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COVID-19 Survival Strategy

As a result of the pandemic and subsequent lockdown, many hardware
retailers have experienced a sharp boost in sales, followed by a sustained, but
lower increase. However, it is evident that over the next six months different
forces will come into play, and that the health of the economy will be the most
important factor.
While several global governments, including Australia’s, have suggested a
quick, V-shaped recovery, many economists disagree. The consensus is that
economies will be changed permanently.
Retailers must respond by changing their own strategies, and flexibly adapting to what happens next.

102

Mount Alexander H Hardware

There is an increasing trend that some of the most innovative hardware
retailing takes place in retail areas, and Mount Alexander Timber & Hardware
(MATH) is a case in point. Retro-fitting a long-established store that was one
step beyond being on its “last legs”, the team at MATH have built a modern,
sensible store that is functional and efficient.
It’s not so much a “re-invention” of conventional hardware, as that they have
taken best practices and found ways to turn these up to the maximum. Along
the way, they’ve adapted to a changing mixed customer demographic, while
engaging in a clear and helpful way with the community.
The result is a thriving, busy store that is a pleasure even to visit.

63

Bunnings Results
Bunnings’ results for the first
half of 2019/20 were difficult to
analyse in terms of strategy. While
they showed signs of growth, the
company seems to be undergoing
a fundamental shift. HNN sees the
emergence of a “Bunnings 2.0”,
reflecting a different market fit, and
a better understanding
by the retailer of its true
strengths.

48

TTI Results 2019
Techtronic Industries (TTI), makers
of iconic brands Milwaukee, Ryobi
and AEG, had a successful year in
2019. As usual, however, the focus
is on what they have to offer in
2020. This includes enhancements
to existing lines, a new family of
framing nail guns, and — most significantly — the MX FUEL
line of high-powered,
light industrial tools.
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The Insider: Jason Howes

The hardware industry has always struggled when it comes to finding ways to
improve business — suppliers as much as retailers. While most innovative ideas
come from outside the industry, hardware is so unique it’s often hard to adapt
those ideas successfully.
Jason is one of a new breed of former hardware executives who have branched
out into their own businesses, with the intent of using skills they have learned
both inside and outside the industry to help businesses get to the next level of
performance. Jason sees his own work as helping companies get the salespeople
they need, rather than just people who interview well.
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On the cover: left, Rod Hickey and right, Lachlan Maltby, partners in MATH.
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Stats: Retail March 2020

As you might expect the stats for March showed a
real surge in retail revenues for hardware. However,
that surge was not evenly distributed. In dollar terms,
Victoria captured nearly
40% of the surge, while
NSW managed just over
20%. This could presage
the way reopening the
economy goes, with
differences
between the
states.
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COMMENT

The only thing that can make HNN write
about politics is when politics looks set
to do something not good to hardware.
At the moment, there are projections
regarding the post-pandemic recovery
that just do not make sense. We trace
that back to the increase in populism, and
how that distorted the initial response
of governments in the US, the UK and
Australia to the cornonavirus
SARS-CoV2, the cause of
COVID-19.
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Publisher’s Note

As part of this edition, we thought it might be a good idea to speak to some of the
hardware retailers who have worked through this unprecedented period of social
distancing, self-isolation and working from home.
As often seems to be the case in hardware retail, when you actually get out and
speak to the some of the retailers to find out how they are coping, the
results are heart-warming, and also — hey, it’s still hardware, right? —
sometimes funny.
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John Ioakim

The Lakes H Hardware - LAKES ENTRANCE, VIC
How did you come into the hardware business?
I was the store manager of this store under the previous owners when it was
a bannered store. In 2016 the owners called me looking to sell. My wife,
Leanne and I spent many a night around the kitchen table running figures
and swapping ideas for the store. We decided to go for it but we wanted to
be truly independent and in control of our stock.

What made you decide on branding your new store H Hardware?
We had a few recommendations to join the HBT Buying Group and when that
stacked up we had a chat with Steve Fatileh who showed us the branding
for H Hardware. It looked great, the colours are eye catching and it really
stands out. The clincher for us was that the store was ours, we could be

For more information and
membership application call

1300 305 719

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.

publisher’s note
Before anything else, I hope you are all keeping safe and
taking precautions to remain well whether you are working
remotely or on the frontlines serving customers in a store, or in
warehouses dealing with product.
At HNN, we’ve been doing a lot of work behind-the-scenes
putting together the next iteration of HI News, and used our
expertise to help other publishers move to digital. While we’ve
had these plans in the works for some time, we’re also responding directly to the current situation and what we think will be a
long and difficult period of recovery.
As part of this edition, we thought it might be a good idea
to speak to some of the hardware retailers who have worked
through this unprecedented period of social distancing, self-isolation and working from home.
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As often seems to be the case in hardware retail, when you
actually get out and speak to the some of the retailers to find
out how they are coping, the results are heart-warming, and
also — hey, it’s still hardware, right? — sometimes funny.
Leigh Muggleton from Inverell H Hardware in northern New
South Wales is an old friend to HNN. It was his store I visited
the store to do one of the first, in-depth retail profiles for this
magazine. He and his business partner, Robin Cameron run a
large, successful store despite the competition that surrounds
it. Leigh’s wife, Erin has also been part of the store’s success, but
she has since retired from the day-to-day running of the business.
Leigh says he has been very lucky to have the boost in sales
as a result of more building work, but it is also easy to see that
he has been very consistent and was prepared for the recent
uptick in business. He told us:
From the beginning, the goal was ... to have the right price, and
the right service every time. No
one is perfect ... but you can try to
do that nearly all the time. If you
help a builder out when they’re little bit tight with money, the difference it makes is phenomenal. And
that said, it’s the right price, I didn’t
say the cheapest price. But you’ve
got the right price consistently.
And I think you put it well, we’ve
been consistent. We just had a
fellow, I was on the phone to him.
And he owes us a bit of money.
hnn.bz

(l&r) Leigh Muggleton &
Peter Horwood (Integrity
Homes) at the launch
of Inverell H Hardware
in 2017

And he said ... ‘Please, would you let it keep
going and I’ll do this and that.’ And that’s all
you need to say. Talk to us. We’ll do whatever we can. And that makes a big difference.

Many hardware retailers probably have
a similar relationship with their customers who are builders. What makes Leigh
special is that in the past, the store faced
its biggest challenge trusting a builder
who turned out not to be so trustworthy.
Yet Leigh does not allow that memory stop
him from helping out his current customers when he can.
To read his story, you can go to the following link. It starts on page 29:
https://hnn.bz/hinews-3-04.pdf
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Grant Crowle from The Hardware
(l-r) Grant Crowle, Betty Tanddo and Megan Crowle
Store in Balmain and Alexandria (NSW) is
like the friend you go to when you want
some advice even if you know you won’t always agree with it.
Grant has always moved to the beat of his own drum in a way
that seems both interesting and entertaining, at least to us, at
HNN. He also has a way of saying things that a lot of us might be
thinking but don’t always express. Here, he describes the recent
busy period during self-isolation:
People just ring up and then they just ask question after question.
They just don’t believe your answer half the time which is a problem. Like I got a question the other day about fluorescent tubing.
I tell them to just bring it in, I’ll have the right ones. And they don’t
believe you. You get that all the time. I must have hung up on 30
people. I just couldn’t stand talking to them anymore.
Grant’s store expanded its customer base despite him not
really wanting to take a lot of phone calls. He remains one of the
canniest store owners we have ever met. We always have a lot of
time for Grant.
David van der Plaat and Jannene Rixon from Cooma H Hardware in southern New South Wales spoke to us about how they
developed curbside or parking
lot service with little fanfare,
just simply responding to their
customers needs.
We’ve had some people ring in
about buying something and
we’ll say, “We can get it ready’. I
had one lady and she said, ‘Oh,
can you have it sitting right at
the front door?’ I said, ‘Well if
your husband doesn’t want to
come in when he’s picking it up,
give us a ring when he gets to
the footpath and we’ll run it out.’ Cooma H Hardware owners and siblings (l-r): Elizabeth van der Plaat, David
van der Plaat and Jannene Rixon

hnn.bz

Small gestures can sometimes lead to offering additional services that result
in more long-term customer
loyalty to the store. Cooma
H Hardware is not the only
retailer that has benefited
from doing this.
Months before there was
any awareness of the global
pandemic, we visited Mount
Alexander H Hardware in
Campbells Creek, right next
to Castlemaine in Victoria.
What we discovered was a
top-tier team putting their
very real investment and a
Betty Tanddo and Jenna Harding at the entrance to Mount Alexander H
lot of heart into their store.
Hardware in Campbells Creek (VIC)
It’s the story of a contemporary hardware store, operating in 2020.
You can read about it on page 63 in this issue.
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See you next time,,
Betty
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DIGITAL
IS THE FUTURE
OF MARKETING
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YOU NEED TO FUTURE PROOF YOUR BUSINESS.

Still relying on print? Consider this: how much time do your customers spend
using their mobile phone and computer? And how much time do they spend
reading magazines? Which matters more to them?
DIGITAL is all about performance and engagement. DIGITAL readers opt-in
to receive your message — they’re not just another address on a mailing list.
DIGITAL doesn’t just earn attention, it measures it as well. No other media
has the equivalent of downloads, which directly show reader engagement.
And DIGITAL is also less expensive, simpler and more flexible.
To make the move to DIGITAL, just call HI News on 0411 431 832, or email
Betty Tanddo on betty@hnn.bz. The future looks great, believe us.
hnn.bz

comment
For business media, having to write about politics is usually difficult.
HNN’s approach to politics has been to see it as a declining influence on
both individual business success, and national economies in general.
However, when it comes to the ongoing COVID-19 pandemic, at least
the structure (if not the content) of current politics has become important. That is because the pandemic has been so deadly due to — of course
— the characteristics of the virus itself, but also due to how some of
those characteristics initially made it seemingly invisible.
Invisible, that is, to the political and administrative branches of many
Western governments. The problem of invisibility was especially marked
for governments where political parties came to power through populist
movements. This includes those of the United States, the United Kingdom, and Australia.
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Populism seems to have arisen over concerns about the distribution of
wealth. Only a very narrow sector of industry, that related to technology,
has continued to grow at rates which approximate the more wide-spread
growth of the late 20th Century. Meanwhile the twin forces of automation (itself driven by technology) and access to low-wage labour pools
such as those of China, South-East Asia and the Asian subcontinent,
have reduced many nations’ pre-existing manufacturing base.
The apparent maldistribution of wealth was exacerbated further by
events such as the Global Financial Crisis (GFC) of 2008/09 (the forces behind which initially seemed a means of partially solving it). The victims
of the GFC were very grateful over the first five years post the collapse
for government interventions which prevented economic chaos. Around
2013/14, however, they began to believe they had worked hard for the past
decade, gone through some tough times, and yet didn’t have what they
regarded as very much to show for it.
Post GFC populist political movements rely on three main features to
achieve electoral success. The first is the Great Big Lie (GBL), the second
The Enemy, and the third The Irrational Fear Rumour (IFR).
The GBL for the Trump campaign was its demonisation of Hilary
Clinton, for the UK that money sent to the EU could go to the National
Health Service, and in Australia we had the budget surplus — a surplus
worth delivering, even if it reduced economic growth. For The Enemy, the
US had immigrants, the UK had the EU, and Australia had refugees.
When it comes to how Australia and other nations have responded
to COVID-19, however, it really is the last element, the IFR, that is most
significant. Populist campaigns have been so prolific in stirring up these
fears, it’s difficult to choose examples. Certainly the rumour that Hilary
Clinton was running a pedophile ring out of a Maryland pizza shop is in

hnn.bz

something of a class of its own. The closest Australia can get is the
Facebook campaign claiming Labor intended to tax specific utes,
allied with an ad stating that “Shorten is stealing the weekend” by
mandating more electric vehicles for 2030.
The content of these campaigns doesn’t really matter, but the
tactics do. An IFR needs to be based on something that creates
emotional panic. It also needs a mental “hook”: data or information
that suggests rather than attempts to prove the core statement. A
faulty proof can be debunked, but an insinuation, a rumour, though
lacking any substantial basis, can never be completely dismissed.
Enter the virus. Doesn’t the pandemic match the exact pattern
of an IFR? A mysterious disease, originating in China. Some people
it chooses to kill, other are only mildly ill, while in still others it
lingers silently, breeding, infecting. It will wreck the economy, ruin
sport, and divide families.
That’s one big reason why the governments of the US, the UK
and Australia were so slow to respond to the pandemic: it sounded
like one of the IFRs the ruling parties had themselves made up in
the past. The leaders of all three nations initially tackled COVID-19
as though it were an information problem, and not an extremely
dangerous disease — an actual, real disease, in other words, rather
than a rumour.
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While that attitude is now in the past (mostly), the difficulty is
that this approach has lingered and continues to inflect the next
stage of handling the pandemic, restarting “frozen” economies.
The so-called “V-shaped” recovery is, and has always been, a myth.
Again, this idea of a rapid “snap back” is based on the notion that
there has not been material change, but only informational change.
But there has been actual material change. The best we can hope
for, really, is a “k-shaped” recovery: a steep drop, followed by some
sectors recovering back to pre-pandemic levels, while other sectors
continue to decline.
For hardware retailers, the positive path ahead will include the
need to change and transform aspects of their businesses. Changes
that might have taken five or six years to eventuate will need to be
completed in two or three years.
It is vital that retailers find the right path, and do whatever is
necessary to stay on it. While that is going to be tough, like just
about everything about the pandemic, the one thing we can say
with confidence is that survival, no matter how difficult, is way
better than the alternative. And make no mistake: that alternative,
when it comes to the economy, is proportionately more likely than
success. Especially if we lose track of the difference between truth
on one side, and rumours degenerating to propaganda on the other.
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website:
email:
• www.arrowexec.
• com.au

start text

social:

• hwww.linkedin.com/in/
jason-howes-arrowesc/

email:

• jason@arrowexec.com.au

Looking at salespeople, most businesses
find themselves having
to choose between
generalists who have a
good understanding of
the sales process and
wide experience, and
specialists who have
deep industry knowledge, but a more limited
grasp of general sales
principles.
Jason Howes is that
rare individual with a
great deal of experience
in the timber and hardware industry, but who
has also reached out to
gain a broader understanding of what sales
is, and how it really
works.
Given that, it is
hardly a surprise that
he has chosen to bundle
that knowledge up, and
offer his services as an
executive “sales coach”,
with his own company,
Arrow Executive Sales
Consultants.
The issue he has had
to tackle is this: If sales
are so crucial to the
success of most businesses, why do so few of
them spend sufficient time engaging in developing the best sales team right from the outset?
Businesses can often be ultra-rational about
supply chain, distribution, and even marketing,
but when it comes to sales, they revert to “gut
instinct” and taking bets on their assessments
of individuals.
Everyone knows a great salesperson when
they meet him or her. But finding someone who
has the potential to be great, or who can become
a reliable top performer in a consistent environ-

ment is actually a lot harder — and it is unlikely
that pure gut instinct, on its own, is going to get
you there.
While Jason’s early working life seems on
the surface to be like many people who gained
their experience in the hardware retail industry through trade training as a young person,
one element that shifted him towards broader
and more senior roles was the opportunity to
work with a number of industry mentors. His
mentors have included such industry stalwarts
as Peter Dallimore, Peter Hyne and ChrIs Woodhouse.

hnn.bz
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Not surprisingly, Jason has deep roots in
this industry with some connections going back
almost 30 years, almost to the beginning of his
career. This is something he remains quite proud
of and draws on frequently for his own business.
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was expanding into Victoria and the southern
markets. Jason had responsibility for the buying
groups. He said:
It was a fortunate time. There was a lot
of growth with Mitre 10 and Home Timber &
Hardware … Natbuild became a lot bigger and
Background
so did HBT, I dealt a lot with Tim Starkey at HBT,
The path Jason has taken to where he is now another great legend.
has not always been smooth, but resilience and
To help take better advantage of the growth,
a strong survival instinct helped him to reach
Jason segmented the different accounts as a way
a place where he can offer his clients valuable
to make better use of them. He explained:
advice on how to enhance their sales function.
As a project, we classified each of the stores
Jason also knows how to appreciate a “full
into classifications based on: Do they fit our precircle” moment. He started his first job as a sales ferred client model for supply and distribution?
rep when he was 19, at Coastway Timber, where
This led to better performance by the sales
he looked after builders in his home town of
team, because they could focus their efforts in
Tathra (NSW). That followed on from his time
areas which would provide the best result. As
as a sales and merchandising trainee. Placed on part of that process, he saw himself as an active
TABMA (Timber and Building Materials Associ- manager:
ation) training, he had learned how to provide
I worked very closely with the sales team to
detailed estimates for frames and trusses.
support them. I also liked to get out and spend
When Hyne Timber purchased the company time on the road with the reps and work with
in 1990, it saw potential in Jason and offered him them to … develop and prospect new business.
a number of different roles. He soon moved to
In addition to the independent groups, Jason
Brisbane to start a new job in wholesale. It was
dealt with Bunnings soon after it took over BBC
there that he began selling on the road and dis- Hardware. He worked with senior merchandiscovered exactly what prospecting was all about, ing, buying and category managers on behalf of
through experience. He said:
Hyne Timber. During this period, Jason believes
I remember going into places cold calling and he won major contracts using consultative sella) I didn’t know exactly or as much as I should
ing techniques, finding gaps in the market and
have, and b) I was doing something that I’d never providing solutions.
done before.
It is something of a poignant memory today,
because now he has his own company he finds
himself, in a sense, right back where he started:
prospecting once again. As he describes it:
Lately, I’ve been able to look back and ask myself, ‘Right, what did I do well then? And where
did I struggle?’ And … I made a lot of mistakes, in
particular, not qualifying [sales leads] enough or
quick enough. But I was persistent. I’d keep coming back … and I’ve always been competitive and
that flowed through to my work as well. When it
came to prospecting, I was pretty average. [But]
the more I prospected, the more success I had.

Self improvement
Persistence and self-development have
played a big part in his life. After gaining a
diploma in marketing to expand his skillset, he
applied to be the key account manager at Hyne
Timber. After missing out on it that first time,
he stepped into the position a year later. It was a
senior managerial role, and significant achievement for someone who was only 30 years old.
While he was working there, Hyne Timber

Jason’s history in the
hardware and timber
industry goes back over
30 years

hnn.bz
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His time at Hyne Timber proved to be productive as he was involved with both the Tuan
and Tumbarumba Mills expansion, and the T2
launch. At the Tumbarumba Mill, Jason was
part of the senior management team during the
upgrade.
Winning major contracts attracted the attention of Woodhouse Timber. Woodhouse offered
Jason an opportunity too good to refuse so he
became the company’s national sales manager.
While at Woodhouse, he gained invaluable
experience in importing and retail merchandising, working on developing efficient product
lines that provided a strong product/market
fit. He narrowed the Woodhouse product offer
to a core range of finger-jointed mouldings and
external pre-primed timber. The introduction
of prime moulding led the company to win the
tender to be the first to import prime timber
mouldings into Australia in a major way. He said:
There was quite a lot of range consolidation.
But what we did was focus in on the core range
and then expanded that range to be a market
leader.
Jason was involved at looking at the range in
stores at the time, specifically to identify what
was not selling. He explains:
I did a lot of analysing of data by store, by
product group, by product to really dive down
[on the data] and spent a lot of time in stores
evaluating what was working and wasn’t.
I started a massive job but I didn’t know how
big it really was … and [eventually did] a lot of
merchandising and improved the presentation
the way it was offered. This included deleting
products and adding new sizes, lengths and
profiles to the range.
It was all a lot of work but I really loved the
analysis part, looking at the data. And I suppose
that’s come back to where I am now with prospecting, really knowing who you’re targeting and
who’s your best set of clients to work with and
what do they look like, and what problems they
are facing daily.
Using some of the contacts he cultivated
earlier, Jason helped win a number of major
accounts during his time at Woodhouse Timber
including United Mitre 10 in New South Wales
and Sunshine Mitre 10 in Queensland.
Jason believes his consultative selling techniques contributed to gaining these accounts.
Sunshine Mitre 10 in Queensland was a case in
point.
[Sunshine Mitre 10] had a problem with quality. They were getting issues with their mouldings
and the builders were starting to reject it. So

we offered them a product that took away just
about every problem they had, and they really
took it to market on the Sunshine Coast…

Starting up Arrow
The urge to do something of his own came
about for Jason following a difficult time. Back
then, Jason felt as though every aspect of his
life started to clash. He was feeling alone, at
work and at home, and he was travelling a lot.
His close colleagues, John Andrew and Jason
Hansen had already left Woodhouse Timber, and
Jason was going through a marriage separation.
As he describes it:
I had a moment when I was walking down
the street and I just thought…I can’t do this …
And not only that I can’t, but I didn’t want to be
there. I don’t want to say that because I’ve got
a lot of respect for Chris. He was a good mentor
for me, but I had my own things going on, and
I realised that. I needed to put myself and my
family first.
I had two young daughters who were struggling. To be honest, I was worried [because it felt
so overwhelming]. I felt I couldn’t be everywhere
I needed to be.
The leadership course he completed while at
Woodhouse also helped him to think about what
he had done well, and not so well. He used it as
a starting point, to seriously consider what he
wanted to do. He said of that time:
I worked out that I can do something myself, I
thought I don’t have to worry about getting a job
because I’ve still got my reputation.
As with just about everything else he has
done, Jason found getting his own business
going meant there was a lot he had to learn,
especially when it came to social media.
[With] prospecting now, you’ve got social
media and there’s a lot of desk warriors. No one
wants to talk to anyone. I’ve really put a lot of
energy into really learning … how I can prospect and sell and be a better salesperson … even
though I’ve been doing sales for 30 years.
Being able to discover and engage with a new
medium like social media is one of the advantages Jason sees himself as offering. It enables
him to coach his clients because he understands
their own struggles to adapt to this constantly
changing environment.
Like many advisors in his position, Jason
struggles with both the concept and the description of “consultant”. It tends to imply an expert
who is going to just wheel in a lot of pre-determined knowledge, rather than engaging fully
with each unique and individual situation.
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The consultant name, unfortunately, doesn’t
ring too well with a lot of people. When I talk
about my business, I just say Arrow Executive
Sales. I don’t even use ‘consultants’ because a)
it’s long and b), it’s [more] being able to talk to
people on their level of where their pain points
are within their business.
And having worked [across] retail, trade,
wholesale, and business development … that can
help too.
Based on his real world experience and
professional self-development, Jason believes
he has a unique perspective and can understand
his clients’ issues. He believes he is be able to
offer real value in terms of improving sales.
As for his own life, taking some time off and
getting his own business going turned out to be
a real turning point. Jason is happy to be able to
say that he is well and truly back, enthusiastic
and doing well. He said:
I took that time off and I thought, I need to
find a job that I can look after my daughters. I
thought, I like selling, I’ve got a good network. I
really enjoyed working with new businesses and
helping other businesses. And I love a challenge
and I wanted to give back to an industry that
had been kind to me.

Assessing sales teams
As a way of getting his own business going,
Jason conducted a personal evaluation. That
led him to realise that he had a lot of experience
and knowledge, but he needed to broaden his
approach. He felt that there was something that
could make the knowledge he did have more
effective.
Jason asked himself, “When you are looking
for someone [in sales], how can you find out
more about them instead of just interviewing
them and them telling you what you want to
know?” Because, of course, too often that leads
to a great interview, followed only by mediocre
results. He adds:
This is costing companies thousands of
dollars, let alone the impact on customers.
Unfortunately. companies are too focused on the
cost to hire, not the quality or suitability of the
individual.
The problem is so severe, that Jason believes
many companies can have as little as 20% of
their sales team who can or are willing to go out
and hunt for new business. While that is a big
problem for many, he sees a big opportunity to
boost sales performance for his clients. He said:
With the current market conditions, business owners and CEOs are looking at ways to

generate more sales than the current team are
achieving or capable of.
The answer that Jason found to help solve
this problem was the use of tools provided by
the Objective Management Group (OMG). OMG
is well known as an assessment tool created
by the company’s founder, Dave Kurlan, whom
many is consider an expert in the field. The
OMG tool helps businesses find effective salespeople with what it regards as a high level of
predictive accuracy.
OMG is referred to as a pioneer in “sales
force evaluations and sales candidate screening”, and can help “measure sales effectiveness,
execution and potential”. Its website offers a
number of white papers that are freely available. (See the website here:
http://www.objectivemanagement.com/)
OMG has been named top sales assessment tool for the ninth consecutive year by JF
Initiatives, publisher of US magazine, Top Sales
World. In 2019, OMG was also included in the
Top 20 Assessment & Evaluation Companies
List by Training Industry website and magazine.
It makes sense that Jason was drawn to the
OMG tool. He is someone who embraces process. While working on the Bunnings account
as a supplier, he helped to develop a way that
involved taking photos for reports that differentiated them, provided coaching for his team
and merchandising. It was the first time where
he could see that implementing processes can
deliver revenue growth and keep a large team
on track. He said:
...There was a lot of market segmentation,
a lot of prospecting. My team and I did all the
introductions into the new states we were going
into and researched the market, finding out
who’s who, who’s doing what? What do we need
for product? I really loved that.
Jason came across OMG on LinkedIn, which
is his preferred social media platform. He is an
avid user, and indicates he has accumulated
around 12,000 followers. Jason favours LinkedIn, because sees it as a “fantastic learning
platform”. As he explains:
I’d been following some people with OMG ...
for probably a year and I liked what I saw.
Jason also used one of OMG’s assessments
while coaching a client in Sydney and was
impressed with the reports that it produces for
sales candidates. He said:
The key areas that it works for is, firstly, sales
evaluation. A past client wanted to know more
about the skillset of his team, and what drives
them. And where they can improve.
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Jason can assist in getting the salesperson
to plan better, set new targets and identify prospects. He said that part of the evaluation also
involves what OMG calls the “sales DNA”.
The sales DNA asks, ‘Is the person you’ve got
capable of what you want them to do?’ It gives
the business owner a clear path on whether they
want to invest in this person and improve their
performance with coaching, or should they move
them on …
There are people that are in jobs who are
consistently not performing, who should not be
there. But on the flip of that is, has the business
invested in them to try help them and given
tools, support and coaching?
This is where Jason can play a vital role because he can take the emotion out of managing
a salesperson for a better outcome, or help make
the decision to help move the person out of the
Using the OMG tool
business. He said:
Jason sees a place for the OMG tool in the
And that’s where a lot of people struggle. I
type of work he is doing now, and believes it is
have a lot of people say to me, ‘I’d rather you help
a new innovation for the industry. He gives the because I’m [too] emotional ... I’ve known the guy
following example as to how the assessment
20 years…
can work for a client who wants to examine
Jason also mentions the Sales Effectiveness
their current sales team:
and Improvement Analysis (SEIA) that forms
I generally ask, ‘What drives you? We find out part of another OMG tool.
if it is money, extrinsic or intrinsic, for recogniAccording to the website, the SEIA looks at
tion or satisfaction, or motivated to serve. If we the people, systems and strategies in the sales
get the assessment and in ‘commitment’, one of
part of a business. It can shed light on potential
the key criteria, is 30% then we basically know
problems with hiring criteria, the quality of a
they may be ‘comfortable’ and sales are probably sales pipeline, the effectiveness of sales manageshowing that…But just from me turning up, get- ment efforts, whether the management team is
ting them to focus on key areas, supporting and on the same page, whether salespeople are capamaking them more accountable, sales can go up ble of executing the strategies, how comfortable
20, 25% quite quickly.
they are with the model for going to market,
There are 21 core sales competence…It takes
people roughly about an hour to do it and covers
off a lot of areas about what it takes to be a high
performance salesperson. It’s very intense [to
complete] but you will learn what you need to do
to help them achieve their potential.
In 2020, Jason has become a “partner” for
OMG assessment tool. He explains:
The sales force evaluations and candidate
assessments are sales specific and highly predictive of sales success … and a tool that I will be
using for my sales coaching and business development programs. It’s the starting point.
The tool, on its own, can seem a little cold as
it is primarily about skillsets, strategies and systems. Jason sees part of his job, when coaching
clients, as bringing the tool to life, and making it
relatable.
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Jason Howes (back
row, second from left)
surrounded by industry
friends at the 2018 HBT
National Conference
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and whether business being lost as a result of
weaknesses among the salespeople.
It identifies the salespeople who should be
performing better and what businesses must do
in order to help them reach their potential. Users of the tool learn who is trainable, how much
training they’ll need and the kind of help from
which each will benefit. Jason adds:
It actually looks at the whole sales process
of the business … It really digs deep into detailed
analysis. The owner gets input into the questions
that are asked so it looks at the industry … what
sort of markets they operate in and the market
conditions.
It analyses the sales force and looks at how
this salesperson compares against another
salesperson as far as skills go, and you can do
benchmarking … It’s a very powerful tool that
can turn into a coaching program…
The main point of difference about the
OMG tool is that is purely focused on the sales
function, and the evaluation identifies areas for
improvement. Jason said:
...We turn it into an action plan where we
make people accountable ... I’m really big on
change projects … I love making change, implementing and executing change. A lot of businesses find that difficult but we can support them
through it.
A lot of people don’t want to get out of their
comfort zone … [There are people] who can’t work
with me at the moment is because they just can’t
get to that point. Or didn’t have the time, however that could have changed now.
The OMG tool also has a pre-assessment
component. Jason explains:

All applicants [to a job advertisement]
go straight into the assessment tool. It takes
roughly an hour and will give a report saying,
yes, I’d hire the person, they meet the criteria. [It
will also show] if the person doesn’t meet all the
criteria but they are worthy of consideration and
no, don’t go anywhere near them.
Arrow Executive Sales can provide clients
with the full recruitment service or part of it,
such as the pre-hire assessments. Jason said:
There are different options … and the business is quite flexible on working with the client
to provide value.

Conclusion
As we said at the start, there is something
quite unique about Jason. Everyone in hardware
prefers to work with an “insider”, someone who
understands the quirks of the industry (because
we are just a quirky lot). But the industry also
knows that it is not always on the cutting edge
of new developments in areas such as sales.
Jason has done the work many companies
need to do, and learned the lessons. He’s certainly a polished sales executive — but he also still
has a lot of the 19 year old with a bit of training
who set out to sell timber to builders in his
home town. And that can only be a good thing.
Related links:
For more information about Sales Effectiveness and Improvement Analysis (SEIA), go to:
https://bit.ly/3e1HnGd
The following link goes to a short video that provides an example of the OMG tool:
https://bit.ly/2WQ0cqp
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statistics
ABS Retail Sales: Big
boost for VIC in March
in this
update:
update:
•start
ABStext
stats for
March 2020
indicate there
was an unexpected increase in
hardware retail
revenues
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• While most
states and territories saw some
increase, Victoria
benefitted far
more in both percentage and total
dollar amount

• This is likely
the effect of the
current COVID-19
pandemic, which
boosted DIY
sales, as well as
causing some
commercial
work’s start date
to be moved
forward

Over the coming
year, statistics has a
particular role to play
in Australia’s efforts
to recover from the
pandemic. While we
are likely to receive
indications of shifts in
hardware retail from
anecdotal sources first,
stats provides us with
a broad-based background to see what
really is happening.
The big question
that many hardware
retailers have at the
moment is how widespread and strong the
initial surge in sales by
hardware stores was at
the start of the social
distancing and shelter
in place policies adopted across Australia.
The Australian Bureau
of Statistics (ABS) has
released its 8501 series
on retail revenue for
March 2020. This at
least gives us a glimpse
of those retail numbers, as the “lockdown”
got underway in March
2020.
Chart 1 compares
the historical sales
for hardware retailers across Australia,
solely for the month of
March. Unfortunately Tasmania and the
Northern Territory are
excluded, as neither of
those two areas were
able to supply the ABS

with the required stats
in a timely manner.
As the chart indicates,
across Australia sales
increased at an unusual rate. The median
year-on-year increase
for March is 6.57%,
but the increase from
March 2019 to March
2020 was 18.05%. (The

ABS does --- a little confusingly --- make the
numbers for Tasmania
and the Northern Territory available in total
Australia numbers, and
when those are includ-
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ed the increase from
March 2019 to March
2020 is 17.95%.)
As the chart also indicates, these increases
are not evenly distributed through the

Top, Chart 1 shows historical hardware revenues by
region, for the month of March only.
Bottom, Chart 2 shows the historical change in hardware
revenues for the month of March only.

indie
statistics
update
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states and territories.
Victoria had by far the
largest dollar value
increase, of $109.4
million, up by 23.72%,
though the Australian
Capital Territory, had
a higher percentage increase at 25.0%, which
equates to $7.6 million.
New South Wales
(NSW) and Queensland
(QLD) had a nearly
equal increase in dollar
terms, at $57.5 million
for the former, and
$57.3 million for the
latter. This equates to
an increase of 12.42%
for NSW, and 18.46% for
QLD.
Chart 2 shows the
historical March-onMarch percentage
increases across all the
states and territories.
To some extent, the
increases for March
correlate with the
degree to which each
state and territory was
affected by COVID-19
infections.
In a broader historical view, Chart 3 shows
the comparative retail
sales for the trailing
12 months to March.
Even with the boost
from March 2020, the
year ending March
2020 only managed an
increase of 2.98% over
the year ending March
2019. Victoria performed the best, with a
6.83% gain.
Chart 4 shows these
growth figures for the
comparative retail
sales over the trailing
12 months to March.
This very tight clustering of growth indicates
there are prevailing
national economic

concerns that have
outweighed concerns
local to states and territories. Only Victoria
seems to have broken
away slightly from the
pack, growing faster
than the other regions.

Analysis
The period of the
pandemic for Australia
is likely to have three
distinct phases. In the
first phase we have
just gone through,
we’ve had intense shelter in place lockdown
and rigorously applied
social distancing measures. In the second
phase, while there is no
vaccine or even an effective viral treatment
available, the shelter
in place is being eased,
and we will likely
see some variance in
how social distancing
is applied. A third
phase, when a vaccine is developed and
distributed, is highly
unlikely to begin until
the second calendar
quarter of 2021. One
other possibility that
could happen before
the end of 2020, is the
development of an
effective treatment for
COVID-19.
The question that
remains is how each of
these phases will effect
each individual state
and territory. Looking
at how the beginning
of the first phase
affected retail sales, we
can see two influences. The first influence
was how a region was
performing prior to
the pandemic, and the
second influence was

Above, Chart 3 shows the comparative retail sales for the trailing 12 months to March
Below, Chart 4 shows these growth figures for the comparative retail sales over the
trailing 12 months to March.

how much the pandemic directly affected
the region.
Victoria performed
best because that has
been its pattern for
the last six months
and more, but it was
probably also boosted
because there were
fewer people coming
down with COVID-19
during March 2020.
NSW had been trailing
Victoria in hardware
retail sales for some
time, and was also hit

with more infections.
QLD is somewhere between those two, with
moderate past performance in growth, and
moderate per-capita
rate of infection.
Chart 5 shows how
these factors have
already played out in
the initial phase of
the response to the
pandemic. Victoria has
garnered a large share
of the boost to hardware sales in March.
Part of that is the
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momentum the state
has developed, but it
is also likely to be due
to a lower incidence of
infections and a higher
level of confidence in
the actions the state
government took in
imposing restrictions.
In the next phase,
there will be two
duelling economic factors to contend with.
The first factor is the
rapidity with which
each region chooses
to ease restrictions.

statistics
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The second factor is going
to be, unfortunately, the rate
at which infections begin to
increase. The health services in
all regions are geared up now
to cope with more patients, but
an infection rate of 50 or more
a day is likely to trigger re-imposition of more restrictions.
This is further complicated
by the factor of the rapidity
and effectiveness of responses
to infection clusters in each region. For example, Victoria has
received some criticism for not
responding well to some early
clusters, but the fact that it has
pursued signs of clusters and
followed this up with at least
some effort at contact tracing
may, in the end, be a good sign.
It is a quite bewildering process for each state to judge just
how much to ease restrictions,
to maximise recovered growth,
while maintaining a margin of
safety in terms of the number
of infections. It’s pretty evident
that at the moment the regions
will thrive where individual
businesses do everything they
can to limit risks, and carefully
balance risks versus returns. At
the moment, in May 2020, caution seems natural, but there are
questions whether after a couple
months, a degree of reduced
caution will set in.
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Chart 5 shows how these factors have already played out in the initial phase of the response to the pandemic
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John Ioakim

The Lakes H Hardware - LAKES ENTRANCE, VIC
How did you come into the hardware business?
I was the store manager of this store under the previous owners when it was
a bannered store. In 2016 the owners called me looking to sell. My wife,
Leanne and I spent many a night around the kitchen table running figures
and swapping ideas for the store. We decided to go for it but we wanted to
be truly independent and in control of our stock.

What made you decide on branding your new store H Hardware?
We had a few recommendations to join the HBT Buying Group and when that
stacked up we had a chat with Steve Fatileh who showed us the branding
for H Hardware. It looked great, the colours are eye catching and it really
stands out. The clincher for us was that the store was ours, we could be

For more information and
membership application call

1300 305 719

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.

big box update
Pandemic opens up new
and different markets
in this
update:
update:
•start
“Make
it Yours”
text
TV debuts on
7Two

• Store closures in
New Zealand

22

• Drive and Collect
service at select
stores
• Application for
longer hours at
Caringbah store

• Bunnings pricing
dispute in New
Zealand
• Site for Coolum
store sold
• Investment in
India-based IT

• Instagram and
gardening podcast go live

• Regulator approves Adelaide
Tools acquisition
• Kitchens on
display

• Roll out of stores
around Australia
• Gym equipment
is being offered
at Bunnings

The COVID-19
economic climate
has led Bunnings to
offer products such as
treadmills and exercise bikes. The retail
chain said it teamed
up with third-party
sellers to expand its
online offer, according
to an announcement
on its website.
Bunnings launched
its online marketplace, MarketLink, in
December 2019 to sell
products not traditionally sold in its bricksand-mortar stores
including whitegoods,
furniture, bedding and
manchester, kitchen
and tableware, home
decor items and even
fresh flowers.
Bunnings’ own online
store was also rolled
out across the country
last year and it now
offers click and deliver
live in every state and
territory.
Smart home security
is another category
that has had a boost in
sales during the pandemic. As government
restrictions set in and
more employees are
forced to work from
home, householders
are looking for ways
to make their homes
safer.
Bunnings has witnessed steady foot traffic through its doors

continues next page

Bunnings is selling gym equipment for at home workouts while restrictions are in place
since the new year and cause customers have fears of a national rethe coronavirus pana little bit more time
cession grow. He said:
demic, with vegetable they are spending there Our exposure to the
seedlings and garden
at the moment than
heavy construction
products selling well at perhaps they otherwise industry is very low …
the moment. Products would…
smaller tradies, a lot of
for jobs seen as “essenIf you sit at home for those business people
tial services” for trade a bit longer you start to are operating one,
customers, emergency see some of the things two-people businesses
services and home
you wanted to do in
and are providing an
maintenance such
your home that you ha- essential service to
as plumbing, water
ven’t done. There is also homeowners in particsystems and electrical an element in Bunnings ular with repairs and
work are popular.
where urgent home
maintenance, whether
Generators, torches,
repairs, access to wirthey are plumbers,
batteries, fire extining, to pipes, hot water electricians or lockguishers, smoke detec- systems for tradies, are smiths. So they play a
tors and barbecue gas all very important and really important role in
have also been in high a reliability of supply is the community anyway
demand.
important.
and we don’t anticipate
Bunnings chief execThe same is true for
a significant change.
utive Michael SchneiDIY jobs for changing a Sourced from Townsville Bulder exclusively told
light bulb or replacing letin, The Canberra Times, The
The Australian:
a smoke alarm. These
Australian Financial Review
...Things that keep
are all something
and The Australian
your home clean and
that might seem little
safe are certainly what but actually are very
customers are looking important.
for, and more broadly
He doesn’t believe
than that, my sense is
Bunnings is too exthat there has probaposed to any possible
bly been an increased
downturn in the large
focus on the home be- construction market as
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Store network additions and replacements
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opment application
for a smaller format
retail warehouse is
approved.
The big box retailer
said the development
is expected to inject
more than $7 million
into the local economy
each year and create
500sqm of additional
retail space and car
parking. If the plans
gain approval, the
store should begin
trading in the second
half of 2020.
The Avon Valley
the previous Warragul Advocate understands
Ulladulla (NSW) could have a Bunnings store that is twice as big as the current one
store. Spanning over
There are plans to
build a new 8,900sqm
be created during the
that Subiaco Building
expand the Bunnings
Bunnings Warehouse
construction phase will 14,000sqm, it is part of Company and Capa development that
Yeppoon (QLD) store;
in Yeppon. The plans
be very timely given
stone Construction
Midland (WA) will get show it will be more
the expected prolonged includes a large Kmart will head construction
a new $55m store that than 7000sqm bigger
recovery period ahead store and other retail
works for Bunnings.
outlets.
will be biggest in the
than the current store. post the impacts of
Property owner repWhen the go-ahead
state; the new BunGibb Group hopes to
Covid-19.
resentative and local
nings Warehouse in
have the project com- Source: The Morning Bulletin was given by Baw Baw pharmacist Daniel
Shire Council early last O’Driscoll said the
Warragul (VIC) has just pleted in 2021.
Midland
year construction costs family was happy to be
opened; a small format
This DA is the last
Construction
has
were estimated at $25 leasing the premises to
Bunning store is set
of the applications
begun
on
a
Bunnings
million with fit-outs
to replace a Mitre 10
for stage one of the
Bunnings.
branch
at
the
old
of the stores to cost an
store in Northam (WA); $35million Capricorn
We are excited to be
Midland saleyards
additional estimated
larger store is being
Coast Homemaker
working with Bunnings
in Western Australia
$30 million.
proposed to replace
Centre. Reece Plumbto bring an exciting
that
spans
more
than
Planning took off af- hardware offering to
the existing Bunnings ing opened at the
21,000sqm. The $55
ter the Victorian state the Northam commuin Ulladulla (NSW);
centre in February.
million
store
will
be
government rezoned
Bunnings is looking to
Livingstone Mayor
nity.
nearly
7,000sqm
bigger
the land from bulky
develop a new store as Bill Ludwig welcomed
Source: The Avon Valley
part of the Bringelly
the announcement and than the existing store goods to retail uses.
Advocate
and have nearly 500
Source: Warragul & Drouin
Road Business Hub in said it would be great
Ulladulla
car bays.
Gazette
Leppington (NSW); a
news for residents,
The new store will be
A development applirare plant has delayed and had come at the
Northam
located
on
the
corner
cation
has been lodged
Bunnings in Merimbu- right time. He told The
Bunnings
confirmed
of
Clayton
and
Lloyd
for
a
larger
Bunnings
la (NSW); and South
Morning Bulletin:
to
The
Avon
Valley
streets
in
Midland
and
Warehouse
in Ulladulla
Nowra Bunnings in
This will mean exAdvocate
that
it
has
is
expected
to
open
its
that
more
than
double
NSW is on track for
panded retail opporentered
into
an
agreedoors
at
the
end
of
his
the
size
of
the
existopening later this year tunities, new jobs and
ment to occupy the site ing smaller store and
year.
the economic boost
Yeppoon
that has the Northam place it in a different
Source:
The
West
Australian
this exceptional level of
Mitre 10 building, folProperty developer
location.
investment will bring
Warragul
lowing the store’s cloGibb Group has lodged to our community.
The new store would
The new Bunnings
sure in January 2020.
a development applica- Importantly, the job
span more than
Bunnings will lease the continues next page
tion (DA) with Living- opportunities that will Warehouse is about
5000sqm larger than
property if the develstone Shire Council to
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Kitchen technology showroom opens
Bunnings said it is
helping homeowners
design and build their
own dining, bathroom,
laundry, alfresco and
living spaces with The
Kitchen Collective that
recently opened in the
Melbourne suburb of
Mentone.
Renovators are able
to look at more than
a floorplan, with 3D
headsets enabling
them to take a virtual
step into their planned
new room and flick between colour concepts.
Nine premium kitch-
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ens are on display at
the showroom, with
the initiative set to
deliver a quality fit-out
to people who may be
time-poor or lack skills
to transform a space of
their own.
Manager Alan Harding said customers can
design and relax in
their new space in as
little as eight weeks.
The process is kickstarted at a meeting
and installation.
with an in-store
Integra Surfaces has
design specialist and is partnered with the
followed by in-house
Kitchen Collective as
measuring, demolition

the sole supplier for all Source: Mornington Peninsula
porcelain and ceramic Leader.
tiles for this exciting
new concept.

Store network (cont.)
11,000sqm and have
parking for more than
180 cars.
Source: Milton Ulladulla
Times

Merimbula

The endangered Merimbula Star-hair plant
at the Tura Beach site
of a proposed small
Leppington
format Bunnings warehouse has attracted
The Bunnings has
received construction the attention of the
NSW Environment
approval from the
Department.
NSW Government
The Department of
to be build a store in
Planning,
Industry and
the Bringelly Road
Environment
– BiodiBusiness Hub located
versity
and
Conservain Leppington.
Planning and Public tion Division said the
Merimbula Star-hair
Spaces Minister
is only found about
Rob Stokes said the
30km south-west of
approval paved the
Eden, Middle Beach,
way for a 22 hectare
Merimbula and at Tura
plot of vacant land to
be transformed into a Beach.
Andrew Marks, BunBunnings Warehouse
nings
director – propby July 2021.
erty
said
Bunnings
This Bunnings store
was
working
with
is the ninth project to
the
Department
of
have its assessment
Planning,
Industry
and
fast-tracked through
Environment
and
Bega
the NSW Government’s
Planning System Accel- Valley Shire Council to
assess options for the
eration Program.
https://bit.ly/3fSQWsS site whilst maintaining

a viable population of
endangered vegetation, specifically the
Merimbula Star-hair.
A spokesperson for
the Department of
Planning, Industry
and Environment said
as part of the submissions process, Environment, Energy and
Science (formerly the
Office of Environment
and Heritage) raised
concerns regarding the
Merimbula Star-hair.
The planning proposal for the Bunnings
development has been
publicly exhibited,
according to council.
The exhibition period
closed in April 2019,
with 36 submissions
received. One of these
submissions, from
the [then] Office of
Environment and Heritage (OEH), requested
further information in
relation to cultural heritage and biodiversity.

Council said Bunnings was working to
address the Department’s requirements
for additional information.
A DA for the subject
site has not yet been
submitted to council
and it is possible that
a re-design may be
required to mitigate
issues around the Merimbula Star-hair plants
at the site.
Source: Merimbula News
Weekly

previous store on the
site, reports the South
Coast Register.
It will expand from
the previous gross
floor area of 6,248sqm
to 14,130sqm, and parking will be extended
from the current 225
spaces to 428 spaces.
Recycling and reuse
were the themes of
the demolition work,
with the concrete walls
from the perimeter of
the building crushed
and reused on-site as
a sub-base under the
South Nowra
new pavements in the
Construction works existing car park, while
on the $27.8 million
the structural steel
Bunnings complex is
frames and external
progressing as planned wall and roof sheeting
and the store is expect- were sent to metal
ed to open in late 2020. recyclers.
The former building Source: South Coast Register
was removed and
demolished in the last
quarter of 2019, making
way for a complex that
will be two and a half
times bigger than the
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Adelaide Tools acquisition gains approval
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Bunnings plans to
operate Adelaide Tools
as a separate business headed by Adam
Peach, son of Marissa
and Rob Peach who
have run the business
for 70 years, after
receiving the green
light from the Australian Competition and
Consumer Commission
(ACCC) to purchase the
tool retailer.
The competition regulator also said it will
closely scrutinise any
future acquisitions by
Bunnings. ACCC chair
Rod Sims said:
Anything that further
entrenches Bunnings’
position, or attempts
to remove current
or potential future
competitive threats to
Bunnings, will be very
closely scrutinised.
The ACCC’s decision
not to oppose this deal
should not be read
as an indication that
the ACCC will take a
similar view on future
possible acquisitions
by Bunnings.
Mr Sims said the
differences between
Bunnings and the Adelaide Tools businesses,
and the existence of
large and expanding
specialist tool retailers,
such as Total Tools and
Sydney Tools, meant
that it “didn’t consider the threshold of a
substantial lessening
of competition was
reached”. He also said:
It should come as
no surprise that we
would conduct a close

review when Bunnings
acquires a competitor,
given that it has a very
dominant position
in the one-stop-shop
warehouse format in
Australia.
Although Bunnings
has a clear overall
focus on the DIY segment, it does market
heavily to attract
trade customers and
is focused on growing
its tool sales to tradespeople…
Expansion into more
specialist retailing in
particular segments
by acquisition of
existing competitors,
as opposed to organic
growth, will be very
carefully considered.
Bunnings first announced the purchase
last October for an
undisclosed sum. But
by early November, the
ACCC began a review
into the transaction,
and sought market
guidance on whether
competition would be
diminished with the
purchase.
Adelaide Tools has
five retail outlets, a
mower centre and an
online store.

Competitors
Total Tools has six
outlets in Adelaide,
while Sydney Tools
has signalled it aims to
expand into every state
of Australia.
The Street Talk column in The Australian
Financial Review (AFR)
reported earlier that
Quadrant Private Equity acquired a majority

Total Tools Penrith (NSW) store. The group has six outlets in SA.
stake in Total Tools
which has 81 stores
nationally. It is understood Quadrant will
look to shift Total Tools
from a franchise model
to a blended company
owned model, and buy
back franchise sites.
Quadrant managing
partner Alex Eady told
The AFR:
We are attracted by
the opportunity to
continue to consolidate
the professional tools
market and believe the
Total Tools offer of superior product range,
in-store expertise
and its national store
network provides the
platform to successfully execute this.
Quadrant is expected to target 200 Total
Tools sites in Australia

using the company-owned model. Mr
Eady and Quadrant
investment director
Chris Coates will join
the Total Tools board
as part of the deal.
Prior to Quadrant
purchasing its stake,
prospective buyers
were told Total Tools’
online store has over
7000 products on hand
and access to more
than 60,000 products
around Australia.
Sydney Tools recently
said it is executing on
its expansion plan that
involves opening 10
stores this year including five in Queensland
and one each in NSW
and Victoria. It is also
completing plans to
open stores for the
first time in the North-
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ern Territory, South
Australia and Western
Australia.
This will take the
number of stores to 39.
Ten more are expected
to open in 2021 and in
five years the company
said it expects to have
a network of 70 stores
nationwide.
Sourced from The Australian
Financial Review, Sydney
Morning Herald, Weekend
Australia
https://bit.ly/2SgAsAw
Related stories:
ACCC queries Adelaide Tools
acquisition – HNN:
https://bit.ly/35d43QS
Sydney Tools pursues real
estate strategy – HI News:
https://bit.ly/3bR3Nto

big box
update
DIY Live launches on Instagram
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Bunnings’ DIY Live
on social networking
platform, Instagram
focuses on “affordable
and simple projects,
activities for kids, and
Q&As”. Topics include
planning renovation
projects, saving money,
gardening and landscaping advice, and
keeping the kids busy
at home.
According to the
big box retailer, the
series has been created
to help make time
at home “more productive, purposeful
and playful”. All the
projects are designed
to be easy to replicate
and require low cost
and readily available
materials, many that
people may already
have in their homes.
The daily livestream
on the @bunnings

Instagram channel
started just prior to the
Easter holiday break.
Independent research,
commissioned by Bunnings, revealed 65%
of Australians have at
least one unfinished
DIY job at home, while
two in three (64%) are
tackling a DIY job once
a month with general
gardening, decluttering, painting and
landscaping topping
the list of activities
that were planned for
the Easter.
For its DIY Live series,
Bunnings partnered
with home and lifestyle content creators
and its own team member experts including
gardening and landscaping advice from
Dale Vine, decluttering
and organisation tips
from Steph Phase

and DIY for kids with
Adam Dovile. There
are also videos on easy
upcycling with Geneva
Vanderzeil, low-cost
project tips for renters
do DIY projects with
Jess Holsman and
more.

Gardening
podcast
Bunnings has also
launched a seven-part
gardening podcast
series called “Staying
Grounded”.offering
listeners gardening
advice and handy tips.
It is hosted by Chloe
Thomson from gardening and cooking show
“The Gardenettes” and
include plant psychologist and landscaper,
Dale Vine and plant designer, Jenna Holmes.
https://bit.ly/3fgj5Kf
https://bit.ly/2zbCcEs

Bunnings sets up IT in India
The big box retailer
will set up a dedicated
technology development centre in Bengaluru (formerly Bangalore), India, known for
being a major international software hub.
(US home improvement giant, Lowe’s has
had a technology team
based in Bangalore for
several years.)
The move to Bangalore comes as Bunnings
continues to execute
its omnichannel
strategy that involves
click-and-collect,
delivery, trade credit
and reselling products
such as appliances not

available in bricks-andmortar stores via its
MarketLink website.
According to IT News,
Bunnings’ decision to
set up a technology
base in Bangalore
follows a similar path
for Australian blue
chip companies amidst
a worsening Australian
IT skills shortage.
Retail banks including ANZ have for more
than a decade used
India as a long-term
additional tech skills
base because of its
large population and
ability to scale comparatively quickly.
Bunnings’ Ban-

Whitefield in Bengaluru, Indai is known for its technology parks
galore technology
development centre
could be open by July,
employing an initial
35-50 staff. It will be
tasked with building

Bunnings’ expertise in rector Michael Schneitechnologies such as
der told WestBusiness.
bigdata analytics that
For us, it’s really
are seen as a key part
about expanding
of modern retailing.
continues next page
Bunnings managing di-
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Coolum site for sale but remains “of interest”
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and Environment
Court and most
Bunnings will no
current Sunshine
recently the Supreme
longer build a store
Coast councils refused Court of Queensland,
opposite Coolum
Bunnings’ three devel- which dismissed BunState School on the
opment applications
nings’ final appeal in
Sunshine Coast in
to build a warehouse
November last year.
Queensland, and has
store, service station
Bunnings director
placed the site on the
and restaurant in
of property Andrew
market. But the big
2006, 2012 and 2016 on Marks said the Subox retailer has not
grounds the developpreme Court’s ruling
ruled out future devel- ment did not comply
had spurred the deciopment in the coastal with the planning
sion to put the land on
town.
scheme.
the market, but said
The former MaThe refusals were
the company may still
roochydore and
upheld in the Planning
Bunnings in Clyde North (VIC) has been sold

try to have a branch in
Coolum. He told The
Sunshine Coast Daily:
As a result of the
Supreme Court of
Queensland’s decision,
we will not be pursuing
the development of a
Bunnings store on the
land at Barns Lane
in Coolum and have
appointed agents to
sell the land.
Coolum remains
an area of interest
for Bunnings and we
would consider opening a store there in the
future should the right
opportunity become
available.
Related:
Coolum residents court win
over Bunnings – HI News:
https://bit.ly/3cXJkD7

Store sell-off
The 16,000sqm
Bunnings Clyde North
outlet in Melbourne’s
south-east was recently sold to property
fund manager Charter
Hall has acquired for
$42.3 million, on a yield

of 4.5%.
It sold with a 12-year
net lease back to Bunnings. The hardware
retailer developed the
warehouse within
MAB Corp’s Element
Park, a 30-hectare master-planned business
and retail park.
Charter Hall also
announced it would
pay $41.3 million for
the yet to be finished
Bunnings Palmerston
store in the Northern
Territory. Once the
building is finished
construction, Charter
Hall will complete
the purchase of the
site and then lease
the property back to
Bunnings for 12 years.
The site sold for $11.3
million three years ago.
Sourced from The Sunshine
Coast Daily, The Australian
Financial Review and The
Northern Territory News

Bunnings IT (cont.)
internal capabilities in
the areas of analytics,
IT security, digital platforms, e-commerce and
research and development to ensure that we
don’t fall behind in our
digital evolution.
Investor materials released by Wesfarmers
indicate the centre in
Bangalore will primarily service the retailer
rather than being a
centralised function
like the Wesfarmers

Advanced Analytics
Centre.
As online shopping
gains in popularity,
data analytics has become crucial to better
understanding customer buying patterns
and providing other
insights to business.
Wesfarmers chief Rob
Scott has prioritised
increased investment
in the group’s data and
analytics capabilities
since taking its helm in

late-2017, establishing
a data analytics centre
in Melbourne.
Mr Schneider said
the Melbourne centre
had “turbocharged” the
group’s expertise in the
field and helped Bunnings create in-house
capabilities and recruit
its own data engineers
and scientists. However, “accessing this
specialist talent, particularly in Australia, is
difficult to do”.

Mr Schneider said
Bunnings would “continue to invest in talent
in the Australian and
NZ market where we
can find it”.
He has been adamant
with Bunnings staff
that the Bangalore centre is not an outsourcing play. He said:
It’s not about sending (jobs) offshore,
it’s about developing
capability in an area
of the business where
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we want to invest and
grow.
Sources:
The West Australian
https://bit.ly/2yUT2Y6
Related story:
Wesfarmers takes new path to
growth – HNN:
https://bit.ly/3cXFnyh

big box
update
Contactless service at 250 Bunnings stores
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Customers have been
offered Bunnings’ Click
and Deliver service
and its contactless
Drive and Collect
service at 250 larger
stores across Australia.
Smaller format stores
will not offer Drive and
Collect. In a statement,
Bunnings managing
director Mike Schneider said:
We’re taking a common sense approach to
finding ways to quickly
adapt our business so
that we can continue to
safely serve our retail
customers and enable
tradies to keep their
businesses running,
Drive and Collect

allows customers to
pick up their order
from Bunnings car
parks, with no contact
between staff and customers. Upon ordering
online, customers can
select a convenient
time to collect their
order. Then when they
arrive, the customer
parks in a nominated
location in the car
park, texts or calls the
store, and simply waits
for a staff member to
bring the order out and
put it in their boot.
(A number of independent stores HNN
spoke to have offered
similar services in a
more informal way.)

Coronavirus
testing

In Victoria,
Bunnings car
parks could be
a place where
people can
get tested for
coronavirus
under a state
government initiative to ramp
up COVID-19
testing, according to
9News
A pilot is being
conducted at the West
Footscray store before
mobile testing further
expands to a handful
of stores in metropolitan Melbourne

and regional Victoria.
Bunnings is still working through which car
parks would be most
appropriate for traffic
management.
9News understands
the big box retailer
was approached by
the state government

due to its stores being
equipped with large
car parks.
https://bit.ly/3fkSk7h
https://bit.
ly/2VY9ksm

Bunnings’ ongoing legal battle over price in NZ
prohibits misleading
and deceptive conduct
by traders.
In December 2019,
the commission won a
legal tussle when the
High Court in Auckland refused Bunnings’ application for
evidence to be thrown
out. Mitre 10’s price
data comparisons and
a witness’ evidence can
be used by the commission, according to the
decision.

to their price guarantee system through
expensive price-surveillance programs.
Bunnings director
Jacqui Coombes said
the company spent
over AUD5 million a
year running a system
to constantly check
its competitors’ prices
online and in-store
across Australian and
New Zealand.
Bunnings promises to beat competitors’ prices by 15% in New Zealand
Retail expert Chris
The big box retailer
charged Bunnings with country. Bunnings has
Wilkinson from the
has lost a legal battle
45 offences that alleged pleaded not guilty to
First Retail consulIn the beginning…
over price evidence
the company’s “lowest the charges.
tancy told the Sunday
in its ongoing stoush
price” claims were false The Commerce
In New Zealand,
Star-Times the price
with Mitre 10 in New
and misleading follow- Commission is the
both Bunnings and
guarantees may have
Zealand. Bunnings and ing a complaint from
New Zealand governMitre 10 NZ promise
the effect of providing
Mitre 10 NZ — difMitre 10 NZ, which had ment agency that has that if theirs is not the comfort to consumferent to the Metbeen tracking Buna similar function to
lowest price on a local- ers, and effectively
cash-owned group that nings’ pricing. Mitre 10 Australia’s consumer
ly-stocked item, they
dissuade them from
operates in Australia
NZ complained to the watchdog. It is charged will beat the price of
doing their own price
— are New Zealand’s
consumer watchdog
with enforcing legistheir local competitors comparisons. He said:
largest DIY retailers.
in 2014 that Bunnings lation that promotes
by 15%.
continues next page
In 2016, the Comwas wrong to claim
competition in the
The two rivals manmerce Commission
the lowest prices in the country’s markets and age the cost exposure

hnn.bz

big box
update
Bid to extend Caringbah store hours
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Bunnings has submitted a modification
application (MA) to
Sutherland Shire
Council (NSW) to open
its Caringbah store 30
minutes earlier, at 6am
on weekdays, reports
the George and Sutherland Shire Leader. The
big box retailer also
indicated the closing
time would be extended from 7pm to 9pm
on weekdays. This
is permitted under
development consent
in 2015 which restricted operating hours to
between 6.30am and
10pm Monday to Friday and between 7am
and 7pm on weekends
and public holidays.
The MA said the
proposed change was
needed to meet the
needs of trade customers, who formed
queues of up to 15 vehicles each day waiting
for the store to open.
It would also align

the store’s operational
hours with those of
the company’s other
outlets across Australia, according to the
MA. Bunnings stores at
nearby Kirrawee and
Rockdale are among
those which open at
6am. The MA said:
The current restricted
operating hours condense loading, stocking
and customer activity
into a congested period. Extended hours will
alleviate operational
constraints and also
allow Bunnings to provide a better service to
Caringbah customers.
As part of the MA,
the company submitted an acoustic
study — based on site
measurements and
observations — that
found the earlier opening time would have
no extra noise impact
on local residents in
homes in Willarong
Road, where the store

is located.
The MA said
the original
development
application
proposed
opening at
6am on weekdays in order
to properly
service trade
customers,
“who typically arrive at
Bunnings stores at this
time”.
Notwithstanding,
council held some
concerns in relation
to this opening time
due to perceived noise
impacts to nearby
residential properties.
As a result, Condition
No. 50 was imposed
which limited opening
on weekdays from
6.30am. It is also noted
that Condition No.
39 restricts the use of
the loading dock until
after 7am on Mondays
to Saturdays.

Since opening, the
Bunnings [Caringbah]
store has struggled to
service its trade market due to the 6.30am
opening restriction,
which is resulting in
trade customer queuing in Koonya Circuit.
In particular, the
store management
conducted an audit of
queuing on weekdays
between 19 November
2019 and 18 December
2019 with queues of
between 5 and 15 vehicles, and an average of
8 vehicles, counted in
Koonya Circuit await-

ing the opening of the
trade yard at 6.30am.
Now that the Bunnings store is operational, there is the
opportunity to obtain
empirical evidence in
relation to the actual
noise impact associated with opening at
6am instead of 6.30am
on weekdays.
Source: George and Sutherland Shire Leader

Bunnings pricing battle in NZ (cont.)
The reality is these
statements (the price
guarantees) do provide
a degree of confidence.
There’s a general assumption that if there
are price differences,
they are not going to
be so great.
Consumer NZ head
of research Jessica
Wilson said:
We have certainly
found when we were
doing price testing that
Bunnings would have
exclusive access to
particular products so

regardless of its price
guarantee, you were
never going to be able
to find that product
somewhere else.
Ms Coombes said
Bunnings stocked both
exclusive products, but
its range also included
products available at
other retailers.
Mitre 10 denied it had
the price guarantee in
mind when selecting
products. chief of customer marketing Jules
Lloyd-Jones said:
The price guarantee is

not a key focus
when ranging
our products.
Merchandise
staff looked for
products where
there was customer demand,
she said.
Sourced from
Dominion Post and
Sunday Star-Times
Bunnings store in Hamilton, New Zealand
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Store review leads to branch closures in NZ
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Bunnings has signalled seven possible
store closures located
in regional or rural
towns of New Zealand
after it experienced
lower than expected
sales under level 3
restrictions. It also
follows a review in late
2019 which saw the big
box retailer close three
of its smaller format
stores at Te Aroha,
Waikanae and Paeroa.
Trade centres in
Hastings and Hornby,
a warehouse store in
Ashburton and four
smaller format stores
in Cambridge, Rangiora, Te Awamutu and
Putaruru have been
listed for closure.
The closures have
been proposed after
previous measures to
limit the strain from
the New Zealand
lockdown in April by
temporarily reducing
salaried staff hours
and pay by 20% and
working with landlords on rental reductions, said Bunnings
NZ director Jacqui
Coombes.
In addition, the
uncertainty created by
having to reopen after
such a tight lockdown
— and not knowing
what consumer spending habits will be like
coming out of lockdown — has probably
contributed to the
planned closures.
Infometrics senior
economist Brad Olsen
told The Waikato
Times that forecasted
job losses meant peo-

ple were likely to
be more frugal
when it comes to
spending. He said:
There will be
less money in
the pockets of
consumers and
people are going
to be shopping
around a lot
more. Big box
retailers will be
watching that
closely because
they’ll want to
make sure they
can keep their
market share.
Mr Olsen said
online shopping
was already a
threat to traditional high street
business but
the lockdown
had accelerated
consumers’ move
Top and bottom: New Zealand stores in Te Awamutu and a trade centre in Hastings have been
to contactless
listed for closure
commerce.
stores.
Bunnings is an active are ongoing: Te Aroha and
While Australia has
Our
absolute
priority
manager
of its portfo- Waikanae – HI News, page 23
sought to suppress and
is
the
welfare
of
the
145
lio
in
both
the Austrahttps://bit.ly/3gcontrol the spread of
affected
team
memlian
and
New
Zea1GDmn
Covid-19, New Zealand
bers. This news is unland markets, which
Sourced from Waikato Times,
pursued a policy of
derstandably
upsetting
includes
new
developThe Press, Bay of Plenty Times
elimination. During
and
we
will
be
working
ments
and
openings
as
and Hawkes Bay Today
stage 4 restrictions,
closely
with
our
team
well
as
reviews
such
as
hardware stores in
during the consultathis which have led to
New Zealand were
tion
period
to
discuss
the decisions that have
closed except for trade
their
individual
cirbeen made.
customers, and online
cumstances,
including
The closures also
contactless sales of
redeployment
to
other
took
into account
essential goods were
stores
if
possible.
other
considerations
permitted. The country
Despite
the
incredible
including
lease aris now operating under
efforts
of
our
teams,
rangements,
individual
stage 2 restrictions.
the
challenges
at
store
performance
and
Bunnings issued a
these
stores
have
been
suitability
of
location,
statement citing a
exacerbated as a result with some of the
network review and
of the Covid-19 environ- stores always intended
“the challenges of
ment and unfortunate- as temporary locathe recent trading
tions, it said.
environment” when it ly these stores are no
longer
a
viable
part
of
Related story:
informed staff of its
our
store
network.
Changes to retail network
proposal to close the
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Bunnings reno series on free to air TV

31

Bunnings has
launched a nine-part
renovation TV series –
called “Make it Yours”
and hosted by interior
stylist Lucy GladeWright – on channel
7Two.
According to the
press release, the
big box retailer has
commissioned independent research
showing that when it
comes to making a DIY
decisions, Australians
are most influenced by
home improvement TV
programs.
“Make It Yours”
has been specifically
designed with the
next generation in
mind. Responding to a
shift towards smaller
density living and
long-term renters, it
showcases easy, stylish
and affordable cosmetic renovations and DIY
projects on a modest
budget.
It is hosted by Lucy
Glade-Wright, a designer, interior stylist and
founder of the popular
“Hunting for George”
website. Lucy is adding
her expert take and

“Make it Yours” TV is hosted by Lucy Glade-Wright, a designer, interior stylist and founder of the popular “Hunting for
George” website.
tips to the series. She
home into an aesthet- of Cruze, who transtargeted the Millennial
said:
ically pleasing abode.
formed a kitchen for
market. We providI’m very excited to
They include wellunder $5,000. To help
ed some analysis of
bring my knowledge of ness influencer Keira
viewers easily replicate Bunnings approach
home and design as the Rumble, organisation
the look at home, how towards this market.
host of Make it Yours, queen Steph Pase, Tim to videos for all DIY
You can read the story
where every episode
and Mat from “House projects profiled in
here:
I get to walk through
Rules” and The Block’s each episode will be
https://bit.ly/2WJ5Nxj
a new room in the
Dale Vine, revamped
available on Bunnings’
home and dissect what different rooms of the website.
works and why…
home, sharing their
“Make It Yours”
style tips and tricks.
HNN reported earlier
partnered with 13
The first episode fea- on the digital video sestyle creators to fully
tured interior stylists
ries iteration of “Make
transform a small
Az and Jamie of Haus It Yours” that directly
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Brennan’s ownership
change is delayed
in this
update:
update:
•start
Hightext
store standards at CRT

• Online to Offline
offer at Hardware
& General
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• Mitre 10 store in
Alstonville is for
sale

• AIRR acknowledges QLD stores
• Stanthorpe Mitre
10 has new ownership
• No more K&D
stores in Tassie

• Aldi submits new
plans for Glenunga Mitre 10 site

• Myrtleford Mitre
10 store will have
new landlord
• Sales boost from
self-isolation

• NRI gains Terang
Co-op

• Sale of Brennan’s
to Petries is put
on hold

The sale of Brennan’s
Mitre 10 has been
postponed amid the
coronavirus outbreak. Owners of the
a long-established,
highly regarded Dubbo-based hardware
business, the Brennan
family was set to hand
it over to the Petrie
Mitre 10 Group after
more than 40 years.
However, both parties have confirmed
to the Daily Liberal
that the sale has been
postponed by mutual
agreement and cited
coronavirus as the
cause. No new date has
been set for the ownership change. Petrie’s
Mitre 10 managing
director Phillip Petrie
told the Daily Liberal:
We’re really appreciative of the joint
approach Michael and
the Brennan family
have adopted to the
sale and to the change
in timing in relation to
the coronavirus. The
professionalism and
the approach they’ve
displayed has been very
reflective of the true
nature of the two families working together
to come up with a good
solution.
...[with] the uncertainty at the present time
plus we’ve got a lot of
issues in our existing
business to make sure

that we can maintain
that and keep that in
a healthy state for all
the staff and family we
have employed there.
So we thought it was
appropriate to pause
[the sale] for the moment, and come back
to that when we have
more certainty in the
economic and social
conditions.
The Petrie Mitre 10
Group has eight stores.
Mr Petrie added that
it was “just a matter of
reviewing it as we go
along”.
Brennan’s managing director Michael
Brennan has been part
of the family business
since it was opened
by his father Frank in
1976, and now aspires
to be a full-time farmer, He said he appreci-

ates the community’s
support.
The lovely fantastic
comments we’ve had
from the community
and from our staff and
from family, it reinvigorates you... really happy
in this difficult time to
keep retailing and to
be here with the staff
and to be here with the
community and there’s
no need to go home and
go farming at this time,
it will be there and we’ll
get there at one stage.
Before the sale was
delayed, Mr Brennan
said his family had
known the Petries for
30 years and considered them friends. He
said:
They’re very family-orientated and it
will be exciting [seeing
them] continue this
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business on.
While Brennan’s
Mitre 10 opened more
than 40 years ago, its
heritage can be traced
back 86 years. Mr Brennan said his grandfather was a builder and
set up a hardware store
at Cobar (NSW).
Coincidentally, his
father Frank first
pursued his aspiration
to be a farmer before
opening Brennan’s Mitre 10. Mr Brennan said
his father was “big on
customer service” and
on Saturday mornings
it was common to see
him at the front of the
store greeting people.
Mr Brennan recalled
helping in the store
from the age of 10,
“typical of a family
continues next page

indie
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Terang Co-op moves on to NRI
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The National Rural
Independent (NRI)
group has gained
Terang Co-Op as a
member after the store
ended its 30-year association with Combined
Rural Traders (CRT).
Co-Op chief executive
officer Kevin Ford
told The Standard the
move was made to
ensure the rural store
remained competitive.
The new partnership
with NRI follows major renovations of the
store and the adoption
of a new management
system to include
360 Dairy Services.
The specialist dairy
services arm services
the entire south-west
region of Victoria.
Mr Ford said the
changes were made
as part of the Co-Op ‘s
strategies to optimise
performance.
We are making
improvements and
introducing best
business practices
and measures to meet
industry benchmarks
and improve our offer
to customers.

Mr Ford said the
decision to leave CRT
came “after much soul
searching and professional evaluation”.
The board and
management believe
this move is in the best
interests of the Co-Op
for the longer term.
During the year the
rural co-op store has
been revamped, with
racking expanded
to carry more than
100 additional pallet
spaces. Terang Co-Op
owns and operates
the Supa IGA plus
Liquor supermarket,
A Home Timber & Hardware branch is part of Terang Co-op
the Rural Store and
360 Dairy Solutions, as
The group said it is
products and services.
well as a Home Timber built on a philosophy
Its suppliers also help
& Hardware branch.
of full transparency
NRI remain at “the
and
equal
status.
forefront of the latest
About NRI
NRI believes it is
technical advances in
NRI was formed
unique among rural
agriculture”.
in 2001 by the owndistributor groups as
Its website states
ers of 10 rural retail
it offers “true equity
there are over 110 NRI
operations who were
and wealth-creating
member stores in
motivated to form an
opportunities” for its
Australia. Each store
independent group — shareholders.
has a “unique service
without the cost of a
NRI has established offering to suit their
wholesale structure — partnerships with
local producers’ needs.
because corporate enti- the major suppliers
It is this intimate
ties were taking over
because it offers a
local knowledge that
the farm input market, very efficient route
enables them to deliver
at the time.
to market for their
the best production

Brennan’s ownership (cont.)
business”. He said being part of the Dubbo
community for so long
and a changing industry was fulfilling.
The store owner also
gave credit to his “great
team”. The average
length of time for a
full-time staff member
in the business was
10.2 years, and some
employees had clocked

up 25 years, he said.
There’s not too many
businesses that can
claim that, so I’ve been
lucky with the team
that’s here.
Eventually, the call
of the land has proved
strong for Mr Brennan.
He said:
It comes with a lot
of trepidation and
concern and the worry

that you don’t have the
regular income of a
retail store behind you
but... [it’s] something I
love, farming.
Petrie’s Mitre 10 was
founded in 1986 when
Mal Petrie, Phillip’s
father, bought the
Mudgee business. The
group is headed up by
Phillip and Annette
Petrie and Michael and

Annette Fergus.
When the initial
announcement was
made, Mr Petrie said it
would be “business as
usual” when they took
over the reins and paid
tribute to the Brennans, whose store has
won multiple awards.
Sources: Daily Liberal and
Macquarie Advocate
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outcomes for their
customers”. NRI’s
shareholders also play
an active role in their
local communities
through employment,
community programs
and sponsorships.
Sourced from The Standard

indie
update
Hardware store sales amid self-isolation
Across Australia,
demand for small jobs
and DIY maintenance
– such as repairing
dodgy door hinges
– from homeowners
in isolation has gone
through the roof. As a
result, hardware and
home improvement
stores have benefited
from a boost in sales.

Tasmania

34

Clennett’s Mitre 10
managing director
William Clennett told
the Sunday Tasmanian
that this past Easter
had been busier than
usual, during what is
traditionally one of
the busiest times for
hardware stores.
Following an initial
few weeks when the
store experienced an
intense period for
people buying products like seedlings and
methylated spirits
and greenhouses, the
store remains busy
and more orderly
with people buying
more traditional DIY
products.
Mr Clennett said
painting appeared to
be the number one job
on people’s lists, with
interior paint being
snapped up in huge
quantities.
Bathroom products
— including tiles,
toilets and vanities —
were also among the
top sellers across his
four stores in Kingston,
Huonville, Glenorchy
and Mornington in
Tasmania. And outdoor
makeovers are also

WB Hunter Home Timber & Hardware ensured the local rural industry and food producers had access to their products
in high demand,
with paving, fencing, cubby houses
and gardening
projects all popular.
Power tools,
chicken wire,
pots, seedlings
and timber for
building backyard
vegie gardens
have all been
strong sellers, as
people look for
easy and relativeBathroom products were among the top sellers across four Clennetts Mitre 10 stores in Tasmania
ly cheap projects
company’s sole focus
We’re applying the
that kids can help
Victoria
was to ensure the local 1.5-metre rule as much
with.
In regional Victoria,
rural industry and
as possible, we have
Clennett’s Mitre 10
WB Hunter Home
food producers had ac- hand sanitiser and
also launched a free
Timber & Hardware
cess to their products. wipes at each counter,
“dial and deliver”’ sergeneral manager Paul
He said:
and encourage people
vice, to ensure Tasma- Serra said a range of
Our stores are very
to use them after each
nians who don’t feel
measures had been
safe, they’re very big,
transaction.
comfortable going to
introduced, including
and if people aren’t
We’re still open for
a hardware store can
home delivery options,
sure we can do delivtrade and, in the event
still access supplies,
cancelling outside visieries.
of a shutdown, we’re
with 20-30 deliveries
tations, social distancMooroopna Hardstill happy to do home
made each day.
ing and staff disinfectware store manager
delivery service.
Like many other
ing surfaces. Prior to
Joey Campanelli said
Seymour Timber and
retailers, Mr Clennett’s the Easter break, he
Hardware store manstores have implement- told Shepparton News: in a bid to encourage
people to use their
ager Richard Morris
ed social distancing
We also have good
home delivery services, said there was huge
strategies and are
drive-through facilities.
delivery fees had been
encouraging cashless
continues next page
Mr Serra said the
reduced. He said:
payment.
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Taylor’s Hardware has offered free timber offcuts for kids to keep their minds occupied during isolation
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Hardware Biloela and
Mitre 10 Biloela said
staff had been “flat
out” and were struggling to stock some
products. HTH store
manager Tim Kessler
told the Central Telegraph that his store
had had 33% customers in the month of
April.
People aren’t allowed
to travel so they are
being forced to shop in
town which has been a
Dalby Sunshine Mitre 10 has been extremely busy, from early April to mid-May
benefit for us and other
demand for garden
We started giving
businesses. People are
Queensland
equipment, plants and
timber offcuts to
taking the chance to
Taylor’s Hardware
paint as people made
customers with young do home renovations.
has been operating
the most of isolation.
kids when they came
Painting and gardenin Bundaberg for the
He told the Seymour
in to the store to pick
ing seem to be the two
past six decades and
Telegraph:
up some hardware
biggest ones as well
with two generations
We will keep operatsupplies. Eventually it as other little home
working within the
ing as long as the govturned into a really fun renovations.
business. It offered free
ernment let us … The
activity for the school
Some customers have
timber offcuts for kids
team are still offering
holidays, where the
already said that the
to keep their minds ocdeliveries, but we are
kids can get creative
money they put aside
cupied during isolation
taking all the necesand they send photos
to go on holidays they
and school holidays.
sary social distancing
into us of what they’ve can’t use, so they are
Store manager Adam
precautions.
made.
using the money for
Taylor explained to
Store managers at
renovations.
NewsMail:
Home Timber and
Mr Kessler said paint
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supply companies had
been working around
the clock and his
supply warehouse in
Brisbane was up 40%
in output. He said:
If we’d known six
weeks ago we’d be this
busy we’d have put on
extra casuals. When
our stock comes in,
getting it on the shelves
has been hard because
we’re constantly serving customers.
Mitre 10 Biloela store
manager Warren Cullen said the industry as
a whole were seeing a
busy period nationally
as residents stuck at
home were spending
money on their homes
to stay productive.
He told the Central
Telegraph:
We get one main
delivery a week from
our biggest supplier
(and) we have had to
increase volume on
that. We have also had
to do more orders with
individual companies,
the frequency of ordering has been higher
than normal.
Mr Cullen said that
with Chinese exports
closed from January to
March, there had been
a shortage of stock
Australia wide and
in his store on some
products. He said:
One of the areas
that’s been heavily
affected is gardening,
it has been heavily
affected by the shortage of seeds nationally
… There’s a number of
continues next page
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Home Timber and Hardware Biloela staff have been “flat out” and struggling to stock some products
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products that are out
of stock until June and
July.
Dalby’s Sunshine
Mitre 10 retail manager Lena Taylor said
despite initially fearing
the coronavirus restrictions would cause
a downturn, the shop
had been extremely
busy (from early April
to mid-May). She told
the Dalby Herald:
It’s like everyone
thinks doomsday is
coming. People are
buying gardening
products, timber, paint.
Paint is the big one…We
have been having trouble keeping up stock
because everybody has
been hit and we’re just
starting to get more
supplies in.
Roma Home Improvement Centre
owner Tony Lambert
said it was an unusually busy time which had
taken him by surprise.
He also told the Dalby
Herald:

door or paint the walls.
Sammy Sciglitano from
Booth and Taylor Hardware in Annandale
(NSW) told the Sydney
Morning Herald:
We’ve never seen
business like this in our
lives.
Mr Sciglitano, who
has worked at the
store for 13 years, said
customers first started
stocking up on potting
mix, fertiliser and fruit
or vegetable seeds before turning to paints
and outdoor decks.
Sales were surging “at
least 50%” on weekends as homeowners
turned into DIY tradespeople, he said.
Deniliquin Mitre 10
has seen an influx of
customers since restrictions came into effect. Business co-owner
New South Wales
Katrina Knuckey told
Sydney residents
the Deniliquin Pastoral
have also been using
Times that plants and
the extra time spent at paint have been the
home to spruce up the most popular items
garden, fix a crooked
purchased since lockStore traffic is certainly up and sales are up
because people can’t go
anywhere on holidays,
there’s no junior sport
and people can’t do the
stuff they normally do.
So they are just doing
stuff around the house.
Gardening is an area
that has had a vast
increase.
Mr Lambert said he
was fortunate to be
maintaining his business at a time when
many retailers were
hurting. But he said
it was inevitable that
the demand for DIY
materials would drop
back to normal when
restrictions are lifted.
When we go back to
normal life people will
get back to their usual
activities in due course.

down.
People have been
coming into the store
all the time getting
what they need to
start or finish their
renovations and DIY
projects. A lot of people
are painting indoors
and outdoors, as well
as perfecting their gardens and building new
things with the kids
which is great to see.
But the pandemic has
also brought on supply
issues. Ms Knuckey
explains:
Supply is now returning to normal with
most of the items in
demand back on our
shelves.
While the lockdown
has placed significant
pressure on the economy, Mrs Knuckey said
she has been pleasantly surprised that the
store could continue
operating through
such a difficult time for
all business.
We thought we would
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need to close our doors
and do what we could
to keep our employees
in a job. However we
have been lucky in that
coronavirus has had
a positive impact, not
just a negative one…
Mawhood’s Mitre
10 has been busy
delivering gas bottles,
gardening products
and timber products,
and has seen a “huge
increase” in home
deliveries, according to
the Oberon Review.
Ynez Campos, a staff
member at Inspirations Paint, said
interior and exterior
paint had been flying
off the shelves at the
Haberfield-based store.
She said:
A lot of people are
redoing their [house]
exteriors and there’s a
lot of DIY. And people
have kids at home so
they’re getting the kids
to help.
She said fewer time
pressures meant
continues next page
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more appealing for
investors. He said:
The nearest Bunnings is a fair way
away and you’d think
it’d be unlikely that a
Bunnings would open
up in the Ovens Valley.
It’s been operating
for well over 30 years
and Dahlsens is very
well known and
regarded so there will
also be some appeal
based on the name as
well. Hardware buildings don’t come onto
the market as often as
well.
Sourced from The Myrtleford
Times
Even though owners of the building will change, services at Dahlsens Mitre 10 Myrtleford will remain the same
For the first time in
30 years, the 4560sqm
building that houses
the Dahlsens Mitre 10
store in Myrtleford, regional Victoria is listed
for sale.
Reports indicate the
building is expected to
sell for around $3.5 million but Dahlsens said
that despite landlords
changing, there will be
no change to the hardware store’s services.
Wangaratta-based

director Mike Noble
from Garry Nash & Co
said the property and
its location have been
extremely appealing
for prospective buyers.
He told the Myrtleford
Times:
When we have a really good regional asset
come on the market we
often get regional people enquiring because,
without generalising,
regional people understand regional assets.

Generally you get a
much better return on
a regional asset than
a city investment so
we also tend to get the
city people looking at
regional investments
based on the return. It
has been quite competitive – this is not
a cheap asset … With
interest rates being
the lowest they’ve ever
been, it is a very good
condition for people to
be looking at commer-

cial investments.
The hardware store
employs 30 local people and pays $284,100 a
year in rent and was 10
years through a 15-year
lease.
Mr Noble, who is
working in conjunction with agents from
Melbourne-based
Gross Waddell, said
the store hasn’t been
slowed down by the
coronavirus pandemic
which has been even

the extra service in
the first two weeks of
social distancing but
now more customers
are coming into the
store as the fear factor
surrounding Covid-19
has dissipated.
Sourced from Central
Telegraph, Dalby Herald,
Deniliquin Pastoral Times,
Oberon Review, Mandurah
Mail, Sunday Tasmanian,

Shepparton News, NewsMail,
Sydney Morning Herald and
Seymour Telegraph

Hardware sales self-isolation (cont.)
customers had “a bit
more time to fuss over
the different tonnes of
white”.

[In April] our Mandurah and Rockingham
stores both had a 30 per
cent increase in foot
traffic … Covid-19 has
Western Australia
definitely impacted our
Peel Paint Place own- business positively…
er Allan Elliott has had
We offered deliveries
more people through
or drive-thru services
the doors since social
as we have an eftpos
distancing restrictions machine we can just
began. He told the
take out to their cars.
Mandurah Mail:
People appreciated
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Popular German supermarket chain Aldi
has lodged scaled-back
plans for a new store in
Glenunga (SA) on the
site where the Barrow
and Bench Mitre 10 is
located on Portrush
Road.
The State Commission Assessment Panel
rejected Aldi’s initial
proposal because it
was not in keeping
with the area’s local
centre zone, which encouraged “smaller-scale
developments”.
At the time, the panel
also found the “visual
impact” from the development’s southwest
corner was “inappropriate” for neighbouring properties.
However, Aldi has reduced the gross building area by 194sqm – to

1876sqm. It has
also cut back the
retail net area
by 80sqm and
its back of house
area by 110sqm.
The number of
parking spaces
has been reduced,
too, from 98 to
91. In an attempt
to “soften the
appearance”, trees
would be planted
at the southwest
corner.
The first proposal attracted a raft of
complaints from nearby residents who were
concerned Aldi wanted
24/7 deliveries to the
store and that the
supermarket would exacerbate traffic woes.
But If the revised
plans are approved,
the store would only

The University of
Tasmania (UTAS) has
exercised its option
to cancel the lease for
K&D Warehouse in
Hobart following its
purchase of the 1.3ha
retail site for $30 mil-

for 118 years. K&D
was founded in
1902 by Andrew
Kemp and Victor
Denning, and at its
peak, it had four
hardware warehouses and five
trade outlets. K&D
chairman Greg
Goodman told The
Mercury:
While Hobart will
surely miss K&D,
the board of direclion. The university detors are delighted
cided to bring forward the University of
the development of the Tasmania will deliver
site to build student
a generational change
accommodation.
and economic windfall
It brings the end to a to the city over many
Tasmanian hardware
years to come.
business that traded
Mr Goodman

accept deliveries between 6am and 11pm,
seven days a week.
Prior to the announcement that Aldi
wanted to demolish
the Glenunga Mitre 10
store to make way for a
new $7.4?million supermarket, the hardware
store won a number
of awards including

Mitre 10 National Store Source: Eastern Courier
of the Year and has
Messenger
been recognised in the
Prime Minister Awards
for disability employment.
It opened in 1987 with
Ian Stewart at the
helm before his sons,
Michael and Paul took
over the store when he
retired in 2006.

Final K&D store makes way for university

thanked long-serving
employees, loyal customers and shareholders for their support.
He said:
Some of our staff at
Hobart have been with
the business for more
than 40 years and I
take this opportunity
to pay tribute to them
and thank them publicly for their unstinting
dedication.
Tasmanian Chamber of Commerce and
Industry chief executive Michael Bailey
said K&D’s imminent
closure marked the end
of an era.
It’s always sad to see
such a historical busi-
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ness disappear from
the landscape of the
city. But this is business and the changing
face of retail right
across Australia at the
moment.
But Mr Bailey said
the university’s growing presence in the
CBD, including student
accommodation, created new opportunities
for retailers.
Source from The Mercury
Related story:
Kemp and Denning’s final
store sale – HI News:
https://bit.ly/3f5g0fW
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get out and about.
Melissa Kerr will run
the store and Bill Kerr
will run their other
business, K&A Building. The couple have a
few ideas to put their
stamp on the place.
Melissa Kerr said:
[We’re] looking at a
few slightly different
things down the track.
We’re going to extend
the garden section …
After 27 years, Stanand Melissa Kerr. The Tony Atzeni and (have) increase it and make it
bigger and better. We’ll
thorpe Mitre 10 store
Howard family took
been here ever since.
probably look at a disowner Mal Howard has over the store in 1993.
Pierpoint’s Hardware
abled ramp down the
stepped away from the Mr Howard told the St- it was then. It’s been
front for easier access.
business and handed
anthorpe Border Post: successful since then
Although he was sad
over the reins to Bill
We took it over from but it’s time for me to
to let go, Mr Howard

was excited about
what the future held.
He said:
I’ll stay here in
Stanthorpe and do a
lot more fishing and a
lot more caravanning
around Australia. I’d
just like to thank all
the locals for supporting us over the 27
years.
Sourced from Stanthorpe
Border Post

AIRR acknowledges QLD store winners
Australian Independent Rural Retailers
(AIRR) celebrated its
members achievements at its annual
conference earlier
this year. Managing
director Peter Law told
Queensland Country
Life:
Awards are based on
a number of considerations, which include
growth, embracing
the AIRR culture and
loyalty.
Queensland-based
businesses featured
prominently in the
winners’ circle, with
Rocky Feed & Seed
named National
Member of the Year.
Business owners and
brothers, John and
Todd Lynch have been
members of AIRR for
12 years. John said:
It’s great to be
acknowledged for the

work we put into the
business and for the
assistance we provide
to our customers.
He said their success
wouldn’t have been
possible without the
support of AIRR.
The AIRR staff are
brilliant; they’re really
easy to deal with, and
they ensure that the
Brisbane warehouse is
always stocked for us
to access weekly.
Other state award
winners include Eidsvold Rural which took
home QLD Member of
the Year honours, and
Kingaroy-based Andersons Produce which
won the QLD Tuckers
Member of the Year.
Eidsvold Rural is
run by Keith and Julie
Mossman. The couple
bought the store in
2014, and Ms Mossman
said the business’s

Eidsvold Rural has won AIRR’s QLD Member of the Year award
success was largely due
to the town’s support.
She told News Mail
Bundaberg:
You can’t go anywhere
without your local support … It’s the people in
town that support you
and we always like to
give that support back
to local community
groups.
When asked why she
thought Eidsvold Rural

won out, she attributed
it to several things. Ms
Mossman said:
It’s got to do with
growth, innovation and
changing your store to
adapt to the environment. It goes on sales
and customer service
too, where they assess
you on that.
This service goes a
long way in Mrs Mossman’s eyes, believing
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stores should go above
and beyond for their
customers.
Sources: Queensland Country
Life and News Mail Bundaberg
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The Mitre 10 store in
Alstonville, located in
the Far North Coast
of NSW, is up for sale,
reports The Northern
Star. This would mark
only the third time
in its 30-year history,
according to sisters
Nielsen Kym and Jodie
Sauer, if you exclude
the fact that they
bought it off their
parents,
The retail business is
considered an institution by locals. Now
the sisters are looking
for the right buyer to
take over the business
which would include
all the stock and 5060 account holders
including schools and

nursing homes. Ms
Kym The Northern
Star:
At the moment anyone coming in can stay
with Mitre 10 as they
know it, they can go
truly independent with
no banner other than
Alstonville Hardware.
The sisters have kept
the business in the
family, and it has operated under different
banners besides Mitre
10 including Alstonville
Hardware and True
Value. Ms Kym said:
It is a fantastic business and it is great for
a family. We are more
than just a garden
centre, we have hardware in the old butter

factory with two levels
and we source as much
as we can locally.
Ms Kym said they
had absolutely no
intention of closing
down, and the store
has also reopened to
seven days a week.

Like so many hardware stores around
Australia, Brookvale-based Hardware
& General is helping its
customers and staff,
as well as the building and construction
industry, during the
coronavirus crisis.
General manager of
operations Kevin Baker The Manly Daily:
During self-isolation people are going
to be bored, looking
for something to do
if they’re not sick, or
they’re off work. We’ve
already seen a surge
in home do-it-yourself
projects.
Hardware & General
also has an offering for
people who want to
do DIY. The business
refers to it as “Online

to Offline”. Mr Baker
explains:
We have online order
forms. You can place
an order and never
come here, and we have
a customer product list
that you can download. And we have free
next-day delivery. We
can take your purchases right to your house,
no contact, total social
distancing.
We have 48 trucks on
the road, so you don’t
have to worry about
having contact with
someone who’s sick.
Hardware & General
has seen a jump in
sale in paint, sheeting
materials and timber
to home renovators.
Mr Baker said it can
assure people strict
social distancing rules

are in place.
He said:
We always
say we are the
most unique
hardware and
building store
in Australia.
Because it’s
small format
shops versus
a big box
department store all
under one roof, we
spread people out more
naturally, people feel
safe coming in to buy
here.
As part of its “Keep
Australia Working”
initiative, Hardware &
General is putting the
“do-it-for-me” home
renovation customers
in touch with tradespeople and its staff of
350, are always ready

It has never been
on our radar. Until
someone comes in, we
will just continue doing
what we have done for
the last five years.
Source: The Northern Star

Hardware & General reaches out to help

to give advice, even
over the phone. Mr
Baker said:
...[W]e’re glad to give
references,” Mr Baker
said. “We have over
10,000 different tradespeople, and builders
and construction companies that do business
with us. We’re glad to
help tradespeople and
homeowners find each
other.”
Since its founder
Walter MacGregor
first opened the doors
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in 1960 with a single
outlet on the corner
of Warringah and
Winbourne Roads, the
family-owned business
now has 20 specialist
outlets in Brookvale
alone — and premises
in Mona Vale, Hornsby,
Dural, Peakhurst and
Blacktown.
Sourced from The Manly Daily
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Defence deal for welding company
Global Welding
Supplies (GWS) has
secured a deal to supply welding machines
and consumables to
German defence giant
Rheinmetall which
is building tanks as
part of the LAND 400
Phase 2 project at its
manufacturing facility
in Ipswich (QLD).
GWS is based in
Townsville (QLD) and
has branches in Mount
Isa, Cairns, Brisbane,
Gladstone and Mackay.
Rheinmetall Defence
Australia managing
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director Gary Stewart
said GWS, which delivered 26 Lorch welding machines to the
southeast Queensland
facility, secured the
contract despite “very
heavy competition”.
He told the Townsville
Bulletin:
The welding machines supplied by GWS
will be a critical part
of the military vehicle
manufacturing and
sustainment activities
we provide to our customer, the Australian
Defence Force.

GWS delivered
26 Lorch welding
machines to the
MILVEHCOE
(Military Vehicle
Centre of Excellence) once
the doors of the
facility were open
to deliveries, and
these machines
are ready to go
and will be the
focus of testing in coming weeks.
It is understood part
of GWS’ success is
attributed to the State
Government’s $5 mil-

lion Defence Industry
Hub in Townsville, according to the Townsville Bulletin.
Sourced from The Townsville
Bulletin

CRT stores set “the standard”
Boonah Farmcraft
was named the 2019
CRT Business Partner of the Year for
Queensland, an award
announced at the CRT
National Conference
in Brisbane held earlier
this year.
The award has come
28 years and six outlets after Hugh Ross
launched Farmcraft in
Kalbar in 1992. He ran
the business until 2008
before choosing to concentrate on other business interests and son
Alistair took the reins.
But the changeover at
top management level
was not before Farmcraft joined the CRT
buying group in 1993
and the acquisition of
four more stores.
Queensland CRT
state manager Mick
Collings said Farmcraft
Boonah was a standout entrant after meeting stringent criteria

which ranged from
store identify, customer and client support,
community input to
goods and services.
He told Queensland
Country Life:
Farmcraft Boonah
has set a new standard
in CRT store branding
and the entire team
should be incredibly
proud of this achievement.
CRT general manager
Greg O’Neil praised
Farmcraft Boonah for
its consistent effort
servicing their community as well as the
greater CRT network.
He said:
This member has
been one of the greatest advocates for CRT
in Queensland. Alistair
has developed very
strong relationships
with many members
and is always prepared
to go out of his way to
help any other mem-

bers at any time.
Murray Valley
Rural Services,
based in Yarrawonga and
Berrigan (VIC),
took out the Victoria/Tasmania
Business Partner of the Year
Award. CRT state
manager Stewart
Kerr told the Riverine
Herald:
Murray Valley Rural
Services are known
throughout the region
for providing some of
the best agricultural
solutions for their
clients. They have an
innovative approach
towards advertising
and promotion which
has seen them gain the
attention of farmers,
making their name
synonymous throughout the region.
Their new ways of
thinking mean they
perform with distinc-

tion so it’s no surprise
they have enjoyed
consistent success over
many years.
Principal, Graeme
McInness, said he and
the team were extremely proud of their
achievement.
We pride ourselves on
what we do and have a
terrific customer base.
There are a lot of great
CRT businesses in
Victoria and Tasmania,
so it’s very humbling to
have won.
Mr O’Neil said of
Murray Valley Rural
Services:
Graeme has made a
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significant contribution to CRT over many
years with his valuable
insights, passion and
honest input on the
state Member Business
and National Councils.
Their management
team and staff are extremely well regarded
and respected for their
business acumen and
opinion among members and suppliers.
https://bit.ly/3bi2e6k
https://bit.ly/2Ad347P
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• ACCC plans to
revoke a resale
price maintenance notification lodged by
Stanley Black &
Decker

• Impact of coronavirus on building
products
• Garden supplies
business boost

• Assa Abloy acquisitions

Swedish conglomerate and owner of the
Lockwood brand, Assa
Abloy has bolstered
its presence in the
Australia through its
acquisitions of the AM
Group and Placard.
It announced the AM
Group acquisition in
November 2019 and
closed the deal in early
March 2020.
Headquartered in
Sydney, AM Group
started out as Monsoon Industries in 1972
as a manufacturer
of roller shutters for
truck bodies. Over time
it developed a wide
range of roller shutter
products for commercial and industrial
buildings including
factories, warehouses, shopping centres,
specialty stores, offices,
car parks and schools.
In 1986 Monsoon
acquired one of its
Sydney competitors —
Austral Roller Shutters
Pty Ltd — and is the
basis of its Austral
Monsoon brand name.
AM Group has eight
manufacturing sites
with branch offices in
all states.
The deal complements the acquisition
of Melbourne-based
Placard, which was
announced in September last year. Placard is

AM Group company, Austral Monsoon supplies and installs industrial steel roller doors
Australia’s largest
secure plastic
card maker and
produces driver’s
licenses, bank
cards, retail
loyalty cards,
monetary gift
cards, cards for
public transport,
health insurance
and a variety
of government
Assa Abloy is adding Placard to its US-based subsidiary HID Global
IDs. Its secure
cards. The acquisition helped it grow to bemanufacturing
facilities are accredited of Placard considerably come a market leader
enhances the Group´s in secure ID and transto the highest level
position in the Pacific
action cards in Austraby Visa, MasterCard,
smart
card
market
and
lia and New Zealand.
China Union Pay and
will
provide
compleThis investment led to
American Express.
mentary
growth
opporits first offshore faciliAt the time, Assa
tunities.
ty in New Zealand, and
Abloy president and
According
to
Street
turned the company
CEO, Nico Delvaux,
Talk
column
in
The
towards south east
said in a statement:
Australian
Financial
Asia for future growth.
Placard is a strategic
Review,
local
private
As part of the
technological addiequity
firm
Pemba
announcement,
Assa
tion to the Assa Abloy
Capital
Partners
sold
Abloy
told
investors
it
Group. The company
Placard
to
Assa
Abloy.
would
add
Placard
to
reinforces our current
offering within secure Pemba invested in the
continues next page
business in 2012 and
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Sales at Oreco
Group rose 140% in
March, Queensland
state development
and manufacturing
minister Cameron Dick
recently said, as social
distancing encouraged
more people to take up
gardening and other
home-based activities.
It is experiencing
huge growth in its
mulches, potting mixes,
plant feeds, bark,
pebbles and composts.
This has helped drive
a $20.8 million expansion at the gardening
supplies manufacturer,
based in the Darling
Downs.
Oreco Group is
Australia’s largest
single producer of
garden products for
major retailers such as
Bunnings. The expansion should double
production, introduce
new product lines and
improve logistics capability. Mr Dick said:

The transformation of Oreco’s site in
Childers is on track
and is set to create 140
new jobs that will be
a major boost to the
Wide Bay Burnett region, and now, despite
the Covid-19 pandemic, they have begun
recruiting additional
staff, including up to
five apprentices, earlier than planned.
Oreco Group
managing director
Paul Woosley said
since people began
social distancing the
company had noticed
people were turning their attention
to home activities,
such as painting the
house and gardening.
Mr Woosley told News
Mail Bundaberg:
It appears that they
are really getting
back to basics and are
building productive
gardens and planting
fruit-bearing trees.

Research by Bunnings found two in
five Australians are
planning on maximising their gardens in
the coming months.
Bunnings national
greenlife buyer Alex
Newman told the Herald Sun:
We’ve seen an in-

crease in popularity
across all plant types…
Seedlings and seeds
have been high in
demand…
Sourced from The Chronicle,
News Mail Bundaberg and
Herald Sun

that specialises in the
design and production
of automatic doors
for the homebuilding
and construction
industries, is one of the
largest in the company’s history. It acquired
a 54% stake in the
company.
The EU Commission
recently cleared Assa
Abloy’s agta record
acquisition, subject
to conditions. Closing
of the acquisition is
expected in the second
half of 2020 after all

remaining closing
https://bit.ly/2VSEEJ1
conditions and the EU
https://bit.ly/2z2Rg7G
Commission requirehttps://reut.rs/2KOments have been
v0AT
fulfilled relating to the
https://bit.ly/3bP9ms9
sale of certain agta
record and Assa Abloy
businesses to third
parties.
Looking into 2020,
Assa Abloy said in a
recent statement:
Acquisitions will be
a main growth driver
once we have consolidated agta record and
the AM Group…

Assa Abloy footprint (cont.)
its US-based subsidiary
HID Global, which is
considered a global
leader in secure identity solutions and digital
transformation.

Solutions, offering electronic access, software
and identity solutions.
Mr Delvaux said:
...Biosite is a strategic
technological addition to the Assa Abloy
European
Group. The company
acquisitions
will reinforce our
The acquisitions in
current offering within
Australia follows Assa solutions for access
Abloy closing deals to control and will probuy Biosite, a biometvide complementary
ric access control and
growth opportunities.
software provider to
Its acquisition of
the UK construction
Agta Record AG (agta
industry. It will be part record), a Switzerof Assa Abloy Global
land-based company
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The move from disrupted supply chains
to the restrictions of
movement and group
gatherings as a result
of the global pandemic
has significant economic consequences
for property development and construction,
according to Property
Council of Australia
chief executive, Ken
Morrison.
Mr Morrison said
the opening of some
factories in China –
after they were closed
to control the spread
of the COVID-19 strain
of coronavirus – had
eased concerns about
building materials
shortages.
However, the industry is facing a greater
test than the supply
issue as the expected
shortage in workers on
site fall ill or need to
self-isolate. Mr Morrison told The Australian
Financial Review:
Empty workplaces
will have a big impact
on the economy. Some
roles can be performed
at home, but you can’t
construct a building
from home.
Australian Construction Industry Forum
chief executive James
Cameron agrees the
risks for Australia’s
construction workforce were broader
ranging than just to
supply chains. He said:
If the coronavirus
takes hold in Australia,
construction projects
may be further affected
with sick staff and oth-

ers staying home due
to fear of infection. The
construction industry
labour force is highly
integrated, and one
missing link can mean
that projects cannot
continue.

Brickworks
Businesses responding to COVID-19 are
prioritising staff and
customer safety. At
Brickworks, Australia’s
largest brickmaker, all
workers at its plants
are having daily
temperature checks
and there are stringent
hygiene and cleaning
programs in place.
The company believes the federal government must do even
more to keep people in
jobs because a sharp
climb in the unemployment rate will trigger
much deeper housing
market downturn.
Managing director
Lindsay Partridge said
preventing a big blowout in the jobless rate
well beyond 10% was
crucial to housing and
construction for the
later part of 2020 and
beyond.
He said Brickworks,
which operates 26
sites in Australia with
a workforce of 1300
people is ready to
curtail production if
demand starts to fall as
the economic damage
from the coronavirus
pandemic accelerates
in the short term. He
told The Australian Financial Review (AFR):
If there was going to

Brickworks is moving to become Australia’s most sustainable building products company
be a downturn, then we
would no doubt adjust
production.
The company made
three large acquisitions in the United
States in a year from
November 2018 across
13 sites with 890 staff,
according to the AFR
report. These include
Redland Brick Inc
based in Maryland and
Sioux City Brick in
Iowa. Its first acquisition, Glen-Gery has
10 plants and is the
fourth-largest brick
maker in the US.
But it was recently
forced to shutdown
of five manufacturing
sites in Pennsylvania
as local authorities
tried to stem the
spread of the coronavirus.
Since then, Mr
Partridge said the
Governor of Pennsylvania loosened the
restrictions slightly to
allow the five factories
to keep selling bricks
from their yards, even
though production

was still halted. In late
March, he said:
We’ve probably got
three or four months of
stock on hand.

SOLOS Glass.
He writes in The
Sydney Morning
Herald they also face
a longer-term problem
when the quality of
Local supplies
imported materials
The coronavirus
fail the test of time
pandemic has led
or compliance with
many companies in
Australian Standards,
the construction and
not to mention the
building sector to resometimes dubious
view their reliance on compliance certificates
single-source country provided by overseas
supply of materials
suppliers.
in the face of project
Mr Haritos said the
delays and resultant
supply-chain probcontractual disputes.
lems were prompting
The ACIF lobby group a rethink by builders
has identified that
of how they sourced
Australia’s building
materials. He said:
industry imports more
People are now
than 60% of its annual starting to ask, ‘What’s
$6 billion of materials the real cost? When
from China.
you look at [the perUntil now, consquare-metre-cost] in
struction companies
isolation China can be
have opted for mostmore competitive, but
ly cheaper Chinese
when you add up the
suppliers without a
cost of delays, quality
back-up plan, creating issues, of not being
the problems on both able to talk to someone
residential and comlocally and not necesmercial sites, accordsarily having technical
ing to Dean Haritos,
continues next page
managing director of
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ACCC to revoke SBD’s proposal
price for advertising
for each and every
DeWalt tool. Under
that arrangement,
SBD resellers could
price DeWalt tools
below that floor
price for in-store
sales, but they
would be contractually prevented from
advertising a price
that was below the
floor price.
The story can be
accessed here:
DeWalt seeks to
control dealer ads –
HNN
https://bit.
ly/2WkhRVy}
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The Australian Competition & Consumer
Commission (ACCC)
recently announced it
plans to revoke a resale
price maintenance
(RPM) notification
lodged by power tool
company Stanley Black
& Decker (SBD). The

company wanted to set
a minimum advertised
price for DeWalt brand
power tools, accessories and attachments.
As HNN previously
reported, SBD lodged
the (RPM) notification
as of 17 October 2019,
with specific regard

to its DeWalt brand of
products.
SBD was not seeking
to set limits on the extent of price discounts
at which resellers can
sell its DeWalt products. It is, however, in
broad terms, seeking
to establish a floor a

The ACCC proposes to revoke SBD’s
notification because
any public benefits
from setting minimum
advertised prices for
the products would
not outweigh the likely
detriments. ACCC
Commissioner Stephen
Ridgeway said in a
statement:
We accept that Stan-

ley Black & Decker’s
proposal would result
in retailers receiving
a higher margin for
DeWalt products and
therefore retailers may
decide to sell a wider
range of these products. This would increase consumer choice
and is likely to result in
a public benefit.
However, after considering Stanley Black
& Decker’s proposal,
we do not believe that
the proposed conduct
would result in a net
public benefit.
We note that Stanley Black & Decker’s
proposal relates only
to advertised prices, so
consumers would, in
theory, still be able to
seek to negotiate prices
directly with retailers.
But preventing retailers from advertising
deep discounts would
limit consumers’ ability
to easily identify retailers with the best deal.
Consumers would
continues next page

Coronavirus building supplies (cont.)
expertise to support
you, it starts to change.
The local supply chain
comes into its own.
Non-conforming
building products has
been a hot-button issue
across Australia over
the last 18 months,
with quality and efficacy being the key issues,
while the virus crisis
has brought supply
certainty also into play.
These issues represent

a stark reminder to the
construction sector
that there are key advantages in supporting
the local supply chain.
Many local building
materials producers
and processors have
some the most technologically-advanced
plant in the world,
while also being
reliable, accessible and
accountable in supply,
Mr Haritos adds.

Ian Lomas, principal
at global architectural and consulting
practice Woods Bagot,
said that while there
was no panic in the
construction industry
yet, there was also a
growing awareness
that the just-in-time inventory system, where
supply is readily available to meet demand
aimed at increasing
efficiency and reducing

costs, may have failed.
He said:
So much of building
today is done on that
just-in-time system
because nobody wants
to store anything and
nobody will pay before
they receive the goods.
Now that’s being exposed because building
sites and projects are
running out of materials very quickly
because they have no
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buffers.
Sourced from The Australian
Financial Review and Sydney
Morning Herald
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The Australian Paint
Manufacturers Federation (APMF) said its
members are prepared
and able to redeploy
factory lines to produce hospital-grade
hand sanitiser used in
combating the spread
of Covid-19.
A statement from
the group – which is
managed by Chemistry Australia and has
members including Dulux Australia and PPG
Industries – said it had
written to the federal
government to offer
support for “national
efforts to co-ordinate
and accelerate production” of sanitiser.
Executive officer
Bernard Lee said paint
makers were wellplaced to respond,
with the strategic and

operational capacity
needed and many of
the group’s members
possessing the necessary raw materials. He
said:
Their plants are set
up to mix large batches
of raw materials, they
have the necessary
regulatory licences,
and their work forces are trained and
experienced with the
handling of the raw
materials in a manufacturing environment.
Several APMF
members already have
stocks of the necessary
raw materials and are
willing to use these to
make hand sanitiser.
Established in 1947,
the APMF represents
the paint and coatings
industry and currently
represents 26 member

also lose the opportunity to ask retailers
to match another
retailer’s lower advertised price. Consumers
are, as a result, likely to
end up paying more for
DeWalt branded power
tools.
We are also concerned
that this may create
an opportunity for retailers of other brands
of power tools to also
increase prices.
Information obtained
during our consultation suggests that
some wholesalers in
the power tool market
may be attempting to
set minimum prices for
power tools. We would

be very concerned if
this is occurring as setting minimum prices,
or setting minimum
advertised prices for
products without lodging a notification, is a
breach of the Competition and Consumer Act,
and we will consider
taking action if the
information is correct.
SBD and interested
parties were invited
to comment on the
draft notice — by 24
April 2020 — before
the ACCC makes a final
decision.

companies. Its website
states that “Anti-bacterial and easily cleaned
coatings are used in
hospitals, aged care
centres and other key
contact points to help
prevent and control
bacteria and associated illnesses. Coatings
are also used in the

manufacture other es- working on frontlines
sential items, including amid a shortage for
ventilators, medical
cleaning products.
equipment, PPE and
https://bit.ly/2z53WdV
food grade packaging
and containers”.
Meanwhile, Haymes
Paint has donated sanitiser and disinfectant
to UFS pharmacies
to help protect those

ACCC and Stanley Black & Decker (cont.)

Background
According to the
ACCC, RPM occurs

when a supplier of
goods or services specifies a minimum price
below which a reseller
must not on-sell, or advertise for sale, those
goods or services.
It is illegal for a supplier to attempt to set
a minimum price, or a
minimum advertised
price for their products
or services. However,
businesses may obtain
legal protection for resale price maintenance
conduct by lodging a
notification with the
ACCC.
Once lodged, protection for the notified
resale price maintenance conduct begins

14 calendar days after
the notification was
lodged, unless the
ACCC issues a draft
notice objecting to the
notification within
those 14 days.
In this case, SBD
agreed to not commence its resale price
maintenance conduct
until after the ACCC
had assessed its notification.
The ACCC may
revoke an RPM notification where it is
satisfied that the likely
benefit to the public
from the conduct will
not outweigh the likely
detriment to the public
from the conduct.
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Before issuing a
revocation notice, the
ACCC must issue a
draft notice setting out
its reasons for proposing to revoke the
notification.
https://bit.ly/2SrgseP

retail update
Ikea Australia to sell
solar panels
in this
update:
update:
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•start
The text
payback time
in Australia for a
full solar system
is the fastest of
any other Ikea
country, according to the home
improvement
retailer

Home improvement
and furniture retailer,
Ikea has begun a trial
to sell solar panels.
The idea is for Ikea
staff to test out the
offering, provide
feedback, and ensure
any bugs are ironed
out by the time the
product is launched to
consumers.
Ikea’s business leader
for Home Solar, Petra
Toth said Australia
is the first country
outside Europe to be
offered panels. She
said:
Our strategy globally
is to make solar more
accessible for people to
live a sustainable life
every day. It has been
going really well in
Europe.
Ikea has partnered
with local solar panel
supplier, Solargain,
that has more than 20
years’ experience in the
market. The solar panels will not be offered
as a DIY product but
are designed to take
the complexity out of
installing home solar
systems by establishing a one-stop shop
model. They are expected to be available
in all states by June or
July. Ms Toth said:
This product is not
about picking up
flatpacks. We will be
focusing on quality

and we have a range
of warranties to back
that up.
Ikea will be the first
point of contact, with
trained staff collecting data such as the
number of people in
the household and
booking quotes, while
Solargain installs the
solar panels, inverters
and mounting systems
backed by Ikea warranties.
The Solstrale package includes a custom
rooftop solar design,
full installation (by
Ikea’s partners, not
the homeowner), PV
panels, inverters and
mounting systems –
with an option to add
battery storage if so
desired.
Ikea said pricing in
Australia would vary
from region to region

— depending on any
local and state government incentives and
rebates — and depend
on the size of system
purchased. Ultimately,
the company hopes to
expand Solstrale sales
to all of its markets by
2025.
According to Ikea
Australia retail
manager and chief
sustainability officer,
Jan Gardberg, the
move to solar is ideally
timed for the current
conditions in Australia.
He said:
We know the unlocked potential that
awaits with democratising sustainable
solutions through
renewable energy. Our
climate is perfectly
suited for Australia to
be a leading market
for the Ikea home solar
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offering.
Ikea has already
spent more than $4
billion on making
its stores focused on
cleaner energy, powering its buildings across
the globe. In Australia
alone, 20,000 solar panels have been installed
across its sites, contributing to a total of
900,000 worldwide.
https://bit.ly/3c2bMnr
https://bit.ly/2YyC5h0
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•Text
Wesfarmers
reported a fall
in EBIT but an
increase in NPAT

• Bunnings, in
a flat market,
returned to the
kind of steady
growth that
characterised the
retailer pre-2014
• However, the
foundations on
which the company’s growth
are based have
shifted, to a form
we could call
“Bunnings 2.0”

Wesfarmers reported its half year results
for FY2019/20 in February 2020. The company
reported revenue of AUD15,249 million, an
increase of 6.0% over the previous corresponding period (pcp), which was the first half of
FY2018/19. Earnings before interest and taxation (EBIT) fell slightly, by 0.5% on the pcp
to AUD1637 million. (This and all subsequent
comparative financial figures are based on the
pre-AASB 16 accounting standards.) Net profit
after tax, however, increased substantially, by
5.7% to reach AUD1142 million.
For Bunnings, revenue came in at AUD7276
million for the half, an increase of 5.3% over the
pcp. EBIT was AUD961 million, up by 3.1%. Both
total sales growth and store-on-store (comp)
growth improved, the former increasing by 0.3%
to 5.8%, and the latter by a significant 0.7% to
4.7%. Return on capital (RoC), a measure of the
effective use of funds invested, rose by a full
2.0% on the pcp, to come in at 52.2%. EBIT margin was 13.2%, a slight decline from the pcp, but
the second highest number for the past 10 years.
Compared to the pcp, the number of non-warehouse stores fell by two, while
Category
the number of warehouse
stores increased by eight.
In his introductory remarks
Sales Revenue
during the presentation to
analysts, the managing direcEBIT
tor of Wesfarmers, Rob Scott
commented:
Net profit after tax
Bunnings delivered another
strong result, with ongoing
growth in sales and earnSales Revenue
ings. Bunnings continues to
benefit from the diversity of
EBIT
its customer base and the resilience of its product offering,
Total store sales
while in recent months, it has
growth
significantly strengthened its
Store-on-store sales
e-commerce offer.
growth
While presenting the results,
Bunnings managing director
Michael Schneider noted that
Bunnings had continued to

grow despite a declining housing market.
This result was pleasing, given it was achieved
despite significantly lower housing construction
activity across Australia.
Mr Schneider also noted some products which
had performed well during the half:
We’re seeing more demand for smart home
products as customers look for ways to make
their homes more secure, safe and convenient or
a system to be able to stay in their homes longer.
Smart home products now stretch beyond just
lighting and are being incorporated into the
broader home, for example, watering systems,
and Bunnings has an opportunity to provide
an entire offer, a unique point of difference and
convenience for our customers.
He also pointed to some specific categories as
being developing trends for customers. These
included indoor plants, with a move to include
more foliage in interiors. Also, as is frequently
the case during mild economic downturns, paint
has returned to popularity, Mr Schneider noted,
a category the company bolstered during the
half by adding the Porter brand to its range.
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2019/
2020 H1

2018/
2019 H1

Change

15,249

14,388

6.0%

1637

1645

-0.5%

1142

1080

5.7%

Wesfarmers
7,276

6909

5.3%

961

932

3.1%

5.8%

5.5%

0.3%

4.7%

4.0%

0.7%

Bunnings
AUD millions
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Mr Schneider pointed to the company’s efforts
to reach a new generation of DIYers as a significant development. The target markets has
fewer skills and a different focus on the home,
and are best reached through channels such as
YouTube and Instagram.
The simplicity, ease and power that a lot of
products now have means that some of the core
DIY skills that previous generations may
have needed to get started aren’t used as often anymore. So we’re focused on educating
and engaging customers in different ways.
Our new content series, Make It Yours, was
launched this half. Housed on YouTube and
Instagram, it focuses on stylish and affordable cosmetic updates for our customers’
homes.
Mr Schneider also noted the ongoing
success of the company’s PowerPass loyalty
program, and the smartphone app which
enables additional features in that program. He touched on the importance of the
acquisition of Adelaide Tools, as Bunnings
moves to secure a position in the market
for industrial tools.
He also made passing reference to the
array of digital capabilities the company
has added, including MarketLink, which
enables third-party sellers to benefit from
the Bunnings web platform, as well as the
growth in ecommerce in general for both
click-and-collect and delivered goods. Mr
Schneider noted that:
We’re finding that customers are using
click and collect for large project-based
purchases and are shopping in-store for
additional products when they come in to
pick up their orders.
His description of the use of data analytics was typically low-key for the company:
We are continuing the use of analytics for
inventory optimisation and sales and store
productivity, optimising stock by store,
improved sales productivity and more
efficient stock flows deliver store labor productivity improvements which enable us to
invest more in customer service.

Though it wasn’t voiced directly in this way,
they were trying to balance elements such as
the ongoing investment in the digital platform
against performance figures such as store-onstore growth.
In part that reflects the changes at Bunnings
itself, but it also points to Wesfarmers perhaps
needing to add additional performance indica-

The analysts
It was interesting to note that most of
the analysts’ questions had a particular
character to them. There is a growing
sense that the tools they are using to
analyse the performance of Bunnings do
not quite fit the company being examined.
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Top, Chart 1: Revenue
and EBIT. Bottom, Chart
2: Store numbers and
store-on-store growth

companies
tors to reflect the interaction of digital with its
retail operations.
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books, but also with unexpected features such
as free, quick delivery of orders (and the insight
is that delivery is part of the product, not an
Analysis
add-on).
One possible cause of the slight sense of puzWhen Amazon uses its data analytics to show
zlement from analysts is that there is a growing shoppers products that go with a product they
— but unrecognised — sense that Bunnings
might purchase, products they have looked
is starting to divide into two quite different
at in the past, or products that seem to match
sectors, what we might call Bunnings 1.0 and
past purchases, it isn’t just canny marketing.
Bunnings 2.0.
Amazon is fundamentally changing the way the
The difference between the two has to do not shopper interacts with the store.
with digital/technological developments, but
It would be a mistake to lump everything digrather with a re-conception of how retail itself ital into Bunnings 2.0, as the retailer’s relatively
works, which is driven partly by the digital and
technological.
Retail/shopping is an activity, and the nature
of that activity is starting to change in interesting ways. Past models have taken retail activity
as something with a fixed structure, and seen
digital interventions such as omnichannel and
data analytics as new ways of servicing that
pre-existing activity.
That is set to change — in fact, it has already
changed. However, that change has not flowed
through to most traditional retailers, including
those which have added a good degree of digital
capability.
To give an example of this, HNN would suggest that purchasing goods and services from
Amazon isn’t really the same as regular retail/
shopping — it is instead pretty much its own
thing, a kind of “Amazon-ing”.
In the traditional retail space, one of the
elements that has delivered Bunnings such an
amazing competitive advantage over the years,
is that under the guidance of John Gillam (still
Australia’s most outstanding retailer), and
continued ably by Mr Schneider, shopping at a
Bunnings warehouse also became its own thing,
distinct from other shopping. “Bunnings-ing”
was a distinctive activity, more engaging and
exciting than just visiting a traditional, smaller
hardware store.
If we were to identify what is similar about
Amazon-ing and Bunnings-ing, it would be that
the interaction with the retailer changed the
nature of what customers thought they wanted
— and frequently improved it. That really was
the end effect of the wide range and low prices
at Bunnings — customers found things they
had not expected at a price point which made
their purchase possible.
With Amazon, however, it has been subtly
different. Amazon has worked to significantly
evolve the nature of the products themselves —
most noticeably with ebooks and later audio-
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Top, even in the midst of
a pandemic, Bunnings
still comes up with
bargain pricing, this time
on a metal cut-off saw.
Bottom, on the other
hand, not even Bunnings
can keep respirators in
stock.
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recent entry into ecommerce really serves most
of its product line. What does, though, firmly
belong to Bunnings 2.0 is its MarketLink expanded store which, like Amazon, enables other
retailers to use the Bunnings website as a sales
platform, leveraging that site’s very high traffic.
Data analytics is certainly a part of it, and the
company’s efforts to start up its own digital development centre in India is likely to see more
product enhancements launched as well.
What Bunnings 2.0 really represents, though,
under Mr Schneider’s leadership, is the beginnings of Bunnings coming to understand
where its true talents rest. It had thought of
itself previously as a value/price driven home
improvement retailer, which could expand into
commercial/trade sales as well. What is beginning to come into focus now is Bunnings as a
company that knows how to create a particular
sense of engagement with customers in a retail
situation.
There are a number of different forces at work
on the company to move it in that direction.
HNN would point to three main areas: its invigorated push into the trade/commercial market,
the wide range of products offered through
MarketLink, and the effects of access to data
analytics.
What is interesting about each of these is that
they point to strengths which Bunnings has
left undeveloped. MarketLink is, in a sense, a
quite un-Bunnings service to have launched, as
it goes against some of the strict controls over
products Bunnings has always exerted. When
it comes to analytics, while it’s highly likely
Wesfarmers is simply not going to publicly
release all the details of what it is doing in this
area, it is also evident from interaction with the
Bunnings website that this not being used to
the fullest extent.
What is most interesting, however, may be
what some of the effects of Bunnings’ push
into the trade/commercial market could be. It
is a sound strategic move, both because it helps
secure access to a broader market range, and
also pushes back against some competitive
forces in the market, especially those generated
by Metcash’s Independent Hardware Group.
On the other hand, it’s a market sector where
gaining share really takes a lot of tough work —
though the benefit is that any gains made tend
to be long-lasting.
But one question that does come with the
trade/commercial push, and the company’s
ongoing development of PowerPass, is what a

PowerPass for the retail/DIY market might look
like. Or, to put that in slightly different terms,
what would be a Bunnings version of Amazon
Prime? Prime works not only by providing
convenient delivery options (on some products)
but also by “entangling” customers in a range of
side benefits, such as video content and music.
It leads customers to self-differentiate.
While PowerPass is driven by some price
discounts, along with access to convenience
and service options, a consumer version might
provide access to skill development and new
product releases.

Future performance
We won’t know until Wesfarmers releases its
results for FY2019/2020, but indications are that
Bunnings will likely show growth for the full
year similar to the growth for this half. Like
many hardware retailers in Australia, the company likely saw increased sales from mid-March
through to early May, but may face a drop in
sales for June.
Looking ahead to FY2020/21, there is a general
expectation that, with dwelling construction
potentially declining, and the housing market
likely to enter a slump, sales prospects for home
improvement retailers in general do not look
good. Especially as these industry specific declines will take place against a background of an
economy struggling with high levels of unemployment, and a global economic slowdown.
That said, efforts by Bunnings to diversify
into areas such as the smarthome, and a likely
uptick in the market for home repair and maintenance products (especially paint) will help to
underpin its future results.

hnn.bz

Bunnings may be ahead
of a trend that sees providing obvious protection
from COVID-19 contamination is a selling factor.

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

For more information and
membership application call

1300 305 719

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.

companies
Techtronic Industries
FY2019 results

53

• TTI had another
good year, with
its net profit
climbing by
11.3%, ahead of
a sales increase
of 9.2%

• TTI has launched
a line of cordless framing
nailguns, which
feature high
availability,
making them an
efficient tool for
builders
• TTI’s major
product launch,
however, is
its MX line of
tools, which are
high-powered,
light industrial
units

Hong Kong-based Techtronic Industries Group
(TTI) released its results for its 2019 financial
year in March 2020. The company reported good
growth, with overall sales revenue of USD7667
million, an increase of 9.2% over the previous
corresponding period, which was 2018. Gross
profit was USD2893 million, up by 10.6% on the
pcp, while EBIT increased by 10.9% to reach
USD673 million.
The growth was driven by the company’s
power equipment businesses, which grew sales
by 13.0% and operating profit by 10.8%. Its other
major business sector, floor care and appliances
saw both sales and operating profit decline by
around 13%.
In his comments to analysts on the results, the
company’s esteemed CEO, Joe Galli, noted that
TTI had chosen to strategically reduce sales in
its floor care operations:
A highlight of our sales is actually the reduction, the planned reduction in sales in floor
care. We were down 13.5%. However, that was
by design and we were able to grow the EBIT
level of floor care up a cool 12.8%. We are now
on track with floor care, now that we’ve exited
the Western European low margin non-strategic
business. We’re now on track to deliver an outstanding future in floor care financial results.
Regionally, North America grew revenue by
10.0%, Europe was up 8.4%, and Rest of World
(including Australia) grew by a more modest
3.1%. The division which led
Category
the growth was TTI’s trade,
construction and industrial
tools business Milwaukee.
Sales Revenue
It grew revenues by 21.3% in
North America, 24.6% in EuEBIT
rope, and 20.6% for the Rest of
Net profit
World markets.
Mr Galli commented that
there had been a number of
Gross margin
significant innovations developed during 2019, which would
help the company continue to
capture market share in 2020.
In the well-known M18 FUEL

range of 18-volt tools, Milwaukee has released
a new range of cordless framing nailguns. The
nailguns are available in 21-degree and 30-degree configurations, and scheduled to go on sale
in the US in June 2020. Their standout feature
is that they are capable of firing three times a
second, which Mr Galli sees as a big advantage
for end users.
[This] family of framing nailers will outperform the competition because these are actually
ready to actuate at a moment’s notice. So this
puts the end user in a position to be able to complete the job much faster because of the dynamic
features we’ve engineered into these products.
Mr Galli also lauded the success of the
company’s Packout tool cases. These cases
snap together, and can be attached to wheeled
trolleys, enabling users to wheel a complete set
of tools onto a worksite. TTI has now released
a radio that integrates into the cases, featuring
high-quality speakers and Bluetooth integration.
However, the biggest news for 2020 is the
launch of Milwaukee’s MX FUEL range of tools.
These work off of two batteries which develop
72-volts. MX FUEL CP203 Battery is built using
20 3.6V 21700 lithium-ion cells, while the MX
FUEL XC406 Battery uses 40 of the same cells.
The CP203 can be recharged in 45 minutes and
the XC406 in 90 minutes. Both carry a two-year
warranty. Both batteries are around 270mm long
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and 105mm high, but the XC406 is 180mm wide,
and the CP203 is 100mm wide.
Their power compares favourably with the
previous top-of-the-range for Milwaukee, the
M18 FUEL HD 12.0 pack, which contains only 15
cells.
These tools forego the slightly flashy but
attractive appearance of most Milwaukee tools,
and are instead a very industrial-looking dark
grey — in part due to a durable, thick rubber
covering. The XC406 can also be integrated with
Milwaukee’s One-Key connected tool system.
The tools designed to be powered by these
batteries are in the light industrial category,
and include a 14-inch cut-off saw, and a breaker
(jackhammer) capable of 1300 blows a minute
and 68 joules of force. There is also a construction-style tower light tree, capable of generating
27,000 lumens, and extending to a height of
three metres.
One of the most interesting of the MX tools is,
however, the MX FUEL Carry-On 3600W/1800W
Power Supply. Powered by one or two of the MX
FUEL batteries, this can supply power for AC
tools through two 15 amp sockets. Chargers for
M18 and M12 batteries can be screwed directly onto the chassis. When the unit is itself is
plugged into AC current, it can charge its own
batteries as well as an additional two MX FUEL
batteries. It’s essentially a drop-in replacement
for an on-site generator.

over concerns about worker safety.
Mr Galli remarked during the results presentation and in subsequent interviews that, while
China remains the company’s main manufacturing base, it has expanded production around
the world, including in Vietnam and the US.
The real question, of course, is whether the
pandemic is simply going to delay construction
activities by one to three years, or if it will represent a more permanent shift in the way economies operate. At the moment two forces make
this difficult to judge: national governments are
pumping funds into social benefits and businesses to ensure they survive; and while the US
and elsewhere have attempted to restart their
economies, it remains too soon to know if such
a restart is possible, without a vaccine, or even
an effective anti-viral treatment.
That said, and while it is prudent to expect
some troubles for TTI in the short term, it’s does
seem to HNN that this company is among the
best placed of the top four power tool companies to benefit in the post-pandemic economies
that will likely emerge. Where companies such
as SBD have concentrated on market expansion, TTI has focused on category expansion, as
demonstrated by its MX FUEL line.

Analysis
Looking at the results, there are a number of
questions that arise. These are very much the
kind of good results that TTI
produces with some regularity.
However, we don’t know how well
Milwaukee will fare during the
economic slowdown caused by
COVID-19. Certainly looking at
the Q1 results for Stanley Black &
Decker (SBD), TTI’s major competitor has been hit hard.
Milwaukee itself was forced to
shut down its plant at the Greenwood Leflore industrial park,
located 150km north ofJackson
Mississippi from 8 April 2020 to 18
April 2020 after cases of COVID-19
were found among its shift
workers. While manufacturing is
treated as an “essential” business
activity in that US state, other
manufacturers, such as Nissan,
have chosen to reduce production

Milwaukee’s MX family of tools.
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Techtronic Industries
2019 results
As 2020 challenges loom — tariffs and COVID-19 —
TTI’s global supplychain provides flexibility & new
opportunities. TTI CEO Joe Galli spelled it out during
a presentation of its 2019 results to analysts
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Hello, everyone. I’m excited to share with you the outstanding results that we delivered here at TTI in 2019. First of all,
our sales grew a strong single digit level of 9.2%. We were we
were delighted with this sales performance, given the headwinds that we face in the environments we’re competing in
today. A highlight of our sales is actually the reduction, the
planned reduction in sales in floor care. We were down 13.5%.
However, that was by design and we were able to grow the
EBIT level of floor care up a cool 12.8%. We are now on track
with floor care, now that we’ve exited the Western European
low margin non-strategic business. We’re now on track to
deliver an outstanding future in floor care financial results.
We as you look at the P&L more closely, you see that once
again with 9.2% sales growth, we improved our gross margin
by 50 basis points. We were able to increase our EBIT at a level faster than sales growth. So EBIT grew 10.9% up to USD673
million in EBIT, and our net profit grew 11.3% to USD615 million. We continue to relentlessly focus on reducing non-strategic, unnecessary, wasteful Selling, General & Administrative
expenses. We cut non-strategic SG&A by 10 basis points last
year while we invested aggressively in strategic SG&A.
And what is strategic as SG&A for TTI? Well, it’s we are
hyper focussed on research and development, new product
development, expanding our end user conversion programs
globally. We’re focussed on building our brands with our mar-
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Image: TTI CEO Joe Galli
faces up to another TV
interview.

keting programs, expanding sales coverage. We’re expanding
with our in-store reps in and in key customers like Home Depot. And we continue to successfully expand geographically
throughout Eastern Europe and other parts of the world.
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I’m particularly excited about our continued investment
in the leadership development program. Last year at TTI
we hired over a thousand freshly minted college graduates
worldwide. These are high potential superstars that we handpick off campuses in the US and globally. And now they’re
part of this TTI family. Can you imagine a thousand new
additions to the company? And these are all, as I said, high
energy, high potential college grads that will be an important
part of this company’s growth in 2020 and beyond. With that
continued investment in strategic SG&A, we will continue to
drive our gross margin up to levels that that are becoming increasingly impressive. In fact, last year we grew gross margin,
another 50 basis points up to 37.7%. That’s 11 years in a row of
impressive gross margin improvement at TTI. And as we’ve
shared with you in the past, we plan to continue to improve
our gross margin as a percent of sales, approximately 50 basis
points a year for 2020. And really over the next five years. Our
plans are in place and designed to deliver this kind of continuous, relentless improvement in gross margin. And we feel
like, again, we have exciting plans in
place to deliver just that.

Tariff mitigation
Our working capital management
and our company, as you know, is considered to be world class. We are particularly proud of what we achieved
in working capital management last
year. We actually built up inventory in
advance of the potential tariff issues
that we faced. And of course, our
tariff mitigation has gone exceedingly
well. And it’s fortuitous that we now
have a surplus stockpile of inventory
which will help us deal with the reality
of the coronavirus, if there are any
kind of supply chain challenges in
the short term. So this is an excellent
time for us to have an extra supply
of inventory. Of course, we improved
working capital in terms of receivables
by cutting receivables to two days last
year and we increased our payables by
four days up to 104. So basically our
payables are funding the investment
in inventory. The inventory could not
come at a more opportune time. And
hnn.bz

Top, TTI’s Leadership Development Program is global in scope, including Hong
Kong. Video is at:
https://youtu.be/fEtKKdAN_H4
Bottom, TTI’s gross margin trend continues to improve.

again, we are delighted. Anything under 20% working cap as
a percent of sales is considered to be good and we are world
class and the best in our industry.
As we now turn toward 2020, it’s important to share with
you that we continue to be confident in delivering our targets
for 2020. Our outlook for this year will be we will, yes, we will
grow our top line high single digit. We plan to expand gross
margin this year, roughly 50 basis points. We intend to improve our EBIT to grow our EBIT at a faster rate than sales,
and we certainly plan to grow our Milwaukee business once
again at a rate of 20% or better.
We say that recognising that the coronavirus is an issue
that faces us today. We believe that we are doing an excellent
job working very closely with the Chinese authorities on
the new requirements that have been put in place. We fully
comply with all these requirements. We are pleased that at
this point, our employee base has been safe and protected
from the virus. We also are pleased that we so far have seen
minimal interruption in our supply chain. And based on what
we know today, we feel like we are still in a position with this
coronavirus to still deliver on our aggressive, exciting financial targets for 2020.

Milwaukee
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Let me share with you now some of the highlights of the
new products and new initiatives that we will roll out this
year to ensure that we deliver our numbers.
First of all, as I mentioned before, Milwaukee had another
extraordinarily strong year. We were up 21.7% in Milwaukee
last year worldwide -- 21.7%. With
all the headwinds in, it’s abundantly clear that we are significantly
outperforming all of the competitors that we face inthe global power tools space. In fact, I was very
pleased that our performance in
Milwaukee was consistent worldwide. So, of course, the North
American team had a terrific year
growing 21.3%. But in the European theatre our team grew 24.6%.
With the many economic issues
that you see in Europe, 24.6% is
just extraordinary performance.
And of course, beyond Europe and
North America and the rest of the
world, we were still up 20% plus.
We think that the consistency of
Milwaukee’s growth shows that
we are clearly gaining traction.
We have outstanding momentum.
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Whether it is overcoming tariffs or
pandemics, the global basis of manufacturing and product development at
TTI provides a degree of flexibility that
is superior to most major power tool
manufa turers.

We’re in a wonderful leadership position worldwide to continue our assault on the global leadership position in power
tools. As we as we march into 2020, we have a lot of highlights
that we’re rolling out at Milwaukee.

Framing nailguns
First of all, our M18 full size, 18 volt cordless platform at
Milwaukee is the fastest growing cordless platform in the
world. And we plan on continuing to expand this platform
with a myriad of new cordless products, some of which I will
just highlight today. For example, we have a new framing
nailer system. A family of framing nailers that will outperform competition because these are actually ready to actuate
at a moment’s notice. So this puts the end user in a position
to be able to complete the job much faster because of the
dynamic features we’ve engineered into these products. And
these are cordless nailers that will replace pneumatic nailers
that have populated jobsites for decades. But we also have
features that will outperform other cordless framing nailers
that you find in the market today. So we will now roll out a
family of these high-performance cordless nailers into the
Milwaukee FUEL family, 18 volt that will extend our leadership in cordless to yet another facet of the market that we
find to have a lot of potential.

58

Another good example of our M18 team leadership is this
product we affectionately call the “hole hawg”. This hole
hawg is an electrician’s tool and it’s this cordless product is
actually engineered to be three pounds [1.36kg] lighter than
the other cordless products in its class. It’s also more powerful, faster and easier to use than the competitive choices you
have in the market today. So by the end of the first half of
2020, we will extend the family of M18 products.
So we also have the global leadership position in subcompact M12 cordless products. These are subcompact, super
light and convenient to use 12-volt cordless products. We we
will have over 120 M12 products by the end of the first half of
2020. And so as you look at this, we now have the global leadership position in full sized cordless with M18 and then we
have a second global leadership position in the subcompact
platform.

Milwaukee MX FUEL
However, we are about to this
year roll out a third platform at
Milwaukee, and this is a whole
different arena of opportunity
for us, what we call MX FUEL.
This is high voltage, super high
performance product that’s
designed to target the massive
global equipment market. So
equipment is a whole different
hnn.bz

The new family of Milwaukee FUEL
framing nailers offer rapid nailing action,
and can penetrate dense wood, including
engineered timber.
https://youtu.be/AR3Wqphaokw

space than the power tools in the subcompact power tool
areas that we’ve gone after in the past. This equipment line
opens up our potential up to go after a market that’s literally
billions and billions globally. The MX FUEL is particularly
exciting because the products that we’re introducing here all
are designed to replace either gas power or petrol powered
products or pneumatic products or AC products. So there’s no
cordless in this class today.
So let me let me talk about that first MX product. This
is a 14 inch this new product is a 14 inch Milwaukee cut off
saw. This targets a vast market that today is 100% controlled
by gas or petrol cut-off saws. So our 14 inch cut-off saw is
powered by the sophisticated MX battery. This will literally
allow to use it to cut and perform jobs at a faster rate than
the equivalent gas products because there’s no irritating cord
to pull to activate our unit. And the power, the torque, the
runtime is all exceptional on this product and we expect to
disrupt a massive gas powered equipment product segment
with the new cut-off saw.
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Up next, we have an amazing tower light, a lighting tree
that’s powered by our MX battery system. Traditionally, if you
see highway construction at night or mining, construction
and repair or power utility construction in adverse conditions, what you’ll see is a light that’s attached to a noisy fuel
burning generator that has to be literally towed to the job
site in order to activate the light so that workers can perform
their tasks. So we eliminate all that with our super light,
super powerful, MX powered tower light. You can use these in
highway construction, mining, dozens of applications. And in
100% of the displacement we expect to achieve here is against
the gas or petrol powered or diesel powered products that
populate the jobsites today.
Next, we have a super cool cordless breaker also known as
a jackhammer. So these cordless breakers are designed to replace the corded units today and the old fashioned pneumatic products, pneumatic jackhammers you’ll still see on jobsite
construction, highway repair all over the world. Our unit is
the first ever cordless breaker and it performs beautifully
versus the AC and pneumatic equivalents that you’ll find on
the market today.
Next, we have a carry on power supply. This is literally a generator or a power
supply where batteries supply the power.
So you pre-charge the batteries. You carry
this on to the job site. And now you have
a portable power unit that’s available on
jobsites for whatever power requirements
there are. And interestingly, the number one item, number one device that’s
plugged into the generators on jobsites
is a charger for cordless tools. So now we
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The MX FUEL line of tools is Milwaukee’s
entry into the light industrial market.
There tools replace units that were previously powered by either petrol motors,
or by static pneumatic plants.

have a battery powered power source to charge your other
batteries on the job site. So we have this unique ecosystem
of charging and power source that allows us to perpetuate
the cordless revolution that’s taking place today on global
jobsites. The batteries that power MX are amazing, they are
technological breakthroughs. We have an extended capacity
battery and we have a subcompact version. So these two batteries allow the user to have plenty of power to replace petrol.
And it provides a wonderful and a creative aftermarket for
TTI as we build out our equipment business in the months
and years to come.
We have had amazing reception from targeted end users
globally on the revolutionary MX system. This is an incredibly disruptive, innovative technology breakthrough. We
expect to build on our MX equipment family of cordless in
the years to come, eliminating the scourge of gas powered
equipment on jobsites today.

Milwaukee Packout
We have had amazing success with our mobile storage system called Packout. As time has gone on because of cordless,
end-users own far more tools than they used to. And they
need a way to organise to store and to transport these tools.
And that’s where Packout has been an absolute bulls-eye
solution for these problems that the end users face.
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This is an example of what you’re seeing increasingly on
jobsites. Here are four users wheeling their tools to their
work site in their Packout mobile storage systems. So their
tools are organised easy to transport. And when they finish
the job, at the end of the day, they go back to their workshop,
they plug Packout into their broader Packout storage system.
And then this becomes another network effect opportunity
that we’re propagating here at TTI.
We intend to expand Packout with a series of additional
products. One example is a Packout radio, connectable of
course, by Bluetooth. It plugs into your Packout system and
allows the end user to enjoy the music they love on jobsites
or listen to the game, etc. And not having to deal
with a separate radio that’s detached from the
rest of their fleet of equipment.

Safety equipment
Another exciting new area for TTI that is gaining traction is our rollout of safety equipment. A
clear trend in the US and globally is that job site
safety is increasingly becoming a requirement.
The requirements are more rigid. And we just
think this is an incredibly important theme to
enhance job site safety for our users. It’s something we’ve worked on for years and our safety
equipment now allows us to really embrace the
user with the proper network of safety equiphnn.bz

An interesting tool offered in the MX
range is what amounts to a drop-in
generator replacement. Powered by two
MX batteries, the unit offers two standard
outlets, and chargers for the M12 and
M18 lines can be mounted directly to the
chassis.
When plugged into AC power, the unit
not only recharges its own MX batteries,
but can charge two additional MX batteries at the same time.

ment.
And in this rollout, we’ll have hardhats that will have
eye protection, gloves, respirators, lanyards and a series of
other safety equipment. And I can tell you that the safety
equipment is off to an incredible start. In fact, before the
coronavirus, we were enjoying great sales on all these products. Of course, respirator sales are going crazy in the short
term, but this will serve to introduce the world’s end users
to the fact that Milwaukie now is an entry, has entered into
the safety equipment area, and every single one of our safety
equipment products has marginally better features than the
incumbent competitors that have controlled this market for
years and years with products that we think have become
commodities.
And we intend to innovate, disrupt and become global leaders in the safety equipment space. Another highlight is our
fast growing hand tool business. And because of that, we’ve
actually decided to build a brand new manufacturing operation from scratch in Wisconsin to build our wire cutters and
pliers and screwdrivers and other hand tools that will be part
of the Milwaukee family. This is going to be a great step in us
building even more market share momentum in the US and
globally as we crank up this manufacturing operation in 2020.

Ryobi outdoor
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The outdoor business for TTI had a remarkable year growing 14.5%. That was all paced by the amazing line of cordless
outdoor equipment we offer in the Ryobi family. This growth
rate is indicative of what we think we can achieve for many
years to come because we are leading the global stampede
away from gas or petrol and to the lithium powered handheld
cordless outdoor equipment.
A great example of our technology prowess in outdoor, is in
the exciting new Whisper series of blowers. So the blower is
a necessary cleanup tool for the end users. But there are two
ongoing issues that users continue to discuss when it comes
to blowers. One is that the user is tired of having to pull the
cord and deal with activation of a petrol or gas powered unit.
The end users don’t like the fumes that
come from gas blowers. They don’t like
the noise. They don’t like the trips to the
gas station or the maintenance and repair
required. So cordless blowers solve a big
problem.
But there’s another problem that’s
significant here, and that’s the noise level.
Blowers are notoriously irritating when
they’re turned on, because the noise they
make is unpleasant. It’s loud, it’s disruptive. And in fact, there are many municipalities now that are actually outlawing
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Milwaukee is helping to pioneer the idea
of the construction site helmet as a personal protection platform, which enables
the modular connection of lights, vision
protection and other implements.

certain blowers because of the noise level. So we have created
something very special. We call it the Whisper series. We’ve
engineered these products with a series of intellectual property that we have patented that will allow us to offer a range
of blowers that are much more quiet than what you’ve seen
in the past.
So we’re going to roll out a range of three Whisper blowers
this year. We think this will be yet another catalyst for us to
continue to outpace marketing and grow our outdoor business at an exciting rate in 2020 and beyond.

Floor care
We have now repositioned our floor care line and businesses to focus on two areas: on cordless, and on carpet washing. In cordless, we have a unique system with a detachable
battery, which we call HOOVER ONEPWR that gives you a
floor care family where you can remove the battery from one
product and use it in a series of other floor care products. We
have very encouraging results so far in this cordless rollout
with HOOVER ONEPWR. We’re building traction and we
think that there’s a bright future for cordless floor care with a
detachable battery.
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We also are incredibly excited about the new generation
of carpet washing we’ve engineered. We’ve completely redesigned our carpet washing family and the state of the art
carpet washers that we’re now selling are gaining market
share. In fact, we’ve had so much momentum here that we’ve
decided to build our best selling PowerDash carpet washer,
and move it from manufacturing in China to the USA, to a
factory that we have in Tennessee. This is a great example
of us diversifying our manufacturing base. The retail acceptance of PowerDash has so far has been very positive.
So we feel now that floor care is in a position to deliver
increasing profitability for 2020 and the next five years.

Conclusion
So as once again, as we wrap up this results announcement, 2019 was an exceptionally good year for the company.
We, like all of our competitors, face many, many headwinds.
But our management team is outstanding. And the culture
and our company is a real highlight of TTI. When we encounter issues beyond our control, like the tariff issue that we successfully mitigated and still delivered on our profit guidance.
We believe that the culture we have is a culture where people
find ways to overcome issues that are beyond our control and
still deliver the numbers. At this point, we feel like the coronavirus is an issue beyond our control. Based on what we
know now, we will be able to manage through that coronavirus issue and deliver an exceptional 2020 per the guidance
that I shared with you earlier.
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REGIONAL REVIVAL

Mount Alexander H Hardware rewrites
the rules for regional retail
One of the main lessons of profiling hardware
stores is that there is no real “centre” to the industry — you can’t say that stores in inner-urban areas, stores in rural areas, or those in areas
between these two in terms of population density and market diversity are the main sources of
innovative ideas. Great stores pop up in a range
of different places, and the only commonality
between them is dedicated owners/managers
who understand the industry and their markets.
That said, HNN does think it is worth keeping an eye on one particular demographic area
for hardware stores. These are what have come
to be called the “exurbs”, a mix of exurban and
suburban areas. Located usually around 100km
to 150km from a major city, these areas are heavily reliant on that city as both a market and the
provider of tools and some raw materials.
hnn.bz

Above, Rod Hickey, one
of the partners in Mount
Alexander H Hardware,
stands on a mezzanine
level in the business’s
enclosed timber yard.
MATH (as the retailer
is known locally) was a
comprehensive refresh
of a former Thrifty Link
store. For Rod, going
with Hardware & Building Traders (HBT) was a
crucial part of the revival
plan. The partners in
MATH see that alliance,
and the transformation
of the store into an “H”
branded retailer, as
crucial to its success.

Elsewhere in the world exurbs have caused conflict between long-term residents with a small town focus, and newcomers from the adjacent city. In Australia, however, there's
been a notable move to acceptance and adaptation, as these
groups find shared values regarding quality of life, a desire to
honour local history, as well as a love of the bush.
One area that is something of a pioneer for this kind of
combination in the state of Victoria is the town of Castlemaine, located in the Shire of Mount Alexander, about 120km
to the north of Melbourne, and a 90 minute drive down the
Calder Freeway. Artists have long been moving to the region
in search of a closer link with Australia's pre-urban history —
as well as cheaper rent — while still retaining close links with
Melbourne itself. More recently they've been joined by both
more mature people seeking a handy retreat, and younger
families seeking an alternative to the high property prices of
the city.
Combined with the local manufacturing and agricultural
markets, it is the kind of rich mix that hardware stores can
do well in, so it's not much of a surprise to find the thriving
Mount Alexander Timber & Hardware (known to locals by its
acronym, "MATH"), a Hardware & Building Traders (HBT) H
Hardware store located there.
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MATH is interesting for reasons that go far beyond its
location, however. Just as the Castlemaine area may presage a change to the way Australian cities work (especially
post-pandemic), so does MATH offer a glimpse into a new and
different way to think about hardware stores, both from a
business/economic outlook, and from a community involvement outlook.
Insights into these areas has never been
more important than they are now — and
we mean, frankly, never before in the
post-World War II history of Australian
hardware retail. With an economy that will
have a difficult job of spurring its recovery,
the need to create better businesses by
improving productivity has never been
greater.
In their landmark work "Creating a
Learning Society" (CLS), economists Joseph Stiglitz and Bruce Greenwald suggest
that productivity improvements really
come from two different sources. The one
that is commonly considered — which CLS
refers to as "advancing the frontier" — is
about innovations, or innovative iterations
of existing practises. The second, which is
usually given less weight, is about communicating those practices developed on the
frontier — the leading edge — to the rest of
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HNN’s Betty Tanddo (left)
with MATH’s Jenna Maltby (nee Harding). She
and her husband Lachlan
Maltby are one of three
partners in MATH. Jenna
is an accountant with
qualifications in technology. She’s been responsible for building MATH’s
excellent website, and
much of its workflow.

the industry. As CLS suggests, while the first comes with high
costs and significant risk, the second is relatively inexpensive
to pursue.
No one store, of course, has all the answers. But we do
think that MATH has something many other hardware stores
lack. If we were to give that a name, we would say it is, simply,
"perspective". That sense of perspective — of understanding
how everything in the store, and in the business relates to
something else — has fuelled change and innovation, and
acted as a guide to how the business needs to shape itself.
MATH is so deeply rooted in the region — by its history, the
background of the three groups of partners who run it, and
the way local needs have shaped its business — that we really
need to begin by understanding more about Mt Alexander,
and Castlemaine in particular.

The region
Historically, Castlemaine is one of the luckier towns of
regional Victoria. Like much of the area to the north of the
state capital Melbourne, the area's past has been heavily
influenced by the gold rush of the 1850s. The area around
Castlemaine is thought to have offered one of the largest accessible deposits of alluvial gold in the world. As a result, its
population boomed at one time to be over 30,000.
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Mount Alexander Shire
is located about 120km
north of the Melbourne
CBD. With the development of the Calder
Freeway, the shire is
about a 90 minute drive
from the city.
The inset shows the distribution of population in
the shire, with the darker
blue areas showing the
major population areas.
Economically, the shire is
an interesting combination of agriculture, meat
processing, tourism, and
as a home to Melburnians interested in
alternative living.

Another interesting characteristic of gold mining in the
region is that Castlemaine was often at the forefront in
using new technologies. In the 1890s, as Australia entered an
economic depression, interest in gold mining was renewed.
Castlemaine became one of the leading Australian centres
for "modern" jet-sluicing and dredging techniques, both of
which helped to revive the industry. This technical advantage
reappeared in the next depression during the 1930s as well,
with a rich strike of gold at the Wattle Gully mine in nearby
Chewton, which made use of cyanide processing. Wattle Gully
became one of Australia's main producers of gold up until the
1960s, though the mine continued operating into the 1980s.
Yet even as its local industries came under pressure in the
1990s, Castlemaine — along with other towns in the area such
as Kyneton and Woodend — discovered a new potential, as a
"refuge" for people originally from Melbourne, who needed to
maintain a connection to the city, but could benefit from the
larger spaces provided by country living.
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Castlemaine offers many advantages, including a relatively
quick drive to Melbourne down the decade-old Calder Freeway. There is also the rich heritage of the place, much of it
well-preserved, and what has become a community rich in
both culture and the values that
come directly from the land and
its uses.
An interview with the painter
Bernard Sampson which appeared in the Bendigo Advertiser in April 2016 outlines the
attractions Castlemaine has had
for many former Melbournians:
Sampson said [Castlemaine] was
still a town of skilled artisans,
home-mechanics, builders and
all manner of tradespeople. "I
think that the feeling of community is only strengthening as we
are getting a more diversified
population again," he said.
And as that sense of overlapping communities — shared by
mechanics and professionals,
pensioners and young artists, immigrants and farmers — strengthened, it served as a magnet for
those looking to settle outside
the big smoke, Sampson said.
"Then also there’s the good,
clean air, the clean water — it just
makes good sense."
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The top chart shows
the number of jobs in
industry categories, with
the dot showing the job
levels in 2011. Interestingly, the two industries
that have declined are
the retail and wholesale
trade.
The bottom chart
compares the unemployment rate in the shire as
compared to Victoria’s
state numbers, and the
district surrounding the
shire. Mount Alexander
Shire is significantly lower than both comparative
measures.

Housing industry
The pull of those attractions certainly is supported by the
statistics. The current population of Mt Alexander Shire is
around 20,000, with over 30% located in Castlemaine, which
is geographically central to the shire. For the last nine years
population growth has hovered between 1.0% and 1.5% per
year. The demographics of Castlemaine itself skews older,
with over a third aged over 60 years, and 25% in the 40 to 49
year range. That's slightly older than the shire as a whole,
with only 28% aged over 60 years.
The majority of dwellings in the region are unattached
houses, with 75% of these owned by their occupiers in the
shire, while Castlemaine itself has a lower ownership ratio
at 66%. Writing in Property Observer, Terry Ryder noted that
Mt Alexandria Shire had very high levels of median house
price growth in 2018/19:
The standout feature in my latest analysis of sales activity and
price trends is that locations a greater distance from Melbourne are now enjoying significant growth in prices.
...
But the No.1 location for annual price growth is the town of
Maldon in the Mt Alexander LGA north of Melbourne, where
the median has risen 30% to $525,000 in past 12 months.
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Domain also notes continuing growth in house prices for
the region, quoting 17.6% growth between Q1 2018 and Q1 2019,
and a significant 44% growth over the preceding five years.
Not surprisingly, that is backed up by the numbers for
housing approvals in the shire. While the years from 2012/13
to 2015/16 saw a decline in residential approval values of over
10%, approvals in 2016/17 went up by 40% over the preceding
year, and averaged a 30% increase from 2016/17 through to
2018/19, ending at $76.3 million.
The rush of new residents from Melbourne has certainly
had some effects on the culture of
the area as well. RMIT Associate
Professor Anitra Nelson writes
about the changing scene in her
home town of Castlemaine:
From the late 1960s, our area has attracted successive waves of creative
urban dwellers resettling agricultural and bush land with the intertwined aims of artistic practice and
self-sufficiency and, more recently,
communal sufficiency. Local writer
Katherine Seppings explains that
initially "some squatted in bush land
and constructed houses made from
earth and stone; others recycled
windows and doors from the miner’s
ruins, resurrecting handmade bricks
hnn.bz

The most interesting
series of stats here are
those for the last three
years, which show a
steady growth in residential approvals. This
tallies with increasing
property prices, and a
growth in the popularity
of the region with the
Melbourne market.

and old timbers carved and painted, from the tips, from abandoned hotels, houses, and stores, creating energy efficient
building techniques and inventing environmentally sustainable ways of life."

With many of the new arrivals either members of the
Melbourne art scene, or people who are comfortable in those
circles, locals have received a different exposure to some
key national issues. In particular, they have had a chance to
revisit some of their former assumptions about subjects such
as climate change. That includes the local builders, many of
whom have moved from scepticism to acceptance of the need
for stronger environmental action — a change that has influenced their building work.
One such builder was quoted in an article for The Age, published in June 2007:
Until about a year ago, local builder Trevor Butcher was
among a vocal minority in the town who viewed climate
change as all a bit overblown. But since reading Tim Flannery's The Weather Makers, the self-described conservative
businessman has changed his mind. He plans to donate the
equivalent of $30,000 to MASG [Mount Alexander Sustainability Group] by loaning a sustainable display house for them to
use free for a year.
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"I hate inefficiency in houses, so this is a chance to work
out the best way of doing things … But it's also about the fact
that I've got three kids, and this is my way of doing something for their future."

The new founders
Though a dozen years old, the above remains an interesting quote — especially as that builder, Trevor Butcher, is one
of the founding partners of MATH. Alongside him is a couple
of married accountants, Lachlan Maltby and Jenna Maltby
(nee Harding), and a very experienced hardware retailer, Rodney (Rod) Hickey.
As Lachlan explains the situation:
So I don't actually work here, this is Rod's sort of baby, you
know. The other investor is a builder
by trade, he doesn't work here either.
But between the three of us gives us a
good balanced approach. Plus, my wife
Jenna Harding, she's also a CPA, with
an IT background, which is interesting.
Right from the start, of course,
that's just a little bit of an unusual
combination to find running a hardware store in regional Victoria. Lachlan and Jenna continue to work at
an accountancy firm in Castlemaine,
Smith & Maltby Accountants, and
Trevor continues his building firm,
Trevor Butcher Builders.
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Trevor Butcher far left,
Lachlan Maltby far right,
and Rod Hickey second
from right, accepting the
award for HBT’s national
store of the year at the
2019 conference in
Melbourne.

Rod, as you might imagine, is constantly hands-on at the
store, managing its daily operations. However, after five
minutes or so of talking to Lachlan and Jenna, it is pretty
evident that this is also something of a "passion project" for
them. There are not only tales of just how much hard work
and direct, physical effort they have put into the store, but a
real sense of personal investment as well. (HNN did not get
to meet Trevor, but we're sure he is equally committed.)

What continues
One of the key issues the hardware retail industry faces is
that of the continuation of existing businesses. It has become
commonplace for family hardware businesses to find that
the most recent generation of the family is less interested in
taking over these businesses than previous generations.
There are a lot of good reasons for that reluctance. The
ever-looming presence of Bunnings, and the at times grinding work of any kind of retail business are often cited. There
are, however, two related reasons which might be even more
influential when it comes to these issues of succession and
continuation.
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The first is that in many family businesses the generation
in control of the business is frequently reluctant to change
the business to better align with the personalities and goals
of the younger generation. Along with this is that these older
generations simply find it hard to change what they are doing, even as the industry has changed sharply around them
— for the past decade at the very least.
A little paradoxically, this reluctance for change does have
something to do with the increasing dominance of Bunnings
over the past two decades. While the challenge of the big box
retailer could have sparked innovation, it has instead engendered a more conservative approach to hardware retail. With
the once comfortable margins on consumer DIY reduced,
hardware retailers have bunkered down into business areas
less affected by Bunnings, such as trade-based sales.
These businesses have, as a consequence, focused mostly
on customer retention, and individual customer relationships. While that has worked as a survival strategy, it has
been less successful as a growth strategy for smaller businesses. (It's useful to remember Peter Drucker's injunction
that the purpose of a business is to create customers.)
The hardware store which the MATH team took
over was one which had in part fallen on hard times
due to a failure of succession. Reading between the
lines, it seems likely that there was considerable discussion about whether the best path was to take over
the existing business, or simply start from scratch.
One of the complicating factors in making that
decision was that all the partners had long term links
with the area, and introducing a new business to a
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A diagram from Australia’s Grains Research and
Development Corporation illustrates a point
often lost in succession
planning, which is
that it needs to start in
response to changes in
the inheriting part of the
family, not the parent
generation.

close-knit community sometimes means that intangibles
really need to be taken into consideration.
As Lachlan explained:
Obviously, the three of us having been here for a long time
we know a lot of people. Trevor is in the building game so he
knew a lot of tradies, other builders. Trevor is incredibly community minded... And Trevor's fifth, sixth generation from here
as am I.
Rod's links are just as extensive to the area, as he told HNN:
I'm from Swan Hill, originally. Grew up, born and bred up
there. Came down to the Bendigo area and then ended up in
Castlemaine. So I know this area fairly well, yeah.
The idea of entering into the hardware business by launching a new enterprise in Castlemaine was actually Rod's to
begin with:
I worked at another hardware store. I didn't actually know
Lachlan prior to this venture. The key here, was Trevor. I knew
Trevor. I first threw the idea at Trevor one day, when I saw
him. With the other hardware store going [out of business], it
seemed Castlemaine needed a hardware store. He said that
he knew someone who might be interested. Then, it just sort of
snowballed from there. So, here we are, two years later.
Lachlan remembers how he considered the situation:
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In terms of the general hardware store environment at the
time, there were three stores
in town. One that went under,
a couple of times. This one
[MATH] that didn't have a
great history of having stock
on hand to begin with. Then
the one that's in town [Castlemaine town centre], which is
more just a hardware, more of
a bric-a-brac sort of store.
The previous owner, the guy
was nearly 70 when he finally sold out to us. He had a
couple of sons whom I think
he thought might have come
along to run the store, but
didn't in the end. It got to the
point where he was burnt out,
he just didn't want to deal with
the business. According to
some who worked here, the
answer to most questions was
just always no. No matter what
you asked, it was just no.
So basically you've got a
business that is stagnant, and
it's started going backwards.
It had been on the market for
probably 10 years. He really
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The top image shows the
former Beards store in
2015, and the bottom
image shows the store as
it is today.
One of the underrated
aspects of the “H”
branding offered by HBT
is how effective it can be
for stores changing from
a franchise brand, such
as Mitre 10 or Thrifty
Link, to HBT.
It’s surprising just how
effective the yellowand-black branding is,
compared to the more
outdated branding
colours and styles of the
previous store owner.

should have got out 10 years earlier. Part of that was, when it
was valued, the store valued the stock at something closer to
retail pricing.

Going into this store was like walking back into the 1950s or
60s. What it was, basically, the owner took a store that was
started 50 years ago in town, and moved it out to this location.
I think the original idea was maybe to modernise the store
when they moved it here, but instead they just shifted from A
to B.

While from a good accountant's point of view it's easy
to see that the transaction had some flaws, it's clear the
other partners also considered there were some counter
arguments to that. And as Rod pointed out, with MATH
taking over there was an almost immediate increase in
jobs available.
So when the other hardware store went under, it would've
been about 20 odd people who were going to lose their jobs
in town. So we took on as many as them as we could, and
obviously kept some of the staff
that was already here.
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People don't forget that kind
of contribution. Smaller communities in the short term can
sometimes be a little unfair
judging some transactions, but
they tend to work this out in
the longer term, and there are
often unexpected compensations for generosity.

A national situation
It's worth taking a moment
here to look at this situation,
and to see it from the perspective of the industry-wide environment. Probably 15 years ago
a store that was continuing its
operations in the form they
took in, say, the early 1980s,
might not have been seen as
doing all that badly. But in
those 15 years the industry has
changed sharply, through new
technology (e.g., smartphones),
a Bunnings that has evolved
what it does rapidly, the
increasing influence of global
trade, and the changing demographics of customers.
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The top image shows the
former Beards store circa
2015, and the bottom
image shows the MATH
store in 2019.
From HNN’s perspective this does show a
transformation from
a store that, while it is
close to the average for
many regional hardware
retailers, shows a nursery
area with an “overgrown”
sense to it, and a poor
choice of plants in general. The IHG signage is
also not very effective.
The revived H branded
store shows a nursery
area that has been made
exciting and enticing,
with well-tended plants
and much better signage
throughout.

So really where we often see a problem that looks like succession, we're missing a much deeper problem. Sons, daughters and other family members might not continue the family
business for complex reasons. It's as likely be because, as they
know more about the business than anyone else, they realise
it's not worth the effort to fix it up.
One "X-ray" into what goes wrong is to look at what MATH
had to fix in the old Beards store.

The takeover
Starting to fix up their newly acquired store began with a
bang for the partners, as Lachlan tells it. The first big problem, in fact, was as a result of "misunderstandings" about the
sales process.
So we took over on the 13 December 2017. We had a little bit
of a communication breakdown with the previous owner. He
stopped ordering, basically, didn't understand that whatever
stock was here, we would buy. So he stopped ordering, and
ran the stock right down. Mid-December, you're not getting
accounts opened. You're sure as heck certainly not ordering.
So already we've got a large number of tradies upset with
us. It's hot, they're trying to get something before Christmas.
This is their last hope and we've got no stock. I'm thinking, oh
what's going on. We upset a lot of people before we even got
going. Very, very easily.
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While that kind of "hitch" is not all that unusual when a
store changes hands, some of what the MATH team found
next was nearer the far limits of expectations. In the first few
minutes of our tour, they laid out some of the initial challenges. Dust, accounting and OH&S were the first things that
Lachlan brought up.
There was no dust extractor. No, sorry, there was a dust extractor. But the dust that it extracted, it just put next to it. In a
heap. So it probably stirred the dust up more than anything.
You'll laugh at a lot of these things, but I can assure you, this
is what we faced. There was
no accounting package at all.
It was all run out of a handwritten ledger. There was also
very little concern for OH&S.
The MATH team quickly
realised that to get the store
to work, they would need to
make some truly mammoth
investments. They started
by tackling the core issues
in store operations: movement of goods into the store,
storage of goods for sale,
and movement of customers
through the store.
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A small shed on the
exterior of the MATH
timber yard provides
dust extraction for the
industrial-sized wood
saw.
This was one area where
Lachlan remains puzzled
by the previous owner’s
approach, where dust
extraction was housed
inside the timber yard,
limiting its effectiveness.

Store logistics
The store logistics could be divided into three areas: delivery of bulk and general goods; delivery of timber to the
indoor timber yard; and stock control.

Bulk and general goods
One of the first (very expensive) steps was to lay down
additional concreting behind the store to create an adequate
area for goods marshalling and storage. As Lachlan explained:
So we feel we've always taken the approach, of if we're going
to do it, let's just do it properly once and then move on to the
next problem. So there's 1100 square metres of concrete we
laid down out the back here, and you can see the thickness.
Obviously there is a cost for that, but you have to do it.
What it allows us to do, the semi-trailers that turn up quite
frequently now have somewhere to pull up and unload out of
the customers' way, safely, efficiently, and quickly.
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Lachlan outlines the way
the old store handled goods
delivery with might best be
described as an air of disbelief.
So this block here, the whole
thing was just grass. No different to what you see across
the road in the paddocks. And
this back block, that's where
all the deliveries came in, and
all the excess stock was held.
All the reo [rougher header
timber] used to sit there on the
ground. It was literally everywhere. You would have struggled just to drive a forklift from
one side to the other. There
were just packs of timber
sitting on the ground. There
was no racking, so picture zero
racking.
With the additional concreting, there is now not only
room for the trucks to unload,
but there is space for them to
park and queue for a delivery
slot. MATH has added considerable external racking, under
cover, as well. It might all
sound simple and easy, but it
required a good deal of planning and engineering, not to
mention investment.
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Top, some of the
1100sqm of concrete
put down after starting
up MATH. Bottom, some
of the storage for timber
in the delivery yard. Previously, packs of timber
were simply dumped in
the yard, according to
Lachlan.

Timber delivery
MATH is unusual for a medium-sized regional store in that
it features an undercover drive through timber yard, which
is attached directly to the main store. Prior to MATH taking
over, this was another scene of chaos, as far from being drivethrough, it was more about drive-in and back out.
Of all the transformations that MATH has brought to the
store, it's evident that they rank the changes they have made
to the timber yard as among the most important. Describing
what it was like before, Lachlan's voice (for the only time)
comes close to the pitch of actual outrage.
One drive-in lane, no lines painted for where people are safe
to walk. Some people drive-in through the front, some come in
through the back. This little kiosk thing in the middle, that was
one sales point. Just chaos.
So if you picture these two roller doors [to the timber yard],
what are they, about 4.5m to 5.0m wide? Timber comes in
6.0m, 6.5m lengths or longer. Okay, so if you picture trying
to get a load in with a forklift driving front on. So the way they
used to do that was someone would drive in, one person
would stand on one side of it, push it forward, they'd drive
forward. With customers in the same space at the same time.
So no bin dividing, no tags, no exits. No nothing, just a free for
all, basically.
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The same kind of difficulties arose with timber deliveries.
Trucks would drive into the timber yard, but were not able to
drive through the space, so ended up backing out into the car
park, and through to the road. Adding to the hazards, MATH
is located right next to a primary school.
That's a problem the store managed to fix by increasing the
height of the roller doors. It's a result that pleases Lachlan:
So now, a semi, can just drive straight through, on the lot, unload, then drive out the back door.
The other changes that MATH made were even more dramatic.
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Some very expensive
racking set up in the
lee of the main store
building.

So the first thing we do is remove the kiosk, which forces
people back into the store to pay. The key thing that we had to
do was to quickly as possible get one row of cantilever racking
up. So as soon as we got that up, we had six times or probably 12 times the original storage area for the strip beside the
drive-in lane.
Okay, so we got one up, we loaded it up, the next day, start on
the next, get it up, and so and so forth, and keep building that
way.
We moved the moulding racking and doubled the size of it.
Pallet racking, painting our drive-through lines. We made a
huge effort not only for staff, but to educate customers, this is
two lanes now. It is one way. Pull all the way forward. If you're
finished just get out and go. Don't come in here, park and go
inside for a box of screws.

Lachlan does admit the one-way lane remains something
of a work in progress. But he's sensitive to the need to take
time to change customer behaviour.
This is still our biggest problem, this laneway. It's nowhere
near the problem it was, but it's always going to be troublesome. So that's probably the third stage that we're going to,
later on, making it work better. Probably a year or two away, I
would say.
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MATH wasn't just making more space for goods at random,
either. There was a whole system being built. For example,
with the pallet racking the space for loading and unloading
was limited, they changed to using a specialised side loader
to make it work. Making the whole system work correctly,
however, meant spending even more time and money.
The storage space on one side was wider than the other side,
and that wasn't optimal, so we switched it around. Now, you
think, "Okay, you've moved all that from here and all of that to
there for an extra metre?" Yes, we did. Because that needed to
be done, so we just did it.
Likewise, there's an office downstairs,
we completely gutted it and made it
into two offices. Previously there was
just one person down there.
What we could say, in general
terms, is that what Lachlan and Rod
brought to the store was a new culture that placed a strong emphasis
on safety and efficiency. They were
not fixated on the "look" of things,
the habits that customers and staff
had fallen into. And, in particular,
they were not aiming to just do a
little bit better than their competitors. All the MATH partners wanted
a store that worked at the leading
edge, the frontier region, of development.
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MATH altered the entrance doors to its timber
yard so that trucks can
pull in, unload their
timber, then pull straight
through. This makes
delivery quicker, but also
enhances safety.

Stock control
Before MATH there was little control over inwards deliveries, according to Lachlan.
So basically when we took the store over, there was no inwards, outwards, good stock control. It was literally the truck
pulls up, people take what they like. If the money ends up in
the account, well great.
The incoming stockroom for MATH looks like most of incoming goods areas: a little chaotic, but organised as well.
This is our inwards stock. It looks like a little bit of chaos. But I
assure you its better than what it was. This area had cabinetry
and all sorts of goods, this was the dumping area. It took a
couple of us probably a day or two to just get everything out
of here. Yeah, just completely gut it and start from scratch.
So first thing we did, we brought one person across, and every
single thing that comes into this store and comes through
here comes through him. Obviously, with the exception timber
packs. And we make use of barcodes to help keep track of
everything.

The store
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While getting the basics right for incoming stock so that
it could be efficiently and safely handled was a priority, an
equal priority was getting the store itself to work better. As
with the store logistics, this ended up being a multi-stage,
multi-step process.
It's a little difficult to imagine, but the very first step the
new owners had to take was to upgrade the main store itself
to a level where tradies would actually be interested in buying from there. Stating it as politely as possible, the goods
that were offered for sale by the previous management were,
as Lachlan and Rod put it, "entry level". Lachlan described
the situation:
So you would not find a trade professional in [the store] at all.
There was nothing in here for them. They would just get their
timber from the yard, and that
was it. They didn't really sell
anything to them in here. So
the stock would be covered in
dust. When we took over, there
was sun damage, everything.
Tradies would buy their timber, then go to the local Mitre
10 store for whatever else they
needed.
The first thing the MATH
team did was to put up some
supermarket-style racking,
and begin to sort out the
stock. The floors of the store
were 25 year-old concrete that
had been virtually untouched
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Having a specific area for
goods incoming helps
MATH to marshal and
account for these goods.
There is now a central
person responsible for
keeping track of valuable
stock.

over that time. They partially solved the problem of redoing
the floors while still running the store by doing the painting
themselves at night. As Rod described it:
Stripped it, painted it at night, hoped to God it was dry by the
morning. But it was often still tacky in the morning!
One of the biggest problems in terms of customer flow was
that there were three separate checkouts: One close to the
middle of the store, one in the timber yard, and one in the
nursery. That not only caused a confused flow of traffic, it
also created situations where customers would have to purchase different kinds of goods at different checkouts, which made it unclear whether they had
already paid for goods, and where. The partners
sorted that out almost immediately, according to
Lachlan:
There was basically a supermarket sort of checkout
right spot bang in the middle which held two computers. So you either walk left or right around it. Day
one that went and the L-shaped counter [near the
entrance] went in, with our two computers that side,
two computers this side. Installed the heating above
it. Fans et cetera. Drinks fridge.

77

While that arrangement has worked so far, with
the store's popularity increasing, they will likely
need a few more. As Rod explained:
Four is starting to push it, especially on the weekends. Probably need six on the weekends because
this can be a little hectic.
Of course, putting in computers means also
having to put in network connections. And as it
turned out, MATH had to do quite a bit of wiring
in general. In fact, the entire store had to be rewired, and according to Jenna, that did not come
cheap:
The electrical rewiring was like $50,000 on its own
just to get it up to scratch.
It's something of a sore
point with Lachlan as well.
We have basically completely rewired the entire shed.
We've rewired it all, all your
cat5, internet, wireless, all
that sort of stuff. Implemented computer systems, replaced probably 15 computers, point of sale, accounting
packages, like the whole
backend of the business.
Most of the has been done
by our staff. If it hasn't been
done by staff it's been done
by local trades here.
hnn.bz

Peering through the entrance to the timber yard
from the store, top, you
can see the kiosk that
once was an alternative
checkout area. Bottom
shows the new, single
place for checking out.
Having one area makes
it clear to customers
what the purchase flow
is, and eliminates other
confusions.

Obviously you try to keep things in town, because you can ring
your sparky, and he's here in ten minutes. The amount of times
we shifted that machinery there, reconfigured it, rewired it.
This doesn't work, that works, and so forth. We would have had
him back at least five or six times to rewire that area. And we
are still not rapt with it.

It's pretty evident that the MATH team were working
very hard over the first year, and especially for the first six
months. But they had faith the store would work out. Even
after the first few days, when, low on stock, they were not
pleasing all their customers, they were sure they would be
OK. As Rod puts it:
We knew it would come. As soon as we got the stock, we were
fine. We definitely had the customer traffic coming through the
doors looking for stuff, and it wasn't probably until mid to late
January [2018] until the stock hit the floor and it was evident
that trade was our number one focus. And then once the stock
was here and we corrected the pricing, there was no way it
was not going to work.
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One reason for their confidence is just that they all have
close community ties, as Lachlan explained.
And obviously, the three of us have been here a long time.
Know a lot of people... Trevor is in the building game and
knew a lot of tradies and builders. It's just a lot of constantly
communicating, this is why this is happening and hoping that
they'd bear with you long enough, until you had the stock.
Even with having a good store, and good community
relations, MATH has handled its marketing carefully. Rod
stressed that their marketing was tightly controlled:
It's very controlled growth, so we haven't targeted every single
builder because we couldn't cater for them all.
One technique was to cater for the builders on an individual basis, according to Jenna:
That's a big part of our marketing strategy. So the guys will
actually take builders out for lunch and go and visit them, and
that approach has been a massive boost. To the trade. It makes
them feel important.
However, as the business has become
more confident, it's also been able to target builders more directly, through quoting on larger jobs, according to Lachlan:
We are now a little bit more comfortable
about where we are at as a store, so we
thought, let's start to welcome a few more
builders, lets do the tenders for the bigger
jobs. And all the other things that come
with that.
Some builders, we had to quote and quote
and quote them. Now it is just their price.
They just ring up and it just is what it is. We
are starting to build up that rapport.
Rod could shaft someone, no worries at all.
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The view from the timber
yard back to the store.
The two-lane driveway
continues to pose some
problems in terms of
traffic flow for the store,
but there are plans to
encourage customers to
make better use of pullin, pick-up and drive-off.

But in a whole Shire of 15000 people, that would mean they
would not come back, their cousins would not come back. You
throw a rock into a pond.. you know how it goes. And that is
Castlemaine to a "T", a very sort of old school attitude!

MATH has also worked hard to make sure that the store
is as easy as possible for builders to do business with. From
Jenna's point of view, this is a big win for marketing as well
as general customer service.
And with our new accounting systems, it has helped with
the bigger builders. So, obviously, tax invoices are emailed
out, statements are emailed out. So the admin team around,
say, one particular tradesperson who has made a purchase
for a builder, they love it. Because all of a sudden they are
not chasing a receipt, or finding out what was that job for, or
this job for, and there is a person here for them to communicate with. So that kind of focussing on those kinds of KPIs, of
the trade and the "feel good", has made a big difference.
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That ability to wait, to take the time to interface with
the market properly has played out in other ways for
MATH as well. Rather than staging a grand opening
to the store before they had developed it further, they
delayed that event for nearly a year after they first took
over. As Jenna describes it:
We had everything. Sausage sizzle, face-painting for the
kids, a radio station broadcasting from here, discounts, giveaways. And jumping castles everywhere.
Another part of the store's general strategy was to join
the Hardware & Building Traders (HBT) group right from
the start. Rod's respect for HBT goes back quite some
time.
So my background in the other hardware stores was HBT
based. So one of them was HBT-based for probably ten
years, then they decided to go down the Mitre 10 route,
before it was IHG. And to be honest that was probably the
start of the end of their business when they switched from
HBT to Mitre 10. It did not work out. They were locked into
contracts. Then they tried then to bail on Mitre 10, which
cost them a lot of money. Tried to go back to HBT, but didn't
have a good way to do that.
As the partners were changing a Thrifty Link into an
HBT store, executives from the Independent Hardware
Group (IHG) did stop by to convince them not to. Though
Rod had an idea how that was going to go, he stood back
and let things run their course:
I sort of knew the HBT background, and because this store
had been a Thrifty Link when it was Beards, while I was
100% HBT, the other directors didn't know anything about
the difference. So IHG came and presented to us. Lachlan,
after a great deal of effort — and he's a certified accountant
— couldn't work out their rebates system.
Part of it was also that Thrifty Link was a relatively cheap annual fee. Based on the new IHG fees, it was just ridiculous.
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The delayed grand opening offered the usual
fun. Jenna was guided
by other HBT members
offering advice on the
buying group’s Facebook
pages.

Once Lachlan had experienced the IHG culture, he was
certain the business needed to look elsewhere.
I tried to reverse engineer the rebate structure through programs and spreadsheets and whatnot. I didn't just look at it, I
tried to analyse it. More than that, though, what they wanted
didn't align with our internal values. For example, you had to
buy roughly 80% of your stock through their core range. And
you have to carry most of what gets sold through the catalogue.
So you end up having to stock something like boogie boards
-- and it's a bit of a drive to the beach from here. That kind of
thing was evident when we took over the old Beards store.
There was stock stuffed up the top of the shelves, random
places filled with random stock. Just stuff -- you had to ask,
why would this even be here?
Also we've been able, being with HBT, to use local suppliers
as well. For example, there is someone, a young girl, who is
still at school who makes garden stakes. We can buy and sell
those.
All that said, though, Rod does admit that you have to be
willing to put in the effort when you start with HBT:
Going with HBT is definitely more work to begin with, as you
have to open up over a hundred suppliers rather than just IHG.
And you don't sort of get that back, you just have to do the
hours, you have to put the stock in, do all the pricing yourself.
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Just being in HBT wasn't enough for MATH, they also
wanted to be part of H. As Lachlan explains:
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The H-branding has been an important
component of marketing for MATH.
It now only adorns the store, but also
its transportation, including utes and
delivery trucks.
The branding provides immediate identification from the street, and helps to tie
together the graphic treatment of the
store itself.

Rod always wanted to be an actual H branded store, but there
was a little bit happening in the first few months and by the
time HBT come, they give you your reviews, they tell you how it
needs to look ... it can take a while to really get going.

Again, though, that has proved to be well worth the effort.
Rod thinks the branding is a big step up for the store.
The "H" in the H Hardware branding also helps. We've put the
branding on all of our vehicles, local people are getting to
know it. We actually put a sign facing the school, for no other
reason that the children are going to see it.
Jenna sees that branding have an effect that goes beyond
just the local presence.
As an example of that, literally one of our staff members went
up to the town of Barham on a motorbike ride with his mates,
parked out the front of the Boyds H Hardware store and took
a photo. So we share that on our social scene, you know, hey
guys, another fantastic HBT store. People start to realise that
we are independent, but also part of something.
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Beyond the practicalities of being in HBT, Jenna also sees
big benefits from the community that comes with it, especially online.
It's not like that with all the buying groups. We're very lucky
with HBT in that we've got a private Facebook Group for all the
members, so you can pop up, you can share, you can pop in
with things that have worked. Someone else did a grand opening, didn't they? So that store popped up with "we did this,
this and this. Works really well. But this other thing probably
didn't." So we have that ability to share really well.
Lachlan agrees:
It helps you with where do you buy this from? Who do you
deal with at this place, and so on. It Just really helps with the
details. How you stock product, staff matters, HR, accounting. It
is basically probably the best thing I think they've done.
While the MATH partners could clearly see problems with
the way IHG implements catalogues, they found advantages
in how HBT went about this kind of marketing. Jenna undertook various forms of print
marketing starting in 2019.
We tried in the spring of 2019,
a four-page printed catalogue,
through J&C Advertising, which
comes through the HBT membership. We worked with them. I
think it was about 6000 printed,
and they were all distributed. So
we did a mail drop, local newspaper insert as well. That is part of
the rebranding strategy that we
had.
So we are doing another one in
Autumn 2020. Another four-page
printed, but probably not quite
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The H-branding extends
to the company’s online
presence as well, such as
its Facebook page.

so many copies this time! That was a bit too much. But it has
worked. They have all gone, they sat on the front counter and
they walked out the door.

While the print ventures were welcome, Jenna, who has
IT as well as accounting qualifications, sees digital forms of
promotion as being, in general, more effective.
We have Facebook, we have Instagram. So those are the two
social media platforms where we trend really well. We do
email monthly marketing which goes out to our customers.
Along with having it printed in the store.
Our goal is first to get everything instore all right, and then
move that online, otherwise you are just creating a series of
problems from the ground up.
So the new website is up. The website went up in September 2019. It has been something of a work in progress since
January 2019. We basically said that that we would invest time
and money into it, and obviously it is one of those things that
takes time. Stage two of that eventually is that we would like to
look at having a product search. So end goal is to start to offer
things such as click and collect, along with delivery. Then we
can have builders submit their plans into their own login, and
that forms part of a task for a staff member to do a quote and
send that back to them. So all that integration.
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One of the difficulties Jenna points to is the need to both
launch MATH as something new, while at the same time retaining the advantages that come with taking over a business
that has been running for 70 years.
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The MATH website
(mathardware.com.au)
is a well-designed, clean
site that breaks out of
the cramped style seen
on many hardware retail
websites. Jenna’s done
a great design job, both
in incorporating a strong
visual presence, along
with simple, multi-level
navigation, with in-page
links supplementing
drop-down menus.

So it is difficult in the sense that the previous owners had been
here seventy years. As much as you want to change it, you
also don't want to change it. We have to be careful in how we
manage that. So we have two Yellow Pages listings, one for
Beards and one for Mount Alexander Timber & Hardware. So
slowly transitioning that across. We are nearly two years in and
we should really start to see a change. The parents who drop
their kids off at the school next door, they are seeing the new
colours and branding starting to come through.

As significant as all these changes have been, MATH is
really just getting started. In the plans the partners have,
they are still at stage 1, with a little bit of stage 2 taking place.
Stage 3 will likely include the digital transformations Jenna
has mentioned, plus an expansion and further reconfiguration of the store space.
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Progress to this point has come with a great deal of effort,
and obvious personal cost. The partners have worked hard to
keep the store open for as many days as possible. As Lachlan
explains, some of that is for pure business reasons, but it is
also a result of a high level of personal commitment.
Because of extending the hours of operation, we haven't really
been able to get a clear run at some things. We were here
some nights into the early hours of the morning. Doing things
when the store is shut just to try and help the customers to do
what they do, and let us do what we do. You've basically got
two jobs, please the customer during the day, please everyone
else at night. But also, we are pretty impatient sort of people
that want everything yesterday!
For the first at least 12 months I would be surprised if we all
worked less than 70-80 hours a week. Probably toned that
back to 50 to 60 hours later.

Products and customers
The change from Beards to MATH isn't just about bringing
the store into the 21st Century. It is also both a response to
the changing demographics of the region (mentioned above),
as well as, really, an encouragement to the region to continue
to develop into a more sustainable economy.
For example, one of the major changes MATH has brought is simply that it
is open on more days, and for longer
hours than previous hardware stores
have been. Rod notes that the previous
Beards store was open much less.
We extended our weekend trading hours.
Just open earlier and open later. We're
usually open from 9:00am to 2:00pm. I
don't think [Beards] worked any public
holidays, either.
Lachlan also sees stock levels as
playing a similar role to longer hours, in
attracting and keeping customers.
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A central location in
the store, combining
a checkout with the
entrance to the timber
yard, offers opportunities
in both a mid-aisle pod
and aisle-end displays
for promoting products.

The community has been affected by the longer opening
hours, but the also level of stock. So, traditionally, most hardware stores in Castlmaine have not carried a high level of
stock. The answer is, if we don't have it, we'll order it in. It
might take a week or two. So you're giving people an opportunity to go to Bendigo and potentially not come back.
It's been key for us that, when we first opened,
we had money to spend at suppliers and we just
couldn't get the stock quick enough to get it up
quick enough, but we very much try to have the
approach of not giving the customer the opportunity
to leave. At all.

Lachlan sees the opportunity of boosting sales
through longer hours as something that had
grown in Castlemaine, but has been accelerated by
the changing demographics.
I'd say in part the opportunity was always there,
because the other hardware store had shorter hours,
and they controlled the market for so long, they're almost an institution in Castlemaine -- after a hundred
odd years. And also the clientele is changing because a lot of people are moving up from Melbourne
and they are coming up on the weekends and public
holidays, and you just have to be open. Otherwise,
they're not exposed to our store.
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It will likely come as a surprise to no one that
Lachlan and the other partners are still not content, even with their current extended hours even
further.
We actually want to be open more. And I think that's
sort of the earliest, we need to leave that. I think the
earliest we could open is 7:00.
That responsiveness to the changing customer market and the secondary activities, such as
specific types of building that market creates a
demand for, is also something MATH pays close
attention to as Lachlan explains:
Castlemaine is very eco friendly. Very alternative in
that regards. One thing we had to do, was to buy a
truck with a crane. We were missing out on quotes
this was because we were going to tip stuff, and
that hits trees — whatever. So then we had to get the
crane.
The upside of this is that making a simple
change opens up MATH to supplying projects such
as The Paddock Eco Village Castlemaine, which is
a substantial, sustainable property development
running form October 2019 through to April 2021.
That emphasis on the environment has also extended to the products that MATH sells. For example, they have adopted the Resene line of paints,
which originates in New Zealand. Resene makes
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A big challenge for independent retailers
is finding mid-level brands to challenge
those of Bunnings (such as Ryobi).
For HBT members, the Ingco brand
offers high quality at reasonable prices,
coupled to a wide range of products, both
hand and power tools.

paints that have very low to zero volatile organic compound
(VOC) emissions, and which follow strict eco-guidelines in
their production. It is a product that many of the new arrivals from Melbourne, and the longterm artist residents, will
specify for renovations.
As Lachlan describes it:
We are actually a trade outlet for Resene paints. It's probably
marketed more at the trade. Trade rather than the retail. That is
changing. They've started to specify more in the high-end developments in Melbourne, and things like that.
They do a particular paint that is no VOC, which
is very big around here, and getting bigger and
bigger. And I think the more people who are
exposed to it, the bigger it's getting.
Going with Resene, it turns out, was a bit
more of an involved choice than just going
with a well-regarded eco-brand. As Lachlan
tells it:
Yeah, we actually tried to get another paint
from another company, but another store
blocked us — which is okay. So then we went
forward with this one. That other one that
blocked us ... there are massive changes happening in the paint industry. A lot of Haymes
stores, for example, are company-owned now.
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With its healthy DIY market, it might seem
unusual that MATH has such a focus on trade
products. However, MATH is a little unusual
in that it sees the relation between DIY and
trade as developing along a line of convergence, rather that increasing segmentation.
Lachlan sees DIY both increasing, but also
changing:
There seems to be a lot more of DIY these
days. It used to be "do it for me", but increasingly the retail customer is looking to do it
themselves. Google, YouTube and the videos
available everywhere are a big influence.
With the number of TV shows we have on renovation, even the retail customer comes in, sees
themselves as "trade" in a way. Because no one
wants the cheap and nasty anything. They want
what the builders are using, and they see themselves as builders in a way themselves.
This knowledge of the customers is largely
what has informed MATH's product selection. One of the new team's first tasks when
they started operating was to sharply cut
down on the number of stockkeeping units
(SKUs) in the store. Much of that effort fell to
Rod to implement:
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MATH provides a wide range of paints. In
particular, the store has enjoyed success
with the New Zealand brand Resene.
This is a very eco-friendly brand, which
offers low and no VOC paints, which are
manufactured through an environmentally friendly process. H-brand paint and
Taubmanns paints have also proved
popular.

We had 27,000 lines in their old database. We're down to
13,000 , I reckon we can probably get down to 7500 to 8000.
Probably got about 5000 of those on the automatic ordering system, so that really helps to transform the business, over time.

Where the previous store had a tight focus on "entry level"
products, MATH has broadened that to include other levels,
as Lachlan explains:
So, as a general rule we've tried to then cater for the top end,
middle and bottom with everything. So we have your Makita tools, that sort of thing, where previously the store hadn't
stocked anything much better than the Ozito level of tool.
Some of that has been driven by the switch from Thrifty
Link to HBT, according to Rod:
Previously, they were just ordering out of the warehouse,
where I had to, obviously, get trade quality stuff in here. Like
Resene.
Of course, moving to stronger brands
does come with a cost to MATH's competitiveness. Some power tool brands, for
example, will supply tools at one price, as
long as they are advertised only at the recommended retail price (RRP). If they find
a store had advertised at a price less than
the RRP, then the supply price is increased.
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As with most independent stores,
MATH struggles to make a decent profit
margin on products such as Makita. But
Rod knows the value of the brand to the
customers.
It is important to provide products like Makita for the tradespeople. And after sales, you
know, if something happens, we just take
care of it. We make it as easy as possible.
Also, like most retailers, they make good
use of whatever rebates and offers they
can get. These often make a good peg for a
marketing campaign, as Jenna explains:
We advertised Makita in one of our marketing emails for about one month. Makita
contacted us to say thanks for advertising us
in your email marketing. They somehow got
a copy of it. It was over Father's Day, and so
we advertised their redemption, which was
buy a drill and get a blower on redemption.
While the margin on power tools may
not always be the best, there are some
categories, such as fasteners, where good
returns are possible. Rod's a particular fan
of longterm HBT supplier MacSim.
We use MacSim as our supplier. MacSim
was one of the founding suppliers of HBT
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One task that MATH
faced was working to
attract trade customers
to the store. Key to
that was stoking trade
brands, such as Makita.
While Makita closely
monitors promotion of
its products, and offers
relatively slim margins
to retailers, it remains
a major drawcard for
trade-based customers.

when it first started. It is not a brand that is really featured all
that much at Bunnings, though it is just starting to show up
there for certain lines. But it is nothing like your ITWs, which
are mainly a Bunnings brand and all the way through Mitre 10.
And MacSim are a family owned business as well, we met
the son at a recent auction. He has just come online with the
company.

In fact, if there is one thing that MATH does look for in a
supplier, it is the family owned businesses. One of those that
has been a great help to MATH is Meyer Timber, Rod says.
Meyer Timber jumped on board with HBT in 2019, and they
are massive, they have been massive for us, they helped us out
early on. And they are, for the size of business, they are probably the nicest people to deal with.
A lot of the corporate suppliers are like each other, but the
family businesses are a bit different. We predominately buy everything from Meyers. For example, when there was the timber
shortage, six months after we opened. They didn't hang us out
to dry, they could have, but they didn't. And you want to deal
with them. They don't give you a reason not to. If there are
ever any problems they just fix it.

87

While the product range is of great importance, MATH
know that managing customers is one of the real keys to success. It's not just that the partners all have long term ties to
the community, it is also how they go about leveraging those
connections, as Rod explains:
So we know 90% of our customers by their first names. Probably where they live, whether that is through deliveries, or just
constantly seeing their address.
Because we run cash accounts for them, the customer will
come in, we say their name, and then they feel more a part of
the store. They still pay in cash, and at the end of the day they
may or may not get discounts, but they just feel part of the
store, and it is good for us to get to know them.
Those cash accounts enable a wider range of customer
interactions, something that Lachlan sees as very valuable.
Sometimes customers will walk in, and say something like
"There are these plants I bought two
years ago, I wouldn't mind some more,
but I have no idea what they are." Because we've recorded their purchases
to their account, we can tell them "Actually, you bought this, this and this."
Couple that with accounts. So if you
buy more stuff here, and you get billed
at the end of thirty days, why wouldn't
you? One-stop shop, you can get
things delivered, and so on.
MATH is very careful, however, to
adapt their systems to whatever the
customer expects — especially as
some of them have been dealing with
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Careful organisation is
one hallmark of MATH.
The timberyard storage
area for offcuts is carefully categorised, and the
lengths of each piece
of timber is marked on
the end.

a store at their location for most of their lives. Lachlan is particularly keyed into the expectations of younger customers.
The younger people who come in, they know what something
costs, because they have just Googled it on the Bunnings
website. The younger people they want this, this and this, they
want their invoice through the email, they want their delivery,
they want to do everything on their phones, and want all of
this yesterday.
Rod contrasts that with some of the much older builders
and trades they work with.
The order literally comes in on a bit of timber. A handwritten
list in pencil on a bit of timber. You know, "Drop that in to me,
let me know what I owe you" sort of thing. But those are probably the two opposite ends of the spectrum.
But no matter who it is, MATH works hard to meet and
exceed expectations, especially Rod, as he is the most handson, as Lachlan tells it.
It might get to six o'clock one night, someone goes, "Oh, I just
have to have this," Rod will jump in the ute and go and deliver
it to wherever. Rod's personal mobile is on nearly everything.
It's just, there's nowhere to hide in a small town.

Nursery
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One area where the level of stock and service has really
had a big effect is in the nursery business MATH runs in a
separate section at the front of the store, adjacent to the
front carpark.
As with much of the MATH story, in order to make the
nursery work, they first had to change its infrastructure. The
original setup saw supplies for the nursery stored in part of
the carpark itself. As Lachlan explains, that created several
problems.
There were a lot of problems with the previous system. All
that stock is sitting in the sun all day. You're also blocking a
car park, but most importantly you're bringing stock from a
car park across your lane way, across the footpath into the
front of your store. There were a couple of near misses earl on.
To solve that, then you're talking
about, okay, do we do a night fill?
And so on.
The solution was to build out
the nursery space, and supply
more space for stock adjacent to
the sales area. While doing that,
it was also possible to extend the
sales area itself.
You are paying rent, for all of it.
Let's use all of it. So we've extended the garden centre. We gained
probably another 25%, which gave
us an extra row of display space.
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Where both IHG
and Bunnings make
something of a fuss over
where the paint counter
is located, at MATH it
is just in a very useful
place off to one side,
near where the paint is
racked.

The other problem was that the nursery was not well integrated with the rest of the store. In the original layout, it had
its own checkout counter, and only dedicated nursery staff
would serve customers. Now all checkout activity takes place
at the main checkout counter in the store itself.
While many nurseries have staff with years of experience and an interest in the field, at MATH this seems to have
reached a new level. With a focus mainly on consumers,
rather than landscapers, providing expert advice is crucial.
Castlemaine is also a difficult place for plants, with extremes
of heat and cold, and a generally rocky soil. As Rod explains it:
All of our garden staff are trained specially. And many of them
have their own gardening business on the side. So what they
sell to consumers, they might very well end up planting for
them over the weekend.
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For Lachlan the goal of the nursery was to make it a major,
growing part of the business.
This is a very much stand-alone business. If you move this next
door or across the road, it would still be a viable self-sufficient
business.
We took a very "black and white" approach to developing it.
We saw what we wanted. It wasn't a compromise. It was, "No,
this is what we want. We're going to do this." We did spend
a lot of time on the planning side of it, getting the feedback
from all the key stakeholders, your staff, your customers, et
cetera. Once that decision was made, it was go on and get it
done.
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The nursery is the one
part of the old Beards
business that really
came with some good
will, and as a virtually
stand-alone, profitable
operation. MATH has
developed it further,
englarging the existing
space, fixing up the
storage for bulk product,
and hiring experienced
staff, many of whom are
qualified as botanists. It
is easy to see it works as
a real customer magnet,
helping this become the
“destination shop” for
many who visit the store.

Staff
As with many stores that have had a long period of stagnant development, the ex-Beards staff had fallen into a familiar set of patterns. The MATH partners had to move swiftly to
introduce the culture they needed, as Lachlan explained:
That was something we had to break, the old culture. They
were happy just doing what they were doing. So we had to
break that pretty much from day one because we knew where
we wanted to go and how to get there. And we couldn't get
there by being complacent. Things like it's always a little bit
difficult when a younger person is trying to tell an older staff
member how we like to do things.
While there are many businesses that attempt this kind of
culture change, MATH was also clear about what was needed
to make that happen. It comes down to leadership, as Lachlan
says, but it's mostly about leadership by example.
You had to just lead from the front. We're here every day, every
shift. First to be here, last to leave. Don't ask anyone to do
anything that you wouldn't be willing to do yourself. We found
all the worst jobs there were, and did them ourselves.
Once you got things working right, that's how it was. And then
you just have to be strict. Yep.
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To back up that kind of cultural change, training is essential. For MATH that started with training in the basics that
had changed, such as the POS systems, something Lachlan is
particularly enthusiastic about..
So the point of sale software, they conducted training when
we swapped over. And then we get... I think it's ten hours per
user, per annum. So it's an ongoing training situation. The
good thing about that was, everyone was on the same level
when we swapped over. You know what I mean?
There wasn't an expert or anything, so we sort of
grew with it together. It's been fantastic
Rod has also secured training from suppliers,
though he points out you do need to be assertive
to get this, especially if you are a regional retailer.
The suppliers are coming here to train us, we don't
necessarily go to them. You just have to be forceful
enough, or spend enough with them. And they'll
come.
Our two paint companies have both conducted
training here. Worst case scenarios, we send staff to
Bendigo. Taubmanns had a two or three day course
there that we sent them to. Yes, you lose them for
those two or three days. But what you get back in
terms of development, really makes it worth it.
Training also figures in the way MATH recruits
people. While it is always good to be able to scoop
up "natural" salespeople, it's rare to find "perfect"
staff. Rod says he looks for the essentials, and the
potential for further development.
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MATH has a clear understanding of just how
important the best staff
are to store operations.

We do some training. We tend to focus in on natural sales
people. Most sales people, they either have it, or they just
don't have it. So we really try to focus on that during recruitment. And we obviously have a probation period, hiring staff,
so they can sort of put a show on for a couple of days or a
week, but over three months they can't. That is why our biggest focus, specially coming into the next few years, is natural
salespeople.
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In fact, for MATH, when it comes down to it they see staff
as being their major competitive advantage. It is the staff
that establishes a closer link with the community, and creates
the continuity of service that helps customers feel that one
store is "their" hardware store. It's more than just sales ability
or likability. In the end, knowledge counts, as Lachlan tells it.
It is probably one of our biggest points of difference with a
Bunnings. At Bunnings you can get someone inexperienced
who just gives you something that's on the shelf. Here you've
got... well, a lot of our staff are actually retired builders. It just
got too much for them. They are happy to come in here, it's
not as physically demanding. But they retain a lot of their skills
and knowledge.
So not only will they ask you what it is you want, they will also
ask the customers what they are doing, this is exactly what you
want for that, and this is how to do it. Now, you are doing this,
so you are going to run into this and this and this.
We get a lot of people who will start their DIY project on a
Friday afternoon or a Saturday morning, and then over the
weekend they are in five or six times. Might not come back
in to even buy anything, "Oh, I grabbed that, and I'm doing
this, and it's not working." And our staff can say, "Yeah, that's
because you haven't done this".
Which, from a business point of view, you could think that
these customers are wasting staff time without any kind of
immediate return. But that is really all part of it, and that is the
difference between their not coming here, and going up to a
Bunnings somewhere.
While knowledge is important, MATH is also crucially
aware that the store itself is a kind of community, and it is
vital that new staff can adapt to and be accepted by that
community. That has shaped how MATH recruits staff, and
how it filters out those that can do the job.
We try not to reach out as far as Bendigo. So we have got a
shire of about 15000 people. Our emphasis is always on employing local. We've advertised a few times for staff
in papers and so forth, but we have had so much
more success with internal referrals.
So we tell our staff, this is coming up, who do you
know, that sort of thing. And obviously, being locals
as well, and involved in the community, knowing
other businesses, all that helps to find staff. We have
a reasonable idea about a lot of the people before
they even come in and start with us.
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The counter space to
MATH is simple, but
well-developed. The
store moved to the Striven POS system, which
gave the owners the
opportunity to re-train
staff in better use of POS.
MATH makes an efffort to
give every customer an
account, so as to retain
customer information.
Backing up Striven is
the Xero accounting
package, which Lachlan,
a CPA, describes as
“brilliant”.

But it is going to be our biggest ongoing issue, getting the
right staff. You can get someone who is knowledgeable, or
good with sales, but it is still a tight-knit store. They still have to
get along with everyone, so how do you rank things? Do you
go for someone who has got all the knowledge under the sun,
but can't sell? Do you get someone who is incredibly bubbly,
everyone loves, but they spend the day talking and do nothing? So it is going to be ever evolving.
All this means that staff retention is obviously important,
because there is not a great pool of people for us to draw on.
You have to spend a lot of time re-educating. Rod hit the nail
on the head before, about being the ones who set the example, so you need to be the first here and the last to leave. So
if something really needs to be done, Rod will be out there as
the leader. All the crappier little jobs, we have made an effort
to make sure we are the ones doing them. And make sure that
the staff and customers see that we are willing to do this for
them.
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One of the problems is how you do assess staff performance. As Rod points out, there's really not a simple numeric
measure you can rely on.
You can't even rely on data from customer accounts, because
someone could be stock counting most of the day, and see
just 15 customers. Someone else can just be serving customers, and serve 140 customers. So it is very hard to measure.
It is just a general feel. My office used to be upstairs, but my
office is now downstairs, on the floor. You just have to be
there day to day to get the general feel of who is pulling their
weight and who is not.
But in the end, it really does come down to leadership.
Without good leadership, the MATH partners agree, you can't
expect staff to perform. However, as Lachlan points out, part
of good management is having a structure that supports the
delegation of tasks.
But we do have a management structure, a hierarchy in place,
that we sort of refer back to, and then evolving with
that. Because if we did not, then we would end up
doing everything. And then two years down the track
we will burn out.

Community
It is very evident how focused MATH is on the
local community. But as HNN has suggested in the
past, if independent hardware seeks to differentiate
itself from Bunnings by an involvement in community, then it really has to create an intense focus, one
which is highly useful, and which is clearly communicable.
That is exactly what MATH has done, though, as
is typical with regional centres, it has done it quite
quietly, as Lachlan told us.
We're heavily, heavily involved within the community.
Not because of external pressure that's put on any
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Community means
different things to
different stores. MATH
still hosts the traditional
tradies’ breakfast, but as
the owners come directly
from the local community, their involvement
goes much deeper.

small business. In a small community like Castlemaine, we
want to be involved in the community. In particular, Trevor is
involved in a number of different programs. One being Head
Start. It basically aligns... I'm not saying special children, by
any means, nothing like that, just disengaged children who are
struggling at school.
They come here, might be a day a week, two days a week. We
work closely with their school. They'll come in here, we'll teach
them the very basics of what's expected, a minimum pass rate
for a kid of that age, teach them as much product knowledge
as we possibly can. They're dealing with tradies day in, day
out. We then, align them with a builder that needs labour, or a
tiler, a landscaper, or any type of tradie who needs an apprentice. The youngest we have had would be 15 years old.

We've been very clear with the kids, but also their parents, that
this isn't a drop in centre. Because we're not helping them by
doing that. We're very tolerant, don't get me wrong, but what
we need to do is to help them get up to speed. We can't have
five, 10 kids here every day of the week. We need to keep the
kids who do come here turning over, we need to keep getting
them to where they need to get to. It is a pretty steep learning
curve, but they're not going to get that opportunity starting
out anywhere else.
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And don't get me wrong, it works both ways. There is
plenty of stuff here that we can give them to be doing.
And because of all the changes that we have been
doing, they've been responsible for a lot of that stuff.
We've probably been three, or four, five staff, overstaffed. The whole time, because we are wanting to be
doing the stuff that we're doing.

As Jenna describes it, it's really about helping these
kids to better connect with the community, and possibilities that do exist in Castlemaine.
We've got a couple of different arrangements with that,
where we take them and they might put insulation in for
the day, they might do a retaining wall. They do a retaining wall and they suddenly decide school's a lot better!
That's happened with a couple of them. They say, "I'm
going back to school. This isn't for me." It's hard work.

Management
While the two "on-the-ground" aspects of getting
MATH up and running in better shape, goods logistics, and the store/customer interface, are very important, they wouldn't have boosted the store much
without the third key aspect: management.
To begin with the broadest view, how does MATH
see the investment it made into the existing store?
Surprisingly, given that the store has been successful Lachlan has considerable doubts about buying
out the previous owner of Beards.
So we knew when we were making the decision that the
major hardware store in town was going to go under.
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HeadStart is a program
for older adolescents
run under the auspices
of Victoria’s state
government. Businesses
like MATH provide a
sheltered but rigorous
place for people in
their final years of high
school to experience
what working for a real
business is like. While
MATH doesn’t coddle
the participants, it’s also
evident that they care for
them, and help to make
this a real, developmental experience.

It had already gone a couple of times, but it was going again.
We knew that. So we tossed up between buying that, buying
this, or completely starting our own.

Now, I think we'd all agree, if we knew what we knew now, we
would've started completely from scratch. Hundred percent.
Definitely, just get land, concrete it. Put up a shed, because we
basically built everything here anyway.
It has taken a massive investment. We still have not taken a
single cent out of this place. Every single dollar that we've
made has gone back in. We've only really returned a profit
probably in 2019. First 12 months was pretty ugly. Started to
make a profit in June 2019. With me continually putting more
money in to get our stock level up to where it needed to be.
So stock levels, range and dollar value tripled. Staff, we would
have doubled that.

In fact, Lachlan is not convinced there was even much
goodwill benefit from the purchase.
I would say there was probably none. No goodwill at all.
Except the garden centre probably had goodwill. That was
almost like its own business. But the trade side was not there.
Not at all. We had to build that from nothing.
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That said, though, what is evident is that the MATH team
were motivated as much by simply wanting to "throw their
lot in" with Castlemaine as a town, and Mount Alexander as a
region. Lachlan explains:
Okay, so for me, this was purely an investment. I know very
little about hardware. It's actually quite scary, how little I know
after two years. I should know a lot more. But this is Rod's passion. He's been in the industry 15, 20 years. Trevor is incredibly
community minded, and he has been in the area for his whole
life. Trevor is fifth, sixth generation from here, and so am I.
From the investment point of view, one of the factors
MATH had to consider was how to best protect the store
from the potential entry of Bunnings into the area. The first
step was to get the business up and running, and develop a
loyal clientele. The second step, though, was for the partners
to acquire land, as Lachlan explained.
We've also had a push to buy the land area around us so that
we end up with that one
big square block. That is
our exit plan, if — absolute worst case scenario
— a Bunnings opened
up across the road and
killed us. With that, we
can do something else.
It would be appealing to
someone else, so that we
could sell it. It's not ideal,
but at least you'd get out
there, with your shirt on
your back and not lose
everything.
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Developing good key
performance indicators
(KPIs) is an important
task for all retailers.
While many rely on pure
financial measures, such
as gross profit margin,
these tend to measure
outcomes, rather than
tracking inputs. More
active measures closely
track customer attention
and behaviour.

You must have a plan B. How many times have we spoken
about this, okay let's do this. But if this doesn't work, how do
we, how do we get out of it? That's all part of the strategy.

Beyond the higher level strategy, there is also the question
of how the day-to-day operations of MATH are run. One of
the important decisions every business makes is what will be
its key performance indicators (KPIs).
We get a plethora of reports every single day. We have KPIs
that we look at. So certain trigger points that we look at for
staff, etc. The amount of customer transactions a day, then that
divided into number of staff, labour hours etc. Needs to be
within a certain parameter. If it's getting more consistently, well
then we need to deal with that. We get weekly reports from
all of our managers in a number of key selection criteria, that
we also sit down and address, which the three of us sit down
minimum them every two weeks to look over.
Probably from an overall point of view, [the key KPI] was
customer satisfaction early on, because of the climate we had
to start the store from. We do have sales targets, customer targets, gross profit targets and so on. But they are a by product
of doing all the other things we need to do in the store.
So staff turnover, store turnover, customer count, customer
feedback. Now we are focusing more on out of stock lines,
customers have asked for something, lets just get it.
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While Lachlan agrees that gross profit (GP) — the ultimate
goal for some hardware retailers — is important, he's not
convinced it's the best point to start from.
It is just a component to the business. If you focus on one area,
it will be to the detriment of something else. What we did
early on is that we looked at GP and at turnover. If you want to
increase your turnover, it is generally at the expense of the GP,
and vice versa. So we actually stopped looking at the GP. We
focused more on the turnover.
While that is a good strategic position, GP is something
that Rod thinks about constantly from his direct management perspective.
So in terms of our GP we are very aware of it, and it has been
creeping up. In terms of sales and salespeople downstairs,
there is not a lot of play for them to manipulate the pricing
with, because it is all done in the backoffice, to the point where
I am sort of comfortable with it. If they do change it, we get a
report to say that this has been
manually changed the night after.
And obviously there are some follow up questions.
In fact, keeping a tight control
over the way the staff treats
its customers has been key to
making the business work. In
particular, as Rod explains, there
is tight control over accounts
and credit.
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Breaking down the value
contribution is often a
good way to develop
KPIs.

One thing we have been very strong on is you get 35 days to
pay your bil. We did that from day one, because the owners
know everybody, you know, "Oh, it's OK, I know Lachlan". We
just cut everyone off. Yeah. And even Lachlan got charged
interest because he didn't pay his bill.

As Jenna points out, this isn't just about getting paid on
time. Having a very clearcut policy also saves costs across the
business.
If you don't have such a policy, the admin cost then flows onto
the staff. Then they're picking up the phone and going on
email to chase debtors. And then what could they be doing
instead of doing that? So, in general, it's important to set that
tone.
Jenna also sees a direct link between customer satisfaction, higher sales and better GP.
That is why customer feedback is the major KPI. Because you
would know, you go to the supermarket, how often do you go
in for milk and come out with three other things? So the aim is
they feel good, they come here for their timber, but they will
buy their adhesive, and maybe a new Makita drill.
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Lachlan certainly doesn't dismiss the importance of monitoring GP, but for him it's only one of many factors, and
those factors shift over time, as the business develops, and
responds to its markets.
We do look at that sort of stuff [GP] but you know we don't
pay a huge amount of attention to it. The first five months was
probably about cash flow, getting people in the door. That
seems to stabilise. Any single suppler
that would give us any selling discounts
for anything we take. Which allows Rod
to get his GP up to a level where it is
competitive against a lot of the major
players.
What is really important is that we communicate, I'd say at least every second
day. That's important not just to hardware, but to businesses in general. A
lot of things are timely. If you're waiting
till the end of the week, the end of
the month, whatever it might be, then
you're repeating that problem over and
over. And that can lead off in all sorts
of different directions, so the quicker
you can react, the quicker you can get
on top. Sounds simple when you think
about it. These things are really important.
One of the management areas that
MATH has been especially strong
on, and that is very important to any
regional store, is freight and transportation costs. This is where Rod's years
in the industry really come into play.
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For many businesses,
formalising the marketing plan in a simple 14step process like the one
diagrammed below. It
can help to better define
the actions that need to
be taken.

Fi rst there is what HBT as a buying group can offer.
Within the buying group, there's obviously store deals happening, you just have to hit a certain dollar figure. Our timber
deliveries we get, it's around $25 for a semi. Which is unbelievable. So we get two or three of those a week.
But that's just a start. "Rod hates freight cost", Lachlan tells
us. And he's not wrong, as we learn from Rod himself.
Freight is dead money. So most people will begin by negotiating price, but we start with freight. We are an hour and a half
[by road], straight out of the CBD, which is good in that we're
not a destination point. Somewhere else is a destination point,
we're on the way. Someone's paying for freight, we just don't
want it to be us. So if a semi is going to Bendigo and we've
got half of it, it is still going to Bendigo.
It comes down to, negotiating over freight, if you don't ask the
question, the answer's always no.

Overview

It's a little tempting to see MATH in terms of the standard
narrative we attach to many developing hardware retail
businesses: new team takes over old store, brings it up to
date, better aligning it to current markets and suppliers, adds
technology, and so forth.
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That's not really what has taken place at
MATH. To really understand what MATH
has done, we need to return to one of the
words that we began this article with:
succession.
The history of hardware retail in Australia for the past 30 to 40 years has been
one of succession. Independent stores have
been, largely, family owned. Those stores
have been handed down to younger generations, or sold to other families to continue.
MATH is an illustration of a change that
has begun to run through hardware stores.
The consumer and trade markets that at
one time supported the friendly local hardware store are beginning to change. That
is partly about technology, but it is also,
quite simply, about diversity as well. The
suburban homeowner with the steady job
an average commute distance away from
home, continues to be a force in the industry, but has been joined by a range of other
markets: multi-dwelling homeowners, an
increased number of renters, the dispersal
of middle-income workers across a broader
geographic spread, and the rise of a frugal movement, a younger generation that
doesn't see the size of a wage as determining their possibilities in life.
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These Australian Bureau
of Statistics (ABS) figures
for the number of
business entries and
exits indicate growth by
sector. The sector of hardware retail charted below
is for those businesses
that do not formally
employ staff. Generally,
these businesses can
stand as proxy for family-owned businesses in
the category. As the chart
shows, despite hardware
being an industry with
modest levels of growth,
there has been a slow
but persistent decline in
this sector.

Most importantly, every single one of those trends has
been strongly accelerated by the COVID-19 pandemic. Moving
into a time of economic uncertainty, which will be difficult to
manage through to 2025 at the very least, consumer habits
are bound to change. With no single path to the best possible
future for families, the major requirements from hardware
retailers — and many other retail categories — will be flexibility and resilience.
To put it simply, succession in its pre-2010 sense is pretty
much gone. The benefits of having been "the" hardware store
for a region for the past 30, 40, 70, 100 years have been radically reduced. Children who inherit a retail operation from parents and grandparents are often going to have to start from
a strategic position not all that far from scratch. For the first
time in a couple of generations, there are going to be considerable advantages for new entrants to hardware retail.
At MATH, back in 2016/17, when the store was being
planned, it was probably a line-ball decision to open a brand
new store or to attempt to revive a faded older store. It's also
likely, despite an after-the-fact analysis, that choosing to redo
the old store was the better decision at that time — if only to
eliminate risks regarding the community. In 2019, let alone
mid-2020, the best decision would be, clearly, to start from
scratch.
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Let's take, for a moment, a glimpse towards the kind of
future we might see develop over the next two yeas. The
pandemic and a range of other factors have made online
commerce a more attractive option, but is the "standard" way
of doing that really going to work for independent hardware
retailers? Whacking the product database online, with some
minimal descriptions, a shopping cart and the option of
click-and-collect or delivery means, for many stores, trying
to compete with Bunnings
directly. It's a market situation that is going to favour
a wide and deep range with
instant availability, and
very low prices.
If service is the defining
factor for independents,
then how could a retailer
such as MATH add that? To
do this requires a re-imagining of how ecommerce
could work in a community.
A customer contact could
be initiated through a mobile app, by filling in a form
on a website, or just by
calling the store. That contact would indicate what
hnn.bz

An aerial overview of the
MATH store location.

the DIY customer wanted to do — fix a tap, fertilise the lawn,
paint a room. It might include product details, an indication
of experience/skill levels, and so forth.
The initial team would assess the request. Very simple
requests — "I want to buy 20kg of lawn fertiliser" — could
result in a direct reply listing one or two options, along with
suggested addons, such as a spreader or aererator.
More complex requests could be routed to a store team
member with expertise in that area, who could suggest two
or three approaches, make sure the customer had all the tools
and supplies they needed, and provide a point of contact for
future advice. Instead of, as MATH has described it, customers driving to the store five or six times over a weekend to ask
advice, they can queue contact with staff, and that contact
can even extend to ad-hoc video linkups, where a staff member could directly see the customer's problem and offer
solutions.
That might seem complex to set up, but full software
systems to enable this sort of interaction already exist. These
systems — including ZenDesk and FreshDesk — were initially setup to handle customer problems for digital platforms,
but have since evolved into full-featured sales tools.
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What is interesting, of course, is that once we start to make
that kind of transition, a lot more possibilities emerge. Stores
affiliated by buying group could pool resources through specific regional areas to develop, at least at the initial contact
stage, more robust resources to cope with peaks and valleys
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(l&r) Rod Hickey and
Luke Maltby at the MATH
entrance

of demand, for example.
It is important to realise that just six or seven months ago
this kind of speculative thinking would have been dismissed
almost out-of-hand. While it offers advantages, they would
not have outweighed the risks of investment and implementation.
In an economic environment in the midst of a pandemic,
where health and safety are primary concerns, a system that
can deliver a high level of customer service and reduce customer presence in-store is less "futuristic" and more a practical means to increase the likelihood a business will survive.
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John Ioakim

The Lakes H Hardware - LAKES ENTRANCE, VIC
How did you come into the hardware business?
I was the store manager of this store under the previous owners when it was
a bannered store. In 2016 the owners called me looking to sell. My wife,
Leanne and I spent many a night around the kitchen table running figures
and swapping ideas for the store. We decided to go for it but we wanted to
be truly independent and in control of our stock.

What made you decide on branding your new store H Hardware?
We had a few recommendations to join the HBT Buying Group and when that
stacked up we had a chat with Steve Fatileh who showed us the branding
for H Hardware. It looked great, the colours are eye catching and it really
stands out. The clincher for us was that the store was ours, we could be

For more information and
membership application call

1300 305 719

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

How is business today?
We opened in July 2016 and 12 months on business is good. We’ve had
growth and we have strong customer base. Our trade business makes up
75% of the business, I look after that and Leanne is the face of our retail
side. It’s come along way from our first official order that BGC sent to our
house and I borrowed a trailer to be able to deliver it to site.

What would you say to someone considering transitioning
to H Hardware?

If you want to have control of your business, your stock, your promotions
and a stand out brand,then H Hardware is a no brainer.
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THE COVID-19
RETAIL ECONOMY
How will the novel cornonavirus SARSCoV2 (which gives rise to the COVID-19 disease) affect hardware retail during 2020/21?
Underlying every question about Australia’s
economic future under the pandemic are two
related queries: how bad will the initial hit be
to the economy, brought about by the urgent
need to self-isolate and shut down most business activity? And, secondly, how fast can the
economy come back from this self-imposed
slowdown?
In terms of hardware retail, it is important
to look across a wide range of areas in order to
effectively answer that first question. Those
areas would include:
•
•
•
•
•

the overall economy
the housing market
the employment market
how retail overall is being affected
changes to markets
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COVID-19 as marketing:
By making its protections against spreading
the virus noticeable,
Bunnings helps to
reassure customers,
while also providing a
real advantage.

In effect, though, at the moment most of what we can say
about all of these areas amounts to speculation.
Most forecasters see Australia’s gross domestic product
falling by 4% to 6% for 2019/20, with a further, perhaps deeper
fall for 2020/21. While there have been some “scare” figures
suggesting urban house prices may fall by as much as 30% by
2024, a more reasonable view from the Commonwealth Bank
of Australia is that there may be 11% property price falls from
March 2020 to March 2023, followed by flat to mild price increases — providing the overall economy returns to growth.
In the period from mid-April to early May, according to
Australia Bureau of Statistics (ABS) figures there has been
a massive job loss in areas such as hospitality, with over
240,000 jobs, or 25%, gone, while retail has seen a decline of
2.5%, or 34,000 jobs. Construction saw 63,000 jobs go, a loss of
5.3%. Other hard hit areas include real estate and the professional/scientific/tech sector.
It is still too soon to really gauge the overall effect on the
retail sector. Obviously, a number of categories have been
hard hit, such as restaurants, fashion and personal services.
At the same time, however, others have seen a considerable
boost, including supermarkets, pharmacies, and — for the
most part — hardware retail.
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What changes?
But for all those retail categories that have done OK over
the past two months, the question looms: how long will this
go on? They performed well during lockdown, but what will
that mean when the nation moves from just coping to recovery?
One of the keys to that puzzle is actually the last of the
economic questions: how have markets changed? It is helpful to explore this further by looking at a very evident “real
world” example, even though it is one that doesn’t come from
hardware.

The monitors
Surprisingly, one of the best datapoints to start with is
developments in the market for 27-into to 32-inch curved
computer monitors.
At the moment it is almost impossible to buy a good, midrange curved computer monitor in this size range for anything under $500. You can check Officeworks, Amazon, Kogan,
Catch.com.au, eBay and a range of individual suppliers, but
most of the better monitors are now sold out. (A similar situation applies in other markets, such as the US.) It’s a sharp
contrast to the situation in February 2020, when mid-range,
quad resolution (2560 × 1440 pixels) curved business monitors
were just breaking under the $350 price barrier.
The increase in sales (and therefore prices) for large business monitors has an evident trigger: not only are more
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COVID-19 Survival

• Hardware retail in many areas
is experiencing a boom, but this
is unlikely to last, as the pool of
DIY projects dries up, and the
lag in building work is taken up
by the trades.
• Reports by retailers indicate
some stores are benefiting from
DIY sales, and others are doing
more trade sales.
• Stores have been very creative
in adopting safe procedures for
handling the risk of COVID-19;
they are really stepping up!
• Retailers need to decide how
their markets will change, both
over the next six months, and
for the next two years.
• The recovery could take many
shapes, but the V-shaped recovery suggested by the Australian,
US and UK governments is
unlikely.

people working from home, but those people are also using
computers for things such as Zoom videoconferencing, while
referencing other documents and/or emails. Try doing all
that on a 15-inch laptop screen.
What is especially surprising about this is that lower-end,
“high definition” (1920 x 1080 pixel) monitors remain in full
supply. Seemingly overnight, what was the consumer end of
the market has become much more discerning, and is seeking
higher quality technology.
Most people buying these monitors are not reluctantly
shouldering the burden of work-from-home (WFH). That’s
because WFH means you still have a job and a pay cheque —
something of an advantage these days.
What we are seeing in terms of WFH purchasing is that
the pandemic has speeded up the development of a market
that had stalled for the past five years, not due to technical
difficulties, but due to cultural ones. So really what is evident
is a two-stage market: an initial burst as people get the basics
they need, followed by a steady, constant market for ongoing
improvements.

104

It is a market that isn’t just limited to stores such as Officeworks. HNN has already noticed some out-of-stocks at
hardware stores of, for example, the smaller VESA mounting
brackets, which hardware stores typically stock for televisions. These are also great for home offices, as they compact
the space consumed by a monitor by around 60mm to 80mm
— as significant amount if you are trying to shoehorn a desk
into a small room. Not to mention that the prices of dual
monitor stands are very high.

Resolution Revolution

Understanding monitors is not difficult, but it does
involve a number of sets of confusing numbers. The
base measure of the resolution of a monitor relates to
the total number of pixels it provides. At the moment,
there are four main resolutions available:
•
•
•
•

Full high definition (FHD): 1920 x 1080 pixels
Quad high definition (QHD aka 2k): 2560 x 1440 pixels
Ultra high definition: (UHD aka 4k): 3840 x 2160 pixels
5k definition: 5120 × 2880 pixels

In addition there is also

• Wide quad high definition (WQHD): 3440 x 1440 pixels

The next factor to take into account is the actual size
of the display. Monitors that have high definition and
a relatively small screen size are said to have “high
pixel density”.
Apple has popularised screens with very high pixel
density, which it has branded as “Retina” displays. For
example, the smaller iMac has a 4096 x 2304 pixels
display, which on a 21.5 inch diagonal sized screen
provides a pixel density of 219 points per inch (ppi).
Its iMac with a 27 inch diagonal sized screen has a 5k
resolution of 5120 x 2880 pixels (218 ppi).
While these resolutions are great to work with, in

stand-alone monitors they tend to be very expensive.
In the past, most users have been content with using
FHD resolutions and scaling that up to 27 inch screen
size, which results in just 82 ppi. That works out OK
for gaming and video watching, but if you work with
text and numbers, it’s difficult to read. That same size
monitor with QHD resolution would provide 109 ppi,
which is acceptable.
A new area that has begun to develop is monitors
with a 32 inch screen size and 4k resolution, which
provide 121 ppi. These are increasingly affordable.

At a price under $700 the Philips 328E1CA 31.5” Curved 4K
Monitor represents outstanding value.
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The work from home movement
Thinking of WFH as much as a social movement as a business choice might seem unfamiliar, but that is exactly what
it has become. It’s a common story today to see companies
discovering that WFH has little effect on productivity — despite past and present-day scaremongering to the contrary.
The large tech companies of Silicon Valley, including Google
and Facebook, have all extended the timespan of the WFH
“experiment” they started in March 2020. Twitter has gone so
far as to guarantee its employees they can WFH indefinitely.
Facebook recently announced that it was transitioning to
remote work for an estimated 50% of its workforce, a move
that will take place over the next five to ten years.
In stark contrast to what businesses have discovered, the
governments of the UK, the US and Australia continue to
discourage WFH. For example, the “Roadmap to a COVIDSafe
Australia” slidedeck released by the federal government on 8
May 2020 lays out three steps for reopening of the economy.
Steps 1 and 2 suggest “Work from home if it works for you
and your employer”, and step 3 declares, simply, “Return to
workplace”.
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Just in simple transportation terms, this seems a less than
sensible attitude to adopt. Looking at public transport in
Melbourne, it’s evident there will be severe capacity restrictions. The most modern trains on Melbourne’s Metro carry 88
people seated and 62 standing (and during peak times from
7:30am to 9:30am it’s likely to be 70+ standing) for a standard
capacity of 150. At best, preserving at least a semblance of
social distancing, they could seat 40. While standing might
still be a possibility, it would be almost impossible to effectively enforce social distancing. That means a train system
operating below 30% capacity, as well as an organisational
and enforcement nightmare.
Added to that, of course,
offices that seek to retain social distancing will likely have
sharply reduced capacity, probably 40% of 2019 capacity at best.
Plus, how is transportation on
lifts going to be handled? An
average lift is about 2m wide
by 1.6m deep, for a total area of
3.2m. If the four square metres
per person rule is applied, only
one person could travel in each
car. If the 1.5m separation rule is
applied, four people could fit in,
one in each corner — but all it
would take is one cough to make
that unsafe.

The pandemic is likely to see an increase in the
number of people who do work from home. The
most recent Roy Morgan survey that goes to February 2020 indicates the baseline starting point for
growth. Details are at Roy Morgan:
https://bit.ly/2ztkYD4

Roy Morgan: % of Australian employees in each industry
that have done some work or no work from home
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Whatever the ratio of people to elevators, in even mid-level
highrise office buildings employers will find themselves having to exactly schedule arrival and departure times for each
staff member. Which raises the unlikely idea of ticket inspectors in the lobby of office buildings.
It is really a simple matter of commonsense that at least
until a vaccine to SARS-CoV2 is developed, manufactured in
quantity, and distributed, something like 80% to 90% of Australian office workers are going to WFH at least half the time.
Which means that the advice governments should be giving
out is “work from home if this is at all possible”.
This is exactly the advice being given by better leaders in
state governments, such as the Victorian State Premier, Daniel Andrews. To understand why he can state the obvious, but
the federal government cannot, we have to (unfortunately)
take a quick dip into the politics of the matter.

The politics of recovery
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As mentioned above, the “Roadmap to a COVIDSafe Australia” slidedeck from the federal government lays out steps
in “reopening” Australia, culminating in Step 3, by which time
all the following will be in place:
• Gatherings of up to 100 people
• A complete return to the workplace, with no need for WFH
• Restaurants, cafes, shopping centres, gyms, beauty parlours,
cinemas, galleries, amusement parks, nightclubs, food courts
and saunas all completely open
• Libraries, community centres, playgrounds, caravan parks,
camping grounds also open
• All interstate travel restored
The deadline for this is 31 July 2020, or 12 weeks after the
release of this document. Few would see that pace of development as anything other than reckless, but it’s likely the
government believes that by releasing what is essentially a
bullet-point wishlist, it will have shifted blame to the individual state governments for implementation failures.
The minutes from the May meeting of the Reserve Bank
of Australia (RBA) would seem to back up the suggestion
that the federal
government’s plans
are somewhat
hasty — at least by
implication. Noting
that the RBA had
considered three
options, the minutes
state that even the
•
•
most likely baseline
•
•
•
forecast would lag
•
•
•
•
that suggested by
•
•
the COVIDSafe slidedeck:
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Released on 8 May 2020 from the office
of the Prime Minister, the roadmap set
goals that most would agree are not
entirely realistic, as they are all due to be
completed by 31 July 2020.

•
•
•

The baseline scenario assumed that the process of relaxing social distancing measures would continue over coming months,
but that restrictions on large gatherings and national border
controls would remain in place until towards the end of the
year.

So much for reaching Step 3 of the COVIDSafe recommendations by 31 July.
This disparity of views echoes that of the US. Where the
current administration has been pushing the idea of a”V”
shaped recovery — as has the Australian federal government
— its economic advisers, including Larry Kudlow, director of
the White House National Economic Council, aren’t so sure. A
story in the Washington Post quotes Kudlow:
Kudlow said he agreed with Trump’s prediction of a V-shaped
recovery, but also hedged his forecast by saying the “V” could
come in different forms. Many forecasters, including the CBO’s
[Congressional Budget Office], predict what some economists
have said more resembles a “Nike swoosh,” in which it could
take well into 2021 or beyond to recover to economic levels
before the coronavirus.
”You can have your own Vs. There’s Vs. There are lesser Vs,”
Kudlow said. “There are combos of Us and Vs.”
(Washington Post)
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“Lesser Vs”? Really? This would be comical if the underlying subject, the economic
Louis Sheiner and Kadija Yilla of the US-based Brookings Institute have put together a
forecasting and planning for the
handy guide to the expected “shape” of a graph of gross domestic product (GDP) for the
US. This can be accessed at: https://brook.gs/36pzsQF .
world’s largest economy, were
Commenting in general terms about how thinking regarding the recovery has changed,
not so serious.
the authors state:
It is also the case in the US,
where pressure to speed up the
“reopening” of the economy has
been exerted by the current administration, that there are signs
of pullback. Some churches in
the US have already stopped offering services as, despite careful
social distancing measures, they
have become the centre of new
COVID-19 clusters.
The scenario that haste could,
in fact, slow the overall pace of
recovery, was mentioned in the
RBA minutes, in its more pessimistic forecast:
Members also considered a more
negative scenario, which could
occur if the lifting of restrictions
were to be delayed or the restrictions needed to be reimposed.
In this scenario, there could be
ongoing concerns about the

At the beginning of the pandemic, few understood how long it would be before life
returned to normal, and many analysts talked of V-shaped recoveries. Many analysts
now believe that, barring major improvements in COVID treatment (which would
make the disease less dangerous), only a vaccine can allow economic activity to
return to the pre-pandemic baseline.
We can divide the six possible shapes into three basic categories: optimistic, possible,
and pessimistic.
Optimistic: The Z-Shaped Recovery.
Somewhat magically, this would see
the economy go through its current
dip, then, in a burst of optimism and
presumably a lot of credit card debt,
overspend to make up for all the spending had not been done in the dip. This
would restore total GDP over time back
to where it had been if the pandemic
had never happened.

Optimistic: The V-Shaped Recovery.
Much favoured by the US administration and others with a similarly
trenchant grasp on reality, the
V-shaped recovery would see GDP
decline sharply, then recover back to
the baseline rapidly. Some would say
November 2020, other would suggest
March 2021.
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virus, and a slower pick-up in spending even after the restrictions were lifted because household and business confidence
would remain low for longer.

GDP [gross domestic product] would be expected to remain
around its trough for several quarters and unemployment
near its peak into the following year. The subsequent recovery
would also be slower than in the other scenarios, even if the
virus were eventually contained, because the longer downturn would involve more job losses and business failures, and
therefore do more lasting damage to employer–employee
connections and supplier networks.

Over-optimism does carry a cost.
The federal government has certainly been helpful in propping up the economy through the JobSeeker and JobKeeper
programs. It seems somewhat unlikely it will be directly
helpful in terms of the practical design of how Australia goes
about recovering.

On the ground
To begin with, we need to take a look at how hardware
retailers are faring at the moment. For many, the current
conditions are a kind of “boom”, but most are very cautious
about their future.

South Gippsland, Victoria
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For some hardware retailers, such as David County who
runs Foster Hardware in Foster, Victoria, the news is mostly
very good. Foster is located about 180km south-east of Melbourne towards the coast, in what is called “Prom Country”,
after the major tourist attraction in the area, Wilsons Promontory.
While you might think a region heavily reliant on tourism might be suffering, David reports he’s doing about triple
the turnover he normally would
Possible: The Swoosh-Shaped Recovery.
do, which means he’s trading at
In this scenario, the GDP would decline
a higher level than he does over
sharply, then return initially rapidly
(probably, again by coincidence, by
Christmas. David reports a major
November 2020) before slowing down
increase in DIY products, though
to a gradual resumption of growth.
trade sales have also gone up. He
says everything is going out the
door, buckets of paint, fasteners,
and lots of tools as well.

https://brook.gs/36pzsQF

New England, NSW
For Leigh Muggleton of Inverell
H Hardware, up in the New England area of central New South
Wales, sales have also been trending up — but for different reasons.

Possible: The U-Shaped Recovery.
The shape of GDP recovery considered
likely by some respectable economists,
this sould see GDP not only decline
sharply initially but continue to decline
in a shallow manner for some time, before assuming a gradual, slow recovery
to former growth levels.

It’s a combination of some
builders pushing their work
ahead, partially in response to the
hnn.bz

pandemic, to make sure they are funded through to completion, along with some well managed forward marketing by
Leigh. As Leigh tells it:
Up to the second week in March, we knew that the builders
had some work. We knew there were three big commercial
jobs, that were going to start. And then the start date dragged
and dragged on.
They were sort of supposed to start last year, end of last year.
And the builders said they had the business. But I can tell you
now, in mid-March, I thought, well, we’re just going to pay the
bills again, which in this climate is way better than what a lot of
people had to put up with. I’m not not skiting — I’m thankful.
Then they came on board. The builders I think probably got a
bit of a kick on that they needed to get going because they’d
been finishing a lot of little jobs.
Modest as always, Leigh is clear that good luck played a
role in getting this work.
For us I wished I could say it was something special, but it was
just time. [The builders] knew they needed to get on with it
and they were worried they were going to, you know, be shut
down. And they just decided to get into it while they could.
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Dig just a little bit deeper with Leigh, however, and you
soon realise there is more to this than luck.
Of course, we’ve got the right price and right service. And they
have all said no, we don’t want to go anywhere else. We just
want it done. No one is perfect, but boy, oh boy, if you can do
that nearly all the time. If you help a builder out when they’re
little bit tight with money, the difference it makes is phenomenal. And that said, it’s the right price, I didn’t say the cheapest
price. But you’ve have to offer the right price consistently. Then
they just want to buy from you.
While right price and looking after customers are important, Leigh also relies on a good business intelligence network.
We can find out usually pretty well
Pessimistic: The W-Shaped Recovery.
who’s got [contracts for buildIn this scenario, the initial relaxation of
ing work]. And we end up with
social distancing restrictions will see the
economy surge back, only to confront a
accounts with people who have
second wave of the virus, or a failure to
come into town to do work. That’s
produce a vaccine, or both.
not always a guarantee you’ll get
This would be one of the more devastating scenarios both in terms of loss
something, because the compaof small businesses and lives. It would
nies these days, make it a bit hard.
likely result in massive consolidation of
the business sector.
[With one of them] ... doing a $9
million building, would you believe
we’ve got to fill a form out to see
whether they’ll even let us give
them an account?
So, we’ll be doing that while they
clearing the site. Now you want that
in there so people know and we’re
being cc’d into emails. So then we
start marketing to them. If we can
get their names, which you usually
can, then we get going.
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https://brook.gs/36pzsQF

Pessimistic: The L-Shaped Recovery.
To quote directly from Brookings: “The
pandemic has a permanent effect on
GDP. Lost investment during the crisis,
a rethinking of global value chains,
a permanent change to fiscal policy,
and a slowdown in productivity growth
all have the potential to cause the
trajectory of GDP to be lower than it
otherwise would.”

Leigh is also aware of which areas are likely to generate
sales, and play to the strength of his store.
People will probably be doing the framing, they’ll bring in their
own steel. But then there is block work. And we do very well
with blocks. That’s another thing that we added to our, you
know, what we’ve got in stock, and it has gone really well.
Blocks are currently selling well, as are a range of related
building products.
Pretty well all building products [are selling well]. We have
what they call “fix out”, such as doors and windows, which are
going well. Builders have started to get back to jobs that they
had sort of half-started last year, and they now have started to
fix them out.
Plasterboard is going out like you wouldn’t believe. And
roofing, we do an amazing amount of roofing. Just thankful for
government work that has now picked up. I really don’t know
how many roofs but they are big. And we’re even delivering
up as far as Tenterfield, and other places to get it done. Yeah,
so it just all really hit at the right time. We are very thankful.
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A big part of this growth has been driven by suppliers really helping Leigh to come up with the supplies, during a time
when shipping has slowed down.
Suppliers can’t get some [products] over on the boat at the
moment. They’re not letting it out, I believe. Yeah, so but at this
moment, we’ve been able to [keep supplies going]. And our
suppliers, again, have just worked some miracles in that which
we’re being thankful for.
We’ve had Tillings has helped us out with a lot of timber, as
well as John Cook and Sons. In regard to steel, unfortunately,
they’re not part of the HBT, but Infrabuild, they’re called, has
really come to the party and helped us. HBT don’t really have
anybody for round square steel just now. And your steel for
reo and things of that nature, such as your cement slabs. And
they’ve really stepped up and helped us something tremendous.
Not that there hasn’t some negotiations, as well.
The builders have used some alternatives because you’ve got
to, in this game, you’ve got to have a plan A, B and C — and
sometimes a D. You just don’t say “no”. For us, the word “no” is
used relatively, you know, hardly ever mentioned.
I mean, we don’t know every stone to turn over, but we
have got some pretty good experience on hand here. And
what I’ve been through and yeah, I really have been able to
beg when people up here hadn’t been able to get it. Stirs
my staff up something terrible when that happens. “But I
couldn’t get it.” Well, you know, sometimes...
Sometimes it just takes an experienced hand like
Leigh to get it done. Though Leigh is also someone who
values his staff, and sees keeping them engaged as key to
running a good business.
Darren, in my trade [area] here talks to the builders. He’s
got sort of a set that he looks after as well. The rest of the
staff. They all talk to them. You get to know them. [The
hnn.bz

For HNN, the most likely form the
recovery will take in both the US and
Australia is likely to be “K” shaped. We
see a range of industries and businesses
recovering over a period of three to four
years back to 2019 levels. However, a
large number of businesses will not
fully recover, and instead assume a less
prominent role in the economy.
Those that do not recover (B) will be:
tourism/transportation (international
travel will not be the same for 10 years);
automotive (with a decline in commuting, fewer cars will be needed); the real
estate industry (WFH will decentralise
city economies, reducing the value of
location qua location); and infrastructure
construction.
Those that will recover will have a strong
basis in technology, and particularly
a reliance on software technology.
Conferencing will produce a range of
new technologies, for example. As more
business and governmental functions
have a remote basis, more of these will
be open to data access (e.g., the proceedings of the Supreme of the United
States). As more of this data becomes
freely available, its value to the economy
will increase.

builders] say, oh, this might be coming up, and then we will
say, okay, what have you heard about it? And we just collate it.
Let’s see where this or that project is.
After I hear about something, I might ask about it a month
later, and they will say, oh, yeah, we have supplied half of that
already, you know. But the bigger jobs they obviously get into
a little bit more. But they do a lot. Makes a manager’s life so
much easier.

But I try to empower — I think that is the best word — my staff
or my team. I’ve given them good parameters, and what they
need to do to get it all done well. Anything they do, I tell them
“I’ll never yell at you”. We might say, okay, we might adjust that
next time, but that is very rarely the case, because they know
how I think and being a fairly simple, man, it’s pretty simple
stuff. And they get it done and there’s not, you know, a lot of
second-guessing. And that instills them with confidence in
themselves. Confidence is a real gift.

While trade sales have picked up, Leigh isn’t seeing quite
the kind of increase in DIY. As he competes with a nearby
Bunnings, he thought much of that trade might be going to
them. However, he says that some of his sources indicate that
DIY hasn’t picked up all that much at the Bunnings, either.
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One reason may be that the pandemic has had a limited impact in his area of New England. There have so far been only
three cases, two from passengers on the Ruby Princess cruise
ship, and one a returning traveller from Egypt (who did not
infect others as he self-isolated on his return).

Southern NSW
About 900km south of Inverell, close to the Kosciuszko
National Park, at Cooma H Hardware the situation is similar,
but also quite different. When Jannene Rixon and her brother David van der Platt took time out to talk to us about how
their store was doing, they had to start by going back to the
devastating bushfires that swept through their area in January 2020. Jannene told us how it all began.
We’ve been busy this year. It started out in January with the
bush fires. It sort of got busy then because, of course, everyone wanted hoses and that sort of stuff. The bushfires went
around us, at the store. Our town didn’t
really come under them, but they were
sort of in the area right around it. We
were surrounded in a way.
David pointed out it was pretty
dangerous, as the town of Cooma is in
a wooded area, so the town was under
threat for some time.
Then, of course immediately after
the fire, people were buying what
they needed to help with the recovery.
As Jannene explains, supply became a
real issue:
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(l&r) Darren Donadel and
Leigh Muggleton at the
2019 HBT Conference in
Melbourne

We sort of had high sales of pressure washers, all your cleaning stuff and also, of course, people that were affected losing
things they had owned, so they needed generators and water
tanks. I think we had four loads of water tanks come into store.
We were really pushing the suppliers about getting some
water tanks to help people out.

The pandemic seemed to follow straight on from that,
Jannene says.
And from then, it has sort of just been a flow-on effect. Now
coming into corona, it’s just gone crazy. Probably more DIY
than trade. For example, we’ve got a nursery and people have
come in because they’re home and they’re buying plants.
Especially vegetables, like people are determined they’re
going to grow their own seedlings, their own veggies. They’re
coming in trying to get seedlings. We can’t keep stock in the
shop. We’ve just been smashed.
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Outside of the nursery, David says people have been
buying just about everything — paint, wheelbarrows, landscaping sleepers for retaining walls. He says the increase has
touched just about every department in the store, from timber to tools. David says all this gets reflected in the numbers.
March sales were up 37.5% from last March and April was
pretty much the same. We were averaging around 130 customers a day, and now were are at over 200 a day. We’re
seeing a real increase on weekends, which are now our busiest
day. In general, we’re looking at over 30 customers an hour.
That’s really busy, for a regional store.
As with Leigh, that means that suppliers are struggling
just to keep the stock coming, Jannene says:
We are finding a lot of our suppliers are probably struggling
and they’re struggling with out of stocks, which is a bit hard,
but there is not much you can do about it.

Inner Sydney, NSW
At Grant Crawle’s hardware store in Balmain, creatively titled The Hardware Store, the experience has been interesting.
While sales surged in the particularly over Easter, in May he
has begun to see the surge tailing off.
We were very busy until probably the
week before Easter. Well, when we go
back and look at the numbers, that’s
what it shows. I mean, Easter was just
insane. The customer accounts would
double our best day ever over Easter.
But then the trades really dropped off.
I’ve spoken to quite a few of our
trade regulars, and there is not a lot
of work in the pipeline. You know, it
seems just by coincidence, they’re
having projects come to an end. And
then new projects not starting up
for a while, being delayed or being
canned.
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Cooma H Hardware crew. From left to
right: Elizabeth van der Plaat, David van
der Plaat and Jannene Rixon.

I mean, what’s going to happen with a recession on the other
side of the virus, that is the big question. I don’t think the virus
is the biggest question, right?

While the fall off in trade sales is worrying, Grant still sees
DIY sales doing very well.
In the Balmain store, we’ve gone from serving 200 people a
day on a really good day over the weekend, to serving 400
plus. Then, just on a weekday, the store is still serving over 230
people.
As with the other retailers, supply has sometimes been an
issue for Grant. Some suppliers have helped out, but when it
comes to really high demand items, such as the masks tradies
need on construction sites, supply has been very tight.
G & L Wholesale has been working pretty hard on trying to
find masks and also hand sanitiser. We just actually got our
first decent delivery of masks through them in almost three
months really. It’s been so bad that people ask us for masks,
and all we can do is laugh. But it’s starting to be a real problem
on building sites because they’re required. You know, people out on the street maybe shouldn’t be wearing them, but
building sites, they have to have them there for normal safety
issues.
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Asked what the best seller has been, Grant has the answer
ready:
Paint. Everyone wants to paint their house. Haymes and Dulux.
And so much decking oil, especially Cutek. So that’s our big
push really is Cutek and then the Haymes, if they don’t want to
stump up for the Cutek A lot of people asking for it.
With the increase in custom, there is also an increase in
less-experienced people telephoning the store, which has
caused Grant and his staff some frustration.
The big thing we’re finding is the phone is just going off the
hook. People just ring up. And they ask question after question. Then they just don’t believe your answer half the time,
which is a problem. Like I got a question the other day about
fluorescent tubing. I tell them to just bring it in, I’ll have
the right ones. And they are like, can I get a stronger
one, and I have to say, no, they are just what they are.
And they don’t believe you.
That kind of constant pressure has meant that
Grant has hired more staff. At the same time, other
staff have left, as the pressure has often meant they
need to do a wider range of jobs — something many
of them were not happy about. The good thing is that,
with so many layoffs in other industries, Grant’s built
a good team.
I hired some really good people, out of like the event
industry and other places. They just want to work. And
they know how to work. One guy who is working here,
used to work in hardware years ago. Then he worked at
JB HiFi, then for a clothing company, so he is just indoctrinated in retail, and how it’s done.
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Grant Crowle, left; Betty Tanddo, middle,
and Megan Crowle, at the HBT 2019
Conference in Melbourne.

It’s about staff who just want to work, who will help out in the
yard, rather than complaining if they have to pick up a broom,
or help to stack timber. Best crew I’ve had in a while. One guy
who works with me said this is the best people we’ve had here
for five years.

Coping with social distancing
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While HNN shouldn’t have been, we were surprised about
how seriously the retailers we spoke to pursued the need to
protect staff and customers from COVID-19. Grant in Balmain, for example, takes time to carefully clean the store
every day.
Most of the time [handling social distancing] it’s not too bad.
Yeah, most people are okay. We have signs, we’ve had decals
put on the floor. Pull up banners, we’ve had made, and we’ve
got some good in-store sanitisers.
So we use a sanitiser that we make up in bulk containers and
spray everything in the store, like filing cabinets and key machines, doors and everything else. Forklifts. But things also get
wiped down during the day.
And then occasionally, you know, it’s like anything, you get a
bit of a run on and people are a bit anxious, they just get a bit
stupid. Sometimes, things happen with the people who are
really paranoid about the virus. And you think “If you’re that
concerned, then maybe you shouldn’t be out”. For
example, when someone is that worried and they
don’t think when you’re trying to show them something, they don’t remember to take a step back when
you’re trying to grab something off the shelf to show
them, they have a bad moment.
Then at the other end of that you get the people that
walk in with the wife and the two kids and the dog.
And you go, really? Just park the family outside, and
just have one of you come in, right?
It’s an area where getting supplies is really tough
at the moment, but Grant, true to form, found a
local angle that gave him a way around it.
We’ve actually got a company in our street in Alexandria [where the second The Hardware Store trades]
making sanitiser. They normally make soaps and
shampoos and everything for a lot of markets. But,
yeah, they got into sanitisers. So we’re getting it from
him.
I noticed the G & L website had a sanitiser. Well, it
was on their website with
their prices for concentrate, OK. So we got hold
of that. Then about six
weeks ago it sold out sort
of straight away.
Next we managed to get
all these antibacterial
wipes from Rockset that
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How The Home Depot does it. Bays are
blocked off in the parkinglot directly outside the store. Signs list the number to
call to request goods be brought outside
to the parked vehicle.

no one realised were pretty good. Until Rockset figured that
out and started promoting it. Then they put a limit on orders
for it. I complained a bit, but they said, the whole thing is your
fault, Grant.

For Leigh at Inverell, it was important to work on the process of servicing trade customers, so that both they and his
own staff would be protected.
We actually shut the front door at the start and asked people
to drive in through to the back. We’re very thankful that we’ve
got a drive through. We ask them to stay in the car and we
look after them.
But I’ve got to be honest with you, getting them to stay in the
car is almost impossible to get them to do!
We managed to get a 25 litre can of the isopropyl [alcohol]
spray. Every time anybody touches anything, especially cash
money, we spray it straight away.
We also ask people to social distance when they are in the
store. And it’s worked out well. We put a sign out the front
saying, yes, we are open and we’ve opened the front up again
recently.
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At Cooma H Hardware, Jannene tells
us they’ve been working hard to minimise exposure and make social distancing easier.
We’ve got signs up everywhere reminding
people of social distancing. At our point
of sales the signs direct people, saying,
“Remember your social distancing. Stand
back here.” We’ve reduced cash sales to
one register, and the cash money gets
handled carefully.
What else? The counters are wiped down
very regularly with cleaner, we clean the
handles of our trolleys. The one door that
we have that opens and closes into the
trade area, we’re just leaving it open so
people don’t have to touch it. Our other
doors are all automatic.
We wipe everything down. Every afternoon once I’ve finished, I go and clean
all the screens down. Our tradies usually
sign the screen with their finger for their
dockets when we do sales, and we’ve put
a complete stop to that.
The store has also moved to a really
useful informal service of offering curbside pickup, as Jannene tells us:
We’ve had some people they’ll ring and
we’ll say, “We can get it ready.” I had one
lady and she said, “Oh, can you have it
sitting right at the front door?” I said, “Well
if your husband doesn’t want to come
in when he’s picking it up, give us a ring
hnn.bz

Sneeze guards might be a good investment for
many retailers. Top are some very well-designed
guards from CV Media & Signage. Bottom, Sneeze
Guard is another supplier.

when he gets to the footpath and we’ll run it out.”

And David has found himself doing more deliveries than
ever before:
We are doing a lot more deliveries. That’s increasing just in the
sales, with people being at home doing stuff.

The IHG position
The Metcash-owned Independent Hardware Group (IHG)
did release some information about its prospects in the immediate future, in a presentation it prepared for a round of
equity raising, and released on 20 April 2020.
To collate the points it provided about hardware throughout the document:

Trading update – five months ended March 2020
• Hardware sales declined 1.3% in the five months ended March
2020, which is an improvement on the decline in 1H20 of 4.2%
• In March there was an increase in demand across both the
Trade and DIY segments. The increase in Trade can be attributed to pre-purchasing based on concerns about COVID-19
restrictions being introduced for Hardware retailers

Ongoing
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• Full IHG store network continuing to trade (some restrictions
in Tasmania)
• Growth in DIY categories (paint, accessories and garden)
• Demand continues to exceed supply in certain categories
(personal protection equipment, cleaning products, seeds &
seedlings)
• Significant online sales growth, launched ‘Click & Deliver’ to
DIY customers

Outlook
• The stronger DIY sales in March have continued into early
April, particularly in the paint and garden categories
• There is uncertainty as to how long COVID-19 related buying
behaviours will continue to impact demand
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Metcash reveals its performance during 2020,
with IHG continuing to
see sales decline.

• COVID-19 trading restrictions have, to date, not materially
impacted the ability of Hardware stores to trade
• Trade sales in FY21 are expected to continue to be impacted
by a slowdown in construction activity. There is the risk of a
further decline in construction activity related to COVID-19,
however this is not expected until 2H21
• The business continues to have a strong focus on costs to help
offset the impact of any reduction in sales volumes

There seems to be a sharp contrast in these comments to
what HNN is hearing from other independent retailers. Certainly there is not a similar level of pessimism about trading
conditions prior to February 2020, and many hardware retailers saw sales in March increase substantially over prior years.
It is also just a little bit difficult to parse exactly what is
meant by the notion that construction activity is set to slow
down in 2020, but not due to COVID-19, while a slowdown
in construction activity in 2021 will be due to COVID-19. The
second point is valid, but it seems likely there will be a slowdown in 2020 that will be directly attributable to COVID-19.

A restored economy
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While the above gives an overview about how things have
been the last several months, it’s important to look forward
as well. As Australian states move out of strict self-isolation,
what’s likely to happen? This has frequently been outlined
as the question of whether the nation will experience sharp
peaks in infection rates, and revert to stricter measures, or if
instead there be an acceptance of higher infection rates as a
trade-off for more economic activity.
It isn’t really that difficult to work out the direction Australia should be going in at the moment. The stark facts regarding COVID-19 have not changed at all over the past four
months:
1. There is unlikely to be a vaccine before mid-2021 at the earliest.
2. There is at the moment no single viable treatment for
COVID-19.
3. COVID-19 is highly contagious because people can be infected
but asymptomatic for long periods.
Self-isolation and strict legal limits on social contact have
worked to control the virus, but this has not changed these
basic facts. If Australia
is going to relax some
of its restrictions,
and not revert to the
runaway situation of
late March and early
April, this means that
new and different
behaviours will need to
be in place.
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We could all probably map out what would be needed for
a safer reopening. The government should provide clear and
specific guidelines for how each type of retail (restaurants,
groceries, personal care services, fashion, appliance, hardware, newsagents, etc.) can best keep customers and staff
safe. Widespread, random testing should be in place to detect
virus clusters before they develop beyond three or four people. There should be squads of contact tracers standing ready
to surge in if such a cluster of infections is found.
It seems unlikely that any of that is going to be in place.
What this means is that to a very large extent, the success or
failure of the Australian economy over the next two years is
going to come down to the actions individual businesses take.
In particular, it will be up to small and medium retail businesses — which have the most direct contact with the public
— to find the right path forward.

The new markets
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We can identify roughly six different types of market
changes, which would affect most of retail, but hardware in
particular:
1. Services that are simply not viable over the next year (e.g.,
much of the sharing economy, overseas travel, conferences,
trade shows)
2. Things that decline, or are replaced by a revised version (e.g.,
in-person consultations replaced by remote/virtual consultations)
3. Things that stay the same, but experience increased growth
and demand (e.g., online shopping)
4. Changes that were underway before the pandemic, which the
pandemic has accelerated rapidly (e.g., home delivery of takeaway food, click and collect shopping, WFH)
5. New services/products developed in response to the pandemic, which will be useful over the next year
6. New services/products developed in response to the pandemic, which will carve out a niche that will survive for many
years (e.g., telemedicine)
We can’t predict what is going to happen in term of these
changes, because they will be less driven by trends that get
shaped by advertising and marketing, and more driven by responses to simple needs — necessity, in other words. We can,
however, supply some guidance in some specific areas.

End, decline and change
One big question that hardware retailers need to ask is
whether under existing conditions it is really safe to offer the
same kind of in-store service they have rendered in the past.
It’s not uncommon (as our profile on Mount Alexander H
Hardware in this issue points out) for DIYers to rely on their
local hardware store for a wide range of advice. But coming
back to a store three or four times over a weekend is really
not a safe practice.
There is a hint in Grant’s account from The Hardware
Store in Sydney about what might be an alternative — which
hnn.bz

is offering advice over the phone. With the new prevalence
and acceptance of video conferencing apps such as Zoom and
GoToMeeting, it might even be possible for hardware stores
to offer advice online.
Or, to take this one step further, it is now possible to make
use of cloud-based services which wrap everything you need
into one online package. While we tend to think of “call-centres” in terms of ranks of people sitting at desks wearing
headsets, these services means the call-centre can be people
sitting at the kitchen table at home with a laptop.
It’s easy to think of ways to expand this kind of service.
Imagine, for example, providing access to trained horticulturists and landscapers through such a service, where the
customer could show their garden beds via their smartphone
camera, get precise advice on what would grow best where,
how to prepare the soil — and then order what they need for
delivery during that conversation.
One of the top-rated services is RingCentral, a US-based
company that offers its product in Australia (https://www.
ringcentral.com.au). While it’s not the cheapest, independent
reviewers such as TechRadar give it a high rating. There are
plans that start at under $20 per user per month, but the $40
premium plan offers facilities such as call monitoring, so that
supervisors can listen in on calls to monitor performance.
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Enhancement
When we think about pre-existing services that have
worked well, for hardware retailers the one that comes immediately to mind is the curbside pickup service many stores,
such as Cooma H Hardware, have offered.
One possibility would be to extend this further, and to
offer a kind of drive-in service for DIYers as well. A laneway
could be set up in the store’s parking lot where customers
could come in and park. They could call in an order for pickup
earlier, or actually order while they are in their car, connecting via their mobile phone. The staff could pick the order,
verify payment, then load it into the vehicle.
In terms of products, one trend that is emerging in the US
is an increased interest in backyard facilities. Many families
who are uncertain about how safe travelling on vacation
will be are revving up their outdoor spaces so as to make
the northern hemisphere summer more fun. That includes
adding equipment such as trampolines and inflatable pools,
as well as play equipment such as climbing frames.
It’s quite likely the market in Australia for “outdoor” room
products such as furniture, barbecues, firepits, lighting and
sound systems will see a burst. With many people worried
about future finances, it’s likely the medium-price range will
be the bestseller.
In association with this, it’s quite likely that the strong
trend towards gardens that grow basic vegetables is set to
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continue. That should see strong demand not only for seedlings and seeds, but also for easy-to-install above-ground
gardens and home irrigation systems (particularly automated
ones that can be controlled via smartphones).

New potential
As we’ve outlined above, there is a lot of potential for many
retailers — certainly including hardware — in the number of
people who will likely be working from home (WFH) over the
next two years at the very least.
When you visit people who have been using WFH for a
long time, you often find that they will have some kind of
physical wiring for their internet connection. While WiFi is
great for things such as internet browsing and even streaming movies, when you really need the fastest and most reliable connection, nothing beats a bit of Cat5e or Cat6 cabling.
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Networking in general offers really high margins when
it comes to sales. It’s a simple matter to set up a couple of
bulk reels of cabling and use a simple tool to crimp an RJ45
connector on each end. (You’ll need to test each cable as well
— it’s a bit fiddly getting it right, and a dud cable makes for a
very unhappy customer.) There are a lot of additional sales/
rentals you can make as well. If a customer is putting the
cable through walls, they will need a 14mm bit that’s long
enough to reach, as well as cable channels (Cat5e cable ain’t
pretty).
If a retailer is willing to go beyond the basics, there are also
additional networking sales to be made. For example, one
consistent networking error HNN sees is NBN customers
who are on Hybrid Fibre Coaxial (HFC) connections (basically
a revved-up version of standard video service cable) buying
full modem/routers for connection. This is a real waste, as the
actual “box” the NBN provides is the modem, and all these
customers need is a router.
It’s also the case that most stores that do sell modem/
routers offer only very basic consumer models (for example,
Officeworks). There is a whole layer of routers and modems
that rests between the consumer models and the enterprise
models. Draytek, for example, a Taiwanese company well-regarded for high quality products, offer routers with feature
such as 3G fallover, so if the NBN connection fails, it switches
automatically to the mobile internet service.

Analysis
Most hardware retailers are aware that, while things
have so far been OK, and many have enjoyed a boost in sales
during a season that is usually a bit quiet, this is unlikely to
continue. While much attention is spent on how businesses
will open, the larger question that looms in the immediate future is not whether there will be an overall downturn in the
economy, but just how deep that downturn is going to be.
hnn.bz

HNN has deliberately not added much comment about the
future of the building and construction industry, because
we are not convinced that anyone has a clear idea about how
that will travel through the rest of 2020. Perhaps the best
such analysis available at the moment comes from the RBA
minutes form its May meeting. In terms of the housing and
construction industries, those minutes note:
Social distancing restrictions on home inspections and in-person auctions, as well as heightened uncertainty about the
future, had significantly reduced turnover in the established
housing market. Members noted that some of the concerns
that construction activity could be severely affected in the near
term by supply chain disruptions and health-related site closures had not been realised. However, contacts in the liaison
program had reported that demand for both new and established housing had fallen.
Lower incomes and confidence, as well as lower expected
population growth, were expected to affect demand for new
housing for an extended period. Members also discussed
the effect of a possible increase in the number of people
moving back home or living in larger households for financial
reasons. At the same time, the supply of rental housing had
been boosted as properties that had previously been offered
as short-term accommodation were shifted to the long-term
rental market.
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House prices are likely to continue to fall. Accommodation
rental prices will also fall, as the Airbnb and other short-term
rental markets collapse, along with tourism as an export market. On the other hand, it seems likely there will be substantial state government expenditure in infrastructure.
HNN has yet to see, however, anywhere a mention of what
we believe will be strong trend going into 2021, which is an
increase in house building in more regional areas. If WFH
becomes as common as we believe it will be (at least around
40% of the workplace work from home for two to three days
a week), then families will be able move to areas further from
urban centres, as long commutes will be less of a burden.
The likeliest outcome, through FY2020/21, is a sharp but
not severe contraction in the building market. One possibility is that there will be a smoothing of the usual peaks and
troughs, with work being delayed from the final calendar
quarter of 2020, to the second calendar quarter of 2021. However, we would expect overall activity to fall during calendar
2021. With luck, the market will pick up again in 2022, but it
seems unlikely we will see a return to 2019 numbers until late
2022 at the earliest, and it’s equally likely we will need to wait
until 2023.
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John Ioakim

The Lakes H Hardware - LAKES ENTRANCE, VIC
How did you come into the hardware business?
I was the store manager of this store under the previous owners when it was
a bannered store. In 2016 the owners called me looking to sell. My wife,
Leanne and I spent many a night around the kitchen table running figures
and swapping ideas for the store. We decided to go for it but we wanted to
be truly independent and in control of our stock.

What made you decide on branding your new store H Hardware?
We had a few recommendations to join the HBT Buying Group and when that
stacked up we had a chat with Steve Fatileh who showed us the branding
for H Hardware. It looked great, the colours are eye catching and it really
stands out. The clincher for us was that the store was ours, we could be

For more information and
membership application call

1300 305 719

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.

usa update
For Ace Hardware,
mobile means loyalty
in this
update:
update:
•start
Lowe’s
sells
text
its Ace Canada
business

• True Value CEO
moves on to
homewares
group
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• Lowe’s controls
the number of
people in-store
with an app

• True Value paint
plant makes
paint and launches campaign
to deal with
COVID-19
• Ace Hardware
works across all
channels

Data from B2B platform, Payments News
& Mobile Payments
Trends (PYMNTS.com)
suggests retailers that
focus on innovating
only one sales channel
will likely squander
opportunities and have
difficulties generating
consumer loyalty.
Retailers should
instead take hybrid approaches to customer
relationships, maintaining both the speed
expected from online
and mobile platforms
as well as in-store
shopping’s convenience
and tactile advantages,
according to Deanna
Moreno Hernandez,
mobile marketing
senior manager at
hardware retailer Ace
Hardware. She said:
We are in the process
of enhancing our data
capabilities to see a
more holistic view of
our consumers and
their shopping journeys to better serve
their needs [on] whichever channels they
prefer to [use].
We lean on our IT
team to help develop
in-house technologies
to serve our retailers
so they can provide
memorable experiences
in-store.
Ace Hardware is
revamping its rewards system and

mobile channel but
the company is also
making sure its new
experiences work with
its existing physical
locations and consumer shopping patterns.
It believes consistently
seamless experiences
are key to retaining
customers regardless
of where they shop.

Omnichannel ease
of use
Retailers that want
smooth omnichannel
experiences must
harmoniously maintain three distinct
shopping channels
that serve shifting
payment and customer needs, all without
distracting consumers.
Shoppers are expecting increased personalisation as well, so
retailers must carefully
consider how to foster
customer trust and
satisfaction.
Mobile is thus emerging as a top channel
for today’s retailers —
and not just because
of its ease of use and
popularity among
younger consumers.
This channel can also
bridge in-store and
online experiences,
improving personalisation at brick-and-mortar stores and allowing
shoppers to track
purchases and loyalty

points on the go. Ms
Hernandez said:
The [new Ace] mobile
app is enabling this
[convenience] by
offering personalised
experiences. The
questions that a store
owner would ask to
get to know customers
better are replicated in
the mobile app.
Ace has also grafted
this mobile experience
into its delivery options, allowing customers to mix and match
where they make
purchases, she added.
App users can shop
products and schedule
pickups at particular
locations or search for
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the nearest stores, and
all can offer promotions directly within
the app. Ms Hernandez
said:
Your purchases,
whether in-store or
online, are reflected
on acehardware.com
and in the app and can
easily be repurchased.
The fulfillment options of buying online
and picking up in-store,
assembly and delivery
from your local store
leverages our retail
footprint of more than
4,500 stores to ensure
the customer has a
positive experience
continues next page

usa
update
Retail group adjusts to Covid-19 demands
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True Value Company
is converting part of its
paint manufacturing
plant in Cary, Illinois,
to begin production
of hand sanitiser and
cleaning products in
response to the coronavirus pandemic.
The Cary factory typically produces several
million gallons of paint
each year. Now, the
600,000-square-foot
facility will ramp up
production of hand
sanitiser.
The first several
thousand gallons will
be donated to True
Value hardware stores
across the country
to protect employees
against COVID-19
while they serve customers.
The chain of independent hardware retailers is registered with
the US Food and Drug
Administration (FDA)
as an over-the-counter

drug manufacturer to
make hand sanitiser.
Approval has been
granted by the FDA
for the retail co-op to
make hand sanitiser in
its paint manufacturing plant.
It plans to increase
production to help
address shortages as
the company sources
more raw materials. It
is also manufacturing
cleaning and sanitising products such as
hand soap, all-purpose
True Value store owners are hanging lights to help lift spirits and show solidarity with their
cleansers with and
community. Photo courtesy Home Central True Value, Owego, NY.
without bleach and
The retailer said the
deemed an “essential”
Sourced from Daily Herald
degreasing cleanser.
surge of COVID-19
business and the lights
https://prn.to/3dcases and stay-at-home help remind people
Shine-A-Light
jMoKd
orders have Americans that True Value stores
campaign
adjusting to a new
are open and ready to
True Value stores
reality and looking for serve in whatever way
across the US have
light amid the darkis needed. Store owner
joined its Shine-Aness. Store owners are Leigh Ann Akard said:
Light campaign by
hanging lights to help
Shine-A-Light demonhanging decorative
lift spirits and show
strates our collective
lights in their store
solidarity with their
spirit and readiness to
front to express
community.
help, while emphasisgoodwill, hope and soliMoreover, hardware ing how we’re locally
darity.
stores have been
strong.

Ace Hardware mobile (cont.)
shopping in-store or
digitally, in our new
app or [on] acehardware.com.
Using mobile to
connect online and
brick-and-mortar sales
can also help retailers
maintain consumers’
trust. All purchases
are categorised and
maintained on devices
that typically never
leave shoppers’ hands,
encouraging them to
head back to familiar
brands.

New retail age

offers all in one place.
Long gone are the
Ace Hardware is
days where customrelying more on mobile
ers will need to carry
as an integral part of
the coupon around to
its loyalty strategy. Ms
ensure they use it.
Hernandez added that
Developing this
the retailer is implemobile loyalty has its
menting app features
own obstacles, though.
to simplify the purSmartphone real estate
chasing process. She
is finite, and brands
said:
stake their claim by
The integration of
creating easily naviour loyalty program,
gable and convenient
Ace Rewards, will allow
mobile apps. Ace
members to easily
Hardware is hoping its
access their memberofferings will entice
ship cards, coupons,
consumers and boost
rewards and birthday

customer conversion,
as such offerings — especially those tailored
to mobile — may enable retailers to build
trust with brand-agnostic consumers.
Merchants will have
to continually update
their strategies, however, if they want to
maintain customer relationships and satisfy
new generations. Brickand-mortar, mobile
and online channels
will likely experience
major shifts in con-
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sumer behaviours over
the next few years, and
successful retailers
will be the ones that
engage consumers and
anticipate what they
want.

usa
update
Lowe’s app can monitor foot traffic
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Lowe’s has expanded curbside, contactless pickup in selected stores
The home improvement retail chain has
developed an app for
its handheld devices
that allows managers
to monitor foot traffic
and limit entrance,
based on the US-based
CDC (Centers for Disease Control) and local
guidelines.
Lowe’s rolled out
around 88,000 smart
mobile devices to store
associates in 2019, in
a move to improve
associate engagement
and drive store simplification.
The app is part of a
series of store changes
the retailer has made
to improve social
distancing during the
coronavirus health
crisis, including adding
dedicated “social distancing ambassadors”
who will be responsible
for monitoring customer flow in its garden
centres and front-end

areas. These workers
will also enforce the
number of customers
permitted in the store.

tunity for the chain:
e-commerce. At a time
when many shoppers
are hesitant to set foot
in a store lest they be
Managing
exposed to the virus,
uncertainty
Lowe’s digital business
The uncertainty
is still floundering. In
around the global pan- its most recent quarter,
demic comes at a parsales on its website
ticularly fraught time rose 3%, an anemic rate
for Lowe’s. Unlike most for any major retailer.
retailers, the home
(At Home Depot, online
improvement chain’s
sales grew 21% for the
busiest time of year is same period.)
April and May, when
Lowe’s said it is
Americans (and their
re-platforming the encontractors/tradies)
tire Lowes.com site to
shake off winter and
Google Cloud, which it
start home projects.
expects to be complete
Despite the uncerin its second quarter
tainty, Lowe’s will still of 2020.
ramp up hiring of
Though Lowe’s has
temps for the upcomhad some success in
ing North American
updating its site, the
spring peak season at
chain may have an easabout the same levels ier time navigating the
as last year.
current turmoil with
Even as people shop a website that was up
at Lowe’s to pick up
to industry standards.
essentials, there is one Lowe’s chief execuarea of missed oppor- tive Marvin Ellison

store pickup in all locations, and curbside or
parking lot pickup for
online orders has been
added as an option in
select stores.
Lowe’s has also
stopped selling N95
masks. Those -- along
with other protective
equipment for first
responders -- are being
donated to hospitals
to assist healthcare
workers.
It has ceased selling
N95 medical masks
and personal protective equipment (PPE)
in order to donate
recently told Forbes
them to healthcare
magazine:
workers. The company
We’re not where
said all store staff have
we’d like to be, but the access to providing
improvements we’ve
masks and gloves.
made are allowing us
In similar move,
to serve customers
The Home Depot
much better in this
announced that it had
environment than we
halted all N95 mask
could have in the past. sales in its stores and
As for its stores,
online, and redirected
Lowe’s is taking the
all shipments to be
same steps many other donated to hospitals,
retailers are to protect healthcare providers
workers and customand first responders
ers from contact with around the US.
COVID-19. The compahttps://bit.ly/3b5qVTr
ny has set up markers
https://bit.ly/3d8Lyzy
at checkout lanes to
help customers respect
social distancing and
cleans the area around
the cash registers
more often. It also
announced USD80
million in financial
incentives for store
workers.
More recently, Lowe’s
has expanded curbside,
contactless pickup in
selected stores. Home
Depot offers regular in-
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usa
update
True Value gains new leadership
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Hardware retail
co-operative, True Value Company will have
a new CEO following
John Hartmann’s
departure to become
chief operating officer
at home goods retailer
Bed, Bath & Beyond.
The retail co-op’s
chief commercial officer Chris Kempa will
take the helm once Mr
Hartmann moves on.
He joined True Value
Co. from industrial
supply company W.
W. Grainger, and has
led initiatives involving sales, pricing and
merchandising. In a
video statement in
which he appeared
together with Mr
Hartmann where both
men observing six feet

of social distancing, he
said:
I joined the business because I was
convinced the vision
for the company and
for the industry was
spot on. I also joined
because I knew the
hardware industry is
strong and growing.
And I joined knowing
the transformational
journey we are on is
not complete.
Mr Hartmann led
True Value Co. in 2013
and led the sale of the
company to private
equity firm, ACON
Investments in early
2018.
At Bed Bath &
Beyond Hartmann is
charged with leading
key areas of the com-

Former True Value CEO, John Hartmann has moved onto Bed, Bath & Beyond
pany’s transformation
including IT, supply
chain and real estate.
He also has oversight
for re-engineering
the company’s supply
chain and technology
infrastructure to enhance fulfilment, drive
cost improvements,
improve customer experience and support

Lowe’s sells its Ace Canada business

Two home improvement retailers that
are direct competitors
in the United States,
Lowe’s and Ace, are
parting ways in Canada where they have
worked together since
Lowe’s acquisition of
RONA in 2016.
Peavey Industries,
Canada’s largest farm,

affects 104
independent
Ace Hardware stores
in Canada.
It calls for
a 6-month
transition
period
during
which
Peavey
Industries
ranch and hardware
will
gradually
assume
retailer with 92 stores
responsibility
for the
across the country,
supply
of
these
stores,
will acquire the Ace
the
Ace
Canada
retail
Canada business from
operating
systems,
RONA. The sell-off is
part of Lowe’s restruc- and the Ace Canada
turing that saw it close website.
Lowe’s Canada will
34 underperforming
continue
to act as a
RONA and Lowe’s
wholesaler
of timber
stores in Canada.
and
building
materials
The agreement

the introduction of
retail brand.
omnichannel improvehttps://bit.ly/2Wpments such as Buy-On- GaBn
line-Pick-Up-In-Store
https://bit.ly/2YsxLjr
(BOPIS) across its fleet
of stores. As president
of the Buy Buy Baby
business unit, he is
responsible for further
developing the growth
strategy of the infant
and small children

for Peavey Industries’
independent dealers
after the transition
period.
The business transferred to Peavey
represents less than
10% of the total sales
volume of Lowe’s Canada’s affiliated dealer
division, according
to Tony Cioffi, executive VP of finance. He
told the HBS Dealer
website:
While it will allow
Lowe’s Canada to focus
its energy exclusively
on the RONA banner
for its affiliated dealer
network, Ace affiliated dealers across the
country will find in
Peavey Industries a
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partner whose value
proposition is better adapted to their
operating reality and
customers’ needs.
Before it was acquired by Lowe’s,
RONA in 2014 signed
a long-term deal with
Ace Hardware International for master
licensing of the Ace
brand in Canada.
https://bit.ly/3daC07p

europe update
Kingfisher negotiates
rent as B&Q reopens
in this
update:
update:
•start
Fediyma
text gets a
new identity

• DIY chain Wickes
exit from Travis
Perkins is put on
hold
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• Homebase exits
CVA ahead of
schedule and
reveals small
format stores
• Store rents
renegotatiated
as Kingfisher-owned B&Q
stores reopen

B&Q’s network
of 288 stores in
the UK are now
open to the public, albeit with
strict new safety
measures in
place. The DIY
chain is classed
as an essential
retailer under
the British
government’s
lockdown rules,
but it shut up
shop in March
before making
a staged return
with an initial 155
stores opening first.
It has limited the
number of customers
in stores, switching to
card-only payments
and installing perspex
screens at checkouts.
Owing to the bulky
nature of some DIY
materials, the retailer
is allowing two people
to shop together so
that they can “selfserve” larger items.
Parent company,
Kingfisher has been
negotiating its rent
payment terms as it
tries to save cash amid
the coronavirus crisis.
It has asked to pay
rents across its 950 UK
stores on a monthly
basis, rather than each
quarter, according to
Sky News.
If the home improvement retailer is given

There are new safety measures in place in B&Q’s 288 stores as they reopen to the public
the go-ahead to pay
monthly — rather than
three months upfront
each quarter — it will
be able to keep the extra cash on its balance
sheet during the coronavirus epidemic.
Kingfisher is not
seeking rent cuts
and has no plans to
suspend payments.
A spokesman told
CityAM:
We are looking to
work constructively
with our landlords to
successfully navigate
our way through these
extraordinary times.
In early March, the
company said supply
chains in China and
the Far East, which
make up 25% of total
goods sold, had started
to reopen. Products
from Italy were also

still flowing, with factories remaining open.
Prior to negotiating
its retail rents, the
home improvement
retail group was
relegated from the
FTSE 100 following a
quarterly reshuffle of
the sought-after stock
market ranking.
The Financial Times
Stock Exchange 100
Index, informally
called the “Footsie”, is
a share index of the
100 companies listed
on the London Stock
Exchange with the
highest market capitalisation.
The news comes after
a tough trading period
for the group, which
has so far seen new
chief executive Thierry
Garnier attempting to
revitalise the compa-
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ny. However, it saw
demand for DIY and
garden equipment
surge -- up 38% in
March -- in the weeks
before the coronavirus
lockdown.
Over the group’s
fiscal first quarter to
April 30 total sales fell
24% to GBP2.16 billion
pounds, with like-forlike sales down 24.8%,
reflecting COVID-19
related disruption. It
did not issue profit
guidance for the 202021 year.
Kingfisher also
announced a donation
of protective medical
equipment to health
services across Europe
worth GBP1 million
when demand for the
items soared in the
wake of the coronavicontinues next page

europe
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Homebase re-opens stores, exits CVA early
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Under Damian
McGloughlin, CEO of
Homebase, the retailer
cut costs and shifted
its emphasis back to
decorative products,
accessories and gardening.
It has worked with
concessionaires such
as Tapi Carpets to offer
extra ranges and use
surplus store space.
Last year it acquired
Bathstore, taking it
out of administration,
and the furniture retailer Dwell, is moving
into some outlets.
At the same time,
renegotiated leases at
Decorate by Homebase in Sutton is a smaller format store
75 stores and that low- Homebase is experiHome improvement most of its leases and
er rents accounted for menting with smaller
retailer Homebase has improved profitability.
a big chunk of GBP180 stores in two locastaggered the openThe group used the
tions — in north-west
million in annualised
ing of its stores after
insolvency procedure
England and south
cost savings. Halvdeciding to temporarily in 2018 to cut rents
London — offering
ing its stock losses,
close all its branches
and close stores after a
a narrower range of
reducing its number
in March. Prior to
brief period of ownerof distribution centres paints, wallpapers and
re-opening, it was only ship by Wesfarmers.
flooring to appeal to a
from six to three and
operating online as a
Soon after, Homebase
making redundancies generation of youngresult of coronavirus.
was bought for GBP1
er Britons who rent
in its head office also
The re-opened stores
by restructuring specontributed to cutting rather than own their
have strict controls in cialist Hilco in 2018.
homes. They are called
costs.
place to protect staff
CVAs give struggling
Decorate by Homebase,
The group has said
and customers.
businesses a chance to
“almost all” stores were and also will target
Homebase also
renegotiate debts with
customers specificalnow profitable as a
announced it planned creditors. For Homeresult, whereas before ly working on home
to end its company vol- base, the process had
decorating, with paint
the CVA 70% of them
untary arrangement
been due to run until
colour and brushes,
were losing money.
18 months early after
August 2021 but was
flooring and tiling on
The number of
the UK’s second-largest expected to terminate
offer.
Homebase stores has
home improvement
in March or April.
Continued digital infallen from 241 before
retailer renegotiated
Homebase said it had
vestment in its website
the CVA to 164.

Kingfisher renegotiates rent (cont.)
rus pandemic.
Since the COVID-19
crisis hit Europe, Kingfisher and its businesses have ringfenced all
their remaining stock
of personal protective
equipment (PPE) so

it can be donated to
frontline healthcare
workers.
Kingfisher confirmed
it ordered a further
three million face
masks from suppliers
in China and Israel.

These will be for
donation to the health
authorities in the UK,
France, Poland and Romania, or to equip staff
who are facilitating its
online and click & collect orders in stores.
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https://bit.ly/2KYJBde
https://bit.ly/3ffDQWr
https://bit.ly/2YzAFCX
https://bit.ly/3dgFAgq

will build an online
marketplace where
customers can shop
from an additional
18,000 products. Next
or named day delivery
was recently launched,
to make it as easy and
convenient as possible
for customers to shop
with Homebase. The
retailer said more than
half of its customers
now start their shopping journey online.
Focusing on the
in-store experience
– GBP10million was
invested in stores in
the UK and Ireland,
including 51 refurbishments in December
2019, to create brand
new inspirational
kitchen showrooms,
Bathstore concessions
and home furnishing
departments.
https://on.ft.com/2KZ0t3v
https://bit.ly/2zaWCgQ
https://bit.ly/3b2CGdm

europe
update
Wickes demerger is on hold
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Travis Perkins has
put plans to spinoff
its Wickes DIY retail
arm on hold as the
coronavirus outbreak
continues. It said earlier this year that it was
on track to demerger
Wickes as a standalone
business in the second
quarter.
Wickes with its chain
of 230 stores has been
on the auction block
for the past 18 months.
It recently reopened
six of its UK branches
for a trial to determine
if more can reopen.
The website remains
open for customers,
with options available
for click & collect and
home delivery orders
across the country.
The company said
it had made good
progress in separating Wickes from the
business, readying it
for sale or demerger.
However, it said:
Given the current level of uncertainty surrounding the impact of
COVID-19 ... as well as
the extreme volatility
in global and UK equity
markets, the board
has concluded that
it would be prudent
to pause the Wickes
demerger process.
The intent to demerge
remains unchanged.

out of Travis
Perkins.
The retailer
said its business is uniquely balanced
between three
segments (local
trade, “do it for
me” services
and DIY retail),
following its
transformation
into a digitally-led business.
Chief executive David
Wood said it
was a business
where “today
the majority
of customer
journeys start
online and
are efficiently
fulfilled locally
through a
right-sized
national store
estate”.
Wickes
believes it has
responded to customers’ desire to research
and browse online
when they are first
considering their home
improvement project.
Its website and social
media channels host
a range of images and
videos with information and advice. In
2019, the company said
there were 19 million
unique visits to Wickes’
“Digital first”
Pinterest boards.
strategy
Its end-to-end service
Wickes has set out its includes home and
strategy for its plans to in-store meetings with
become a “digitally-led a design consultant
service-enabled home alongside online advice
improvement business” and computer designs
as it prepared to spin

Wickes launched its first ever digital out of home and radio roadblock campaign just
before Easter 2019. From The Drum website.
that can be viewed online, before installation
completes the project.
Matt Walton, senior
retail analyst at data
and analytics business
GlobalData, said:
Wickes’ proactive approach to adjusting its
offer to the market has
helped it outperform
the DIY market and
will stand it in good
stead once it leaves the
Travis Perkins group. It
was one of the first DIY
retailers to embrace
online and click & collect while also pruning
unproductive space.

Essential service
In order to support
essential services, Travis Perkins’ branches
have been delivering
key building supplies
for emergency repair
and maintenance
works, as well as for
critical infrastructure.
Since the government lockdown, the
company has transported hundreds of
vital building supplies,
as well as tool hire
equipment to hospitals, schools, emergency services, care
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homes and many more
contractors providing
essential services.
Sourced from The Times
https://bit.ly/2z8ZD1e

europe
update
DIY group gets new identity

130

To mark its 20th
birthday, the European
DIY manufacturers’
association is giving
itself a different name
and an expanded
industry mission.
Fediyma (the European
Federation of DIY Manufacturers) will now
be called the Home
Improvement Manufacturers Association
or HIMA.
The association
believes the market is
quickly evolving, and

manufacturers must
adapt to the shifts in
demographics, attitudes and end consumer preferences. It said
that business is becoming ever more complex
at a greater speed.
In order to create a
suitable environment
for organisations to
prepare for the next
level of change and
complexity, HIMA
has decided to implement a new strategy.
Association president

Reinhard Wolff said in
a statement:
We enable our members to face the future
is the mission of the
association, which
stands on three pillars:
networking, knowledge
and lobbying.
To accompany its
renaming, the association will open up geographically to welcome
members from outside
Europe. Mr Wolff’s
statement also said:
HIMA will focus on

tional level, amongst
other projects that will
increase our visibility
in the industry.
Through its affiliated
associations HIMA has
a network of over 1000
suppliers and manufacturers in home
improvement, DIY,
garden, building materials and furniture
products.
It also announced
that the 8th Global
DIY Summit has been
postponed due to the
COVID-19 pandemic,
and will no longer be
held from 10 to 12 June
2020 in Amsterdam.
engaging with memhttps://bit.
bers, offering activities ly/2WqqZb5
and initiatives that
are strategic in nature
and focused in future
challenges across the
world. We continue to
expand and tailor our
member services, offer
a wide range of market
data, increase the
quality of our networking events as we have
done with the Global
DIY Summit, represent
the interests of our
industry on an interna-
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NEW PRODUCTS
Fibre cement products can open up new configurations
including fire pits, BBQ surrounds, and poolside paths for
today’s homes.
HardieDeck™ is a timber and aluminium alternative
made using premium fibre cement, which is resistant to
fire, rotting, splintering, and warping. With a higher level
of durability over traditional materials, it can be finished in
a range of colours.
Its smooth finish is nail, splinter free and prevents wide
gaps between boards. Made using an enriched composite
of materials, HardieDeck is resistant to damage from moisture, heat, and sun, in addition to being deemed bushfire
zone safe.
With adequate cross-flow ventilation and a concealed
fixing system, it is designed to increase the performance of
low set decks and withstand the elements.
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A nod to the heritage of the brand, the
#9150 Blundstone boot has the safety
and comfort features it is known for, with
finishing touches that celebrate its 150th
anniversary. The boot has a rich oxblood
leather upper, with an embossed “150”
heel.
Its patented SPS Max Comfort system
has XRD® Extreme Impact Protection in
the heel and forepart strike zones. This
is coupled with a low-density midsole
to provide extra cushioning. A premium
footbed with arch support and additional
XRD® technology provides greater underfoot cushioning and is anti-bacterial,
washable and breathable.

Master Lock has an all-new Bluetooth
Door Controller that offers keyless access
control from its Vault Enterprise platform’s web interface or smartphone. The
integrated door access solution provides
effective administration of security management and user access across a facility
or a business.
With access to data and audit trails,
businesses can monitor door activity to
identify who accessed the lock and when.
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The latest sets from IRWIN give professionals a clear view of the accessories
housed inside.
With multiple cases on the worksite, the
clear lid allows users to see the contents
of the set at a glance, rather than marking
the outside of the case or opening each to
check which accessories are stored inside.
The new patented bit bar allows for easy
removal and designed for quick release
so bits don’t get stuck. To maximise space
and promote organisation, these sets
have a stackable configuration.

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

For more information and
membership application call

1300 305 719

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.

