strategic milestones 

for the third year in 
a row and continue 
to see tangible deliv-
ery of our plan”. She 
points out her charge 
has returned a fur-
ther GBP40 million to 
shareholders year to 
date via share buy-
backs. Ms Laury said:

Around 40% of our 
ranges are now unified 
and continue to be well 
received by customers. 
Sales of these ranges, 
excluding outdoor 
products, are up, and 
we expect to grow the 
full year group gross 
margin, after clear-
ance costs. Meanwhile, 
we are into the final 
year of our unified IT 
platform roll out with 
Poland now underway 
and Brico Depot France 
due to start soon.

https://goo.gl/b72b5u
https://goo.gl/Q4Ux-

nM

Eyes on Kingfisher
following BUKI exit

http://hnn.bz/
https://goo.gl/sDRMN5
https://goo.gl/sDRMN5
https://goo.gl/b72b5u 
https://goo.gl/Q4UxnM 
https://goo.gl/Q4UxnM 
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Devon-based retailer, 
Reedy Supplies are 
planning to set to sell 
its garden tool brand, 
Greenman to Australia 
and New Zealand.

Reedy Supplies is a 
family-owned agri-
cultural and horticul-
tural tool retailer and 
intending to increase 
its sales exports to 40% 
after launching its first 
online store. Founded 
in 1972, it has been suc-
cessfully exporting its 
handmade garden tools 
to Germany, France, 
Canada and the United 
States for the past two 
years.

Now, the company 
is in discussions for 

its first orders from a 
distributor in Australia 
and a large garden re-
tailer in New Zealand. 
Adam Greenman, 
marketing director at 
Reedy Supplies, told 
Devon Live:

Because of the kind 
of products we sell, 
our sales are naturally 
affected by the seasons. 
One of our main aims 
in starting to export 
was to iron out this 
fluctuating demand. 
When itís cold here, itís 
summer somewhere 
else, which is why we 
decided to target the 
southern hemisphere in 
our bid for growth.

Following the launch 

of its online store, the 
website will be trans-
lated into at least two 
languages as the busi-
ness looks to increase 
its international trade. 
Mr Greenman, said:

...Weíll be using it as 
an online catalogue at 
first, so that customers 
and buyers abroad can 
look at our range, but 
with DIT’s (Depart-
ment for International 
Trade) help we are also 
looking into having it 
translated into other 
languages to grow our 
online sales.

One of the main chal-
lenges we’ve faced is 
finding accurate infor-
mation about the busi-

ness cultures in 
New Zealand 
and Australia. 
We’ve also found 
that there is no 
substitute for 
meeting buyers 
and distributors 
face-to-face if 
you want to 
build relation-
ships. By export-
ing, we’ve grown 
as a business 
and learned a lot 
about ourselves 
in the process.

https://goo.gl/
FnYg7M

GripIt Fixings signs global licence deal

UK Building Prod-
ucts (trading as GripIt 
Fixings) has agreed to 
a worldwide licence 
deal with MarXman to 
manufacture, market 
and distribute the 
MarXman, a profes-
sional marking tool.

The license agree-

ment will see MarX-
man benefit from the 
international reputa-
tion of GripIt Fixings, 
which exports to 34 
countries and has a 
presence in 5,000 UK 
stores (including Wick-
es, Screwfix, Currys, 
B&Q, Selco and Jew-

son) and 15,000 stores 
across Australia, New 
Zealand (Bunnings and 
Mitre 10), Canada and 
the USA (Home Depot).

GripIt Fixings will 
begin to develop new 
sales and marketing 
initiatives under the 
MarXman brand name 

(known as MarXmate 
in the USA and Can-
ada).

MarXman is a tool 
designed to quickly, 
easily and clearly 
mark almost any 
surface - from tiles to 
pebble dash, walls to 
wood or metal, ready 
for drilling or fixing. 
It can take the time 
and frustration out of 
marking a reference 
point for fixing or 
drilling. Founder and 
CEO of Gripit Fixings 
Jordan Daykin told 
Torque-Expo:

MarXman is a truly 
innovative product 
that appeals to trades-
men & DIYers across 
the globe. Its ability 
to deliver a simple 
solution to a common 

problem aligns with 
the GripIt philosophy...

MarXman founder, 
Martin Chard, said:

When you consider 
the success of Gripit 
Fixings in the UK and 
overseas, we are very 
excited about the op-
portunities this license 
agreement presents 
for MarXman and its 
growth and recog-
nition globally. Our 
ambition is for every 
tradesperson and 
DIYer to have a MarX-
man in their tool kit.

https://goo.gl/c2AHia

Garden tools exporting to down under

http://hnn.bz/
https://goo.gl/FnYg7M
https://goo.gl/FnYg7M
https://goo.gl/c2AHia 
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Smaller store vision for B&Q

UK home improve-
ment chain, B&Q could 
stop opening giant 
warehouses in out-of-
town locations to focus 
on smaller conve-
nience stores, accord-
ing to chief executive 
Veronique Laury.

Asked at the World 
Retail Congress in Ma-
drid, Spain how stores 
owned by Kingfisher 
will change over the 
next three to five years, 
Ms Laury hinted that 
opening convenience 
stores could be its next 
move. She said:

I think there are two 
directions of travel 
for stores, I think one 
of them is ultimate 
convenience, to be 
where people want you 
to be and to be as close 
as possible to where 
people live.

The big impact on 
that is urbanisation, 

everywhere in the 
world more people are 
living around cities. It’s 
about how you get to 
those people as close as 
you can.

Kingfisher could roll 
out plans for its B&Q 
business similar to the 
rapid expansion of its 
Screwfix stores, which 
sell tools for tradies. 
Screwfix has been a 
stand-out performer 
with growth of 16.7% in 
2017. Its model of small-
er outposts in town 
centres is a hit with 
customers who don’t 
want to drive miles to a 
bigger store.

Kingfisher aims to 
open 700 Screwfix 
stores in the UK, so 
that 97% of people are 
within a 30-minute 
drive of an outlet. 

Ms Laury said stores 
were also likely to 
stock fewer products, 

with staff on hand to 
offer advice on what 
to buy.

I was in one of our 
stores last week and 
there was a whole dis-
play 10 metres high of 
head tool replacements 
for drills. I thought 
as a customer, who is 
going to shop like that 
in five years from now? 
And actually, I thought, 
no one.

We don’t need all of 
that stock in our stores 
in the future, we defi-
nitely don’t.

However, Ms Laury 
went on to add that 
she believed Kingfisher 
was lucky to have such 
a big footprint in the 
UK (via its B&Q stores) 
because e-commerce 
was so advanced it was 
ìlike a labî showcasing 
what would happen in 
other countries. She 
said:

What is happening in 
the UK today, I believe 
is going to happen in 
France in two or three 
years from now and 
probably in Poland in 
five yearsí time. The 
pace of internet use 
and mobile equipment 
in those countries is 
catching up very fast.î

Response to 
change

Ms Laury believes 
many businesses had 
simply been too slow 
to react to the pace 
of change created by 
companies such as 
Amazon. She said the 
unstoppable boom in 
online shopping meant 
Kingfisher’s workforce 
was likely to shrink 
over the next five years 
but declined to say by 
how much. 

It currently employs 

78,000 people at its 
1,300 stores in the 
UK, Western Europe, 
Russia and Turkey. She 
said:

For 50 years, retail 
has been location, 
location, location. The 
race was to get the 
best store in the best 
location and if there 
is a cost associated 
with that it would be 
fine. Technology has 
changed all that.

Ms Laury also told 
delegates at the con-
ference that fellow 
retailers must ìchange 
or dieî as she warned 
that the industry had 
to keep up with evolv-
ing alongside consum-
er habits in the wake 
of mass job losses and 
store closures.

The biggest mistake 
that most retailers 
have made is thinking 
they are going to carry 
on doing what they 
have always done, with 
the same number of 
people and the same 
number of stores in the 
same type of location 
as they always have 
and just putting digital 
on top.

https://goo.gl/Hkg89R
https://goo.gl/

t69MNS

http://hnn.bz/
https://goo.gl/Hkg89R 
https://goo.gl/t69MNS
https://goo.gl/t69MNS


For more information and  
membership application call

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.

http://hbt.net.au/
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Cowdroy
Trusted by Australians since 1890, it continues to 

meet the needs of the hardware market

Cowdroy is one of Austra-
lia’s leading manufacturers 
of track and seal products 
across residential and 
commercial properties. It 
has recently experienced 
a rebranding journey and 
changed from the classic 
green and gold colours 
to the modern blue and 
white.

It reflects Cowdroy’s 
market leading status, es-
pecially in its weather seal 
range.

With over 125 years 
experience in the industry, 
Cowdroy has undergone 
numerous system and 
product enhancements 
to meet the increasingly 
varied needs of consumer 
demands and business 
partners. This flexibility 
to constantly be able to 
rebrand and refine its 
products is part of its on-
going commitment to the 

hardware industry. Peter 
Doyle, Cowdroy’s national 
business manager, said:

The hardware landscape 
is always changing so 
our goal is to adapt 
and evolve in order to 
provide our customers 
with the best possible 
experience when they 
interact with our brands 
and products. Cowdroy 
is focused on continually 
designing and devel-
oping new and exciting 
products for the Austra-
lian market.

Its extensive catalogue 
features door track sys-
tems, stops, guides and 
spare parts, door furniture, 
glass shelving systems, 
shopfitting products and 
showcases.

Cowdroy offers products 
for a wide range of appli-
cations.

Established in 1890 

initially as an advertising 
agency, Cowdroy has 
always been a pioneer in 
a number of industries, in-
cluding producing the first 
illustrated advertisement 
in the Sydney Morning 
Herald and the world’s first 
sliding glass aluminium 
track.

The latter creation helped 
steer Cowdroy in a new 
direction towards the Aus-

tralian hardware industry. 
Since then, Cowdroy has 
been responsible for other 
major inventions such as 
the highly successful ball 
bearing sliding glass track, 
a sashless sliding window 
and a sliding door track 
system featuring ball bear-
ings on a top race section, 
which was patented and 
sold under manufacturing 
license around the world.

Cowdroy’s re-branding journey has led it to its modern blue and white 
colours

The company changed from a more traditional green and gold combination

call: 1800COWDROY     email: sales@cowdroy.com.au      online: www.cowdroy.com.au



169

Special Advertising Section

Simmonds Lumber
Merbau: the right choice

Simmonds DNA Lumber® 
provides independently 
certified, legally sourced 
Merbau timber products.

Merbau is an excellent 
choice for external and 
exposed applications 
because of its natural high 
density and durability. 
Hardwoods have consider-
able natural fire resistance 
and Merbau is one of the 
few timber species that is 
sufficiently fire retardant to 
meet Australian Standard 
AS3959, and can be used 
in bushfire prone areas 
without any treatment.

Merbau is also an en-
vironmentally friendly 
choice and requires little 
energy in production.

Simmonds DNA Lumber 
is independently certified 
using the Certisource DNA 
verification technology – 
one of the world’s most 
secure chain of custody 
systems. Each timber batch 
is audited from the forest 
to the Simmonds Lumber 
warehouse by Double He-
lix Tracking Technologies.

Simmonds DNA Lum-
ber is also sourced from 
legally harvested forests. 
It is dimensionally sta-
ble, durable, kiln dried, 
fire and termite resistant. 
Simmonds is the Australian 
and New Zealand import-
er of DNA Lumber, and 
employs full-time quality 
controllers at the sawmill 
to ensure a high level of 
product quality in every 
pack. Simmonds DNA 
Lumber also satisfies all 
the requirements of the 
Australian Illegal Logging 
Prohibition Act 2012.

About Simmonds-
Simmonds is a premier 
wholesaler of a wide range 
of timber products for the 
housing industry, commer-
cial construction, home 
renovations, and industri-
al markets. Products are 
sourced from Australia, 
New Zealand, Asia and 
North and South America 
to provide customers with 
the right solution for their 
needs. Simmonds has 
offices in Brisbane, Syd-
ney, Melbourne, Auckland 
(New Zealand) and Sura-
baya (Indonesia). It was the 
first company in the world 
to use DNA technology 
to certify the legality and 
provenance of timber im-
ported from Indonesia.

An industry leader, 
Simmonds works closely 
with organisations such 
as Greenpeace and the 
World Wildlife Fund and 

is at the forefront of using 
technology to provide ex-

ceptional customer value.

call: (07) 3267 0244     email: mail@simmondsgroup.com.au    online: www.simmondslumber.com.au
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Sterling Ultimax Tape Measures
You’ll love them “beyond measure”

Sterling is excited to 
unveil its new Ultimax and 
Ultimax Pro tape mea-
sures; tapes with features 
to make jobs easier.

Through rigorous prod-
uct testing and develop-
ment, it has managed to 
keep the strengths of its 
tried and trusted tapes, 
while adding ground 
breaking functionality to 
elevate the tapes to a mar-
ket leading position.

Users can enjoy op-
timised legibility with 
Easyread technology, an 
innovation exclusive to 
Sterling Ultimax. Perfect 
for any application when 
the blade is away from the 
user, the Easyread tape 
is quickly gaining accep-
tance and becoming a 
must have amongst tradies 
and home handymen alike.

Clear millimetre markings 
and double-sided blade 
printing with horizontal 
and vertical print options 

make it virtually impossible 
to misread measurements, 
even at a distance.

Sterling Ultimax tapes will 
stand the test of time with 
a unique protective blade 
coating and an added 
blade protection on the 
first 200mm to prevent 
wear on the most used 
part of the tape.

The Sterling Ultimax Pro 
tapes boast an extended 
standout of around three 
metres together with an 
exclusive and strong end 
hook to keep “true zero”.

Sterling Ultimax & Ulti-
max Pro tape measures are 
available in the following 
varieties:
• Ultimax Pro – 8m wide 

blade: horizontal / verti-
cal print – TMFX8027

• Ultimax Pro – 8m wide 
blade: vertical / vertical 
print – TMFXE8027

• Ultimax – 8m x 25mm 
blade: horizontal / verti-
cal print – TMX8025

• Ultimax – 8m x 25mm 
blade: vertical / vertical 
print – TMXE8025

• Ultimax – 8m/26ft x 
25mm blade: hori-
zontal / vertical print – 
TMX8025I

About Sheffield 
Group

Sheffield Group is a 
fourth generation Austra-
lian owned and operat-
ed family company. It is 
dedicated to the success 
of your business through 
superior quality, service 
and integrity. Sheffield 
Group provides complete 
solutions in cutting tools 
through its extensive range 
of Sterling products, and 
in power tool accessories 
through its growing Alpha 
range.

Customer satisfaction is 
its top priority. When con-
tacting its sales or service 
team, you will speak with 
trained and dedicated staff 

members who genuinely 
care about providing the 
product or service that is 
best for you.

The team at Sheffield 
Group strive to exceed 
expectations in offering 
helpful service and advice 
to businesses throughout 
Australia along with prac-
tical solutions to solve any 
problems.

For more information 
contact Sheffield Group.

Ph: (02) 4957 8787 @: 
sales@sheffield.com.au

call: (02) 4957 8787    email: sales@sheffield.com.au    online: www.sterlingtools.com.au
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PPG Architectural Coatings
Protecting and beautifying the world

It’s easy to find PPG 
products being used on 
many DIY, renovation and 
commercial projects, every 
day. The company is rec-
ognised and respected as 
a global coatings leader.

PPG’s Architectural Coat-
ings division offers highly 
regarded residential, 
commercial and industrial 
paint brands to meet the 
varied needs of consum-
ers, interior designers, 
painting contractors, prop-
erty managers, developers 
and architects.

The Australian brand 
portfolio includes Taub-
mans, Bristol, White Knight 
and Flood.

In addition to architectur-
al coatings, PPG produces 
coatings for the automo-
tive, aerospace, packaging 
and marine industries on a 
global scale.

White Knight® 
Squirts

White Knight Squirts is a 
high quality, quick dry-
ing acrylic enamel spray 
paint that is ideal for many 
projects around the home. 
With a new and improved 
formula, White Knight 
Squirts adheres to plastic. 
It can also be used on tim-
ber, metal, wicker, plastic, 
masonry and ceramic.

As a paint and primer in 
one, it is quick drying and 
can be touch dry in 10 
minutes. It also provides 
excellent coverage – 3.5 
m2. It is hard wearing 
with cleaner and brighter 
whites.

This spray paint is ideal 

for use on canvas, furni-
ture, toys, gates, doors, 
letterboxes, trim, fixtures 
and craft projects. White 
Knight Squirts is safe to 
spray because it is CFC 
and lead free.

White Knight® 
Splashes

A water-based craft and 
decorative paint, White 
Knight Splashes has a du-
rable gloss finish. It can be 
used on suitably prepared 

timber, metal, ceramics, 
fibreglass and glass.

In addition to being quick 
drying, this paint is easy 
to apply, clean and main-
tain with a large range of 
colours.

White Knight® 
Strokes

As an oil-based craft and 
decorative paint, White 
Knight Strokes provides a 
long-lasting, professional 
high gloss finish. It can be 

used on suitably prepared 
timber, metal, ceramics, 
fibreglass and glass.

With many colours to 
choose from, White Knight 
Strokes offers long lasting 
protection.

These White Knight 
paints are ideal for use on 
interior and exterior appli-
cations.

call:(02) 9794 1200       online: ppg.com
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Daytek
Design for Today

As an Australian owned, third-generation family 
business Daytek has been manufacturing in Preston 
(VIC) since 1960 producing high quality clothes-
lines, homewares and wheelbarrows. It is commit-
ted to producing innovative, long lasting products 
designed to meet the environmental demands of 
today’s households.

The Daytek range of Mobile Airers is the perfect 
solution if drying washing on a rotary or fold down 
clothesline is not possible. With either horizontal or 
vertical hanging, these units are ideal where space 
is limited. The Mobile Airers have available drying 
space ranging from 13 to 18 metres, and fold away 
for easy storage.

The Retractable Clotheslines have lines that 
extend out effortlessly when required and retract 
away out of sight when not in use. The 4, 5 and 6 
line models all feature a corrosion resistant long 
life powder coated steel cabinet and each line is 
independently sprung and housed in its own car-
tridge. Easy to operate, the line locking mechanism 
tensions and securely locks all lines with less than a 
single turn of the handle.

Daytek’s Rotary Clotheslines offer large overall 
line space. The rotary head can be folded down 
and the entire clothesline easily removed from the 
ground mount socket for storage when not in use.

call: (03) 9470 1755    email: customerservice@daytek.com.au      online: daytek.com.au
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The universal lubricant 
WD-40 is one of those 
products that just keep on 
keeping on. While most 
people are aware that it 
has been around for some 
time, few realise just how 
interesting its origins are.

WD-40 was originally 
invented in 1953 in San 
Diego, California, by the 
Rocket Chemical Compa-
ny. It owes its origins to 
the USA’s early intercon-
tinental ballistic missile 
program, which made use 
of the Atlas rocket system. 
WD-40 was formulated to 
protect the fragile out-
er skin of these missiles 
(which also served as part 
of their fuel tanks) from 
corrosion. The name itself 
is thought to be an abbre-
viation of “Water Displace-
ment, 40th formula”. 

 This year WD-40 is fea-
turing two new variants. 
The first is WD-40 EZ-

Reach. This features a stan-
dard WD-40 can, but with 
an adjustable “reach-any-
where” 20cm straw, which 
can help users get the 
lubricant into the hard-to-
reach places. The straw is 
permanently attached to 
the can itself, so it can be 
simply detached to use the 
standard spray nozzle, and 
then re-attached for more 
specialised usage.

This seemingly simple 
change means that tradies 
can gain easier access to 
tight plumbing spaces, 
recesses deep behind 
engine blocks, hard-to-
reach hinges, rollers — and 
about 100 other places 
where they really need to 
lubricate...

The second innovation 
from WD-40 features the 
same “Smart Straw’ as 
the WD-40 EZ-Reach, but 
uses the WD-40 specialist 
Penetrant product. This 

has been designed by 
the company to really 
take care of the problems 
caused by rusted and 
corroded 
parts. 
It can 
help to 
signifi-
cantly loosen 
seized fittings, 
and all kinds 
of rusted-on 
moving 
parts.

The prod- uct 
is safe to use on metals 
including alloys, rubber 
and even plastic. It is the 
ideal product to take care 
of nuts, bolts, screws, locks 
and taps that simply will 
not budge.

call: 1800 00 WD40 (1800 00 9340)       online: wd40.com.au

WD-40
Smart Straw products provide better access

To view this video, simply go to youtu.be/D91lNXbH2QU, or click/tap on the image 
above.

http://wd40.com.au
https://youtu.be/D91lNXbH2QU
http://youtu.be/D91lNXbH2QU,
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Klingspor’s new diamond wheels
Klingspor is pleased to announce the launch of its 

new diamond products in Australia
Klingspor is a German 

based manufacturer of 
abrasive products with 
over 125 years’ experi-
ence. 

The Klingspor range of 
abrasives includes every-
thing from abrasive belts 
to cutting and grinding 
discs, flap discs and a 
complete range of other 
abrasives and accessories.

In 2015, Klingspor invest-

ed in a new, state of the art 
diamond wheel manufac-
turing plant in Europe.

The range and quality 
Klingspor can now offer is 
unrivalled in Australia. The 
range includes;
• Segmented diamond 

wheels from 100mm to 
500mm in diameter

• Turbo rim diamond 
wheels for general ap-
plications

• Continuous rim wheels 
for tile cutting

• Cup grinding wheels for 
surface grinding

• Core drills in a variety of 
diameters

The diamond range 
Klingspor is offering is 
made from the highest 
quality raw materials with 
the finest manufacturing 
processes. This is what 
Klingspor have built their 

reputation on for over a 
century.

The product is well 
presented in retail friendly 
packaging and retail dis-
play stands are available 
on request.

For more details, please 
contact Klingspor: www.
klingspor.com.au

1926

After intensive research 
KLINGSPOR succeeds in 
developing a process for 
the manufacture of water-
proof abrasive paper, for 
the first time in Europe. 
This innovation was of 
real significance for the 
automobile industry as 
wet grinding is an im-
portant procedure that 
is made possible only 
by means of waterproof 
abrasive paper. This 
KLINGSPOR innovation 
improves the efficiency of 
the automobile produc-
tion worldwide.

1950

For the first time, KLING-
SPOR produces high-
speed, fabric bonded 
grinding discs. Due to 
noticeably higher speeds, 
this KLINGSPOR innova-
tion leads to an enormous 
increase in the productivi-
ty and profitability as well 
as to an effective change 
of the whole abrasive 
cutting technology.

1954

The KLINGSPOR abra-
sive mop is patented. The 
idea is as simple, as it is 
ingenious: Many abrasive 
flaps are combined into 
an abrasive mop wheel. It 
adapts perfectly to each 
workpiece and, thus, is 
ideal for fine, flexible 
surface grinding. This 
KLINGSPOR innovation 
enhances the possibilities 
of application technology 
for grinding in many 
ways. 

2003

The CMT abrasive mop 
disc with rapid action sys-
tem as well as the WSM 
abrasive mop wheel with 
80 m/s approval provide 
for further growth. Both 
innovations are suitable 
for use on standard angle 
grinders. With rapid 
tool change in seconds 
and no tightening tool 
required, the CMT is the 
perfect solution for high 
ease of use and signifi-
cantly reduced set-up 
times!

Klingspor’s proud history of product development
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UNIMIG
Australian design and knowledge

Welding Guns of Aus-
tralia – trading as UNIMIG 
Welding – offers a com-
prehensive range of MIG 
welding, TIG welding, 
Spot welding, Plasma and 
gas cutting equipment 
and welding consumables.

It can provide all the 
welding requirements for 
the home handyman and 
heavy industrial appli-
cations, and anyone in 
between.

All the machines from 
UNIMIG are manufactured 
to, and comply with, the 
latest Australian standards 
AS60974-1 and EN 50199. 
This gives the operator 
assurance and certainty of 
safety, duty cycle perfor-
mance and quality.

UNIMIG also has a 
dedicated after sales 
service with warehouses 
and an experienced team 
of technical staff located in 
Sydney, Melbourne, 
Brisbane and Perth. It also 
maintains a large network 
of distributors and service 
agents throughout Austra-
lia to provide efficient 
delivery and service 
support.

Established in 1985 as an 
Australian family owned 
business, it is committed 
to ongoing product devel-
opment using the latest 
technology.

Products

VIPER MIG182 is an 
inverter-based portable 
MIG welding machine with 
added MMA function. The 
MIG function allows users 

to weld with both Gas 
Shielded and Gasless wire 
applications. Easy step-
less adjustment of voltage 
and wire feed make for 
easy setting of welding 
parameters.

Wire Inch gives easy 
feeding of the wire during 
set up without gas wast-
age and the Burn Back 

adjustment leaves the 
wire out ready for the 
next weld. MMA welding 
capability delivers easy 
electrode welding with 
excellent results, including 
cast Iron and stainless. A 
240V single phase pro-
vides great versatility, and 
ideal for DIYers and the 
home workshop

The VIPER40 is an 
inverter-based Plasma 
cutting machine produced 
using the latest in IGBT 
technology. Low cost and 
portable, this machine 
is reliable, robust with 
features expected from a 
quality Plasma Cutter.

The CUT40 produces a 
high temperature plasma 

stream en-
abling effort-
less cutting of 
all electrically 
conductive 
materials in-
cluding steel, 
cast iron, stain-
less steel, cop-
per, aluminium 
brass etc.

Connection 
of the CBR50 
Plasma torch 
provides 
effortless 
starting of the 
cut with pow-
erful, fast and 

accurate cutting capability, 
as well as longer life cycle 
consumable electrodes 
and cutting tips. The HF 
contact start function 
allows the torch tip to be 
placed directly onto the 
work piece during start 
up and during the cutting 
process.

It is suitable for applica-
tions such as sheet metal 
fabrication, light industrial 
use, site work, automotive, 
ducting work, repair and 
maintenance services.

The Razorweld product 
range represents the latest 
developments in Inverter 
technology. The expertise 
gained from UNIMIG’s 
long involvement with in-
verter technology means it 
has the inside knowledge 
on what the arc character-
istics, performance and 
interface between man 
and machine should be.

UNIMIG’s specialist weld-
ers have a proven history 
of welding knowledge and 
expertise, giving vital input 
towards ensuring that its 
machines deliver control 
and performance to the 
highest professional level.

All of the machines sold 
are designed and built to 
UNIMIG’s specifications. 
They are manufactured 
to, and comply with the 
latest Australian standards 
AS60974-1 and EN 20199.

call: 1 300 864 644                 online: unimig.com.au

http://unimig.com.au

