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Retail as audience
Opinion remains split over whether the Sars-CoV-2 pandemic is a disastrous 
interlude, or a signal of fundamental change to come, a moment of another 
cultural evolution. The first approach assumes that “normal programming” 
will resume once the scientists take care of the problem (and the politicians 
accept the accolades), the second that we are seeing the beginning of a 
different future to the one imagined as recently as 2018. In the second view, 
we could be moving towards a “post-manufacturing” economy. This refers to 
an economy where the growth in value has shifted from the manufacturing 
processes themselves, to the ability of the products produced to 
successfully interact with software. Such a move could bring big 
changes to retail.

Bunnings Results
Bunnings returned great results for 
its FY2019/20. Highlights include: 
$15 billion in sales revenue, up by 
14% on the previous financial year, 
and store-on-store (comp) sales 
growth of 11%. However, Bunnings 
managing director MIchael Schnei-
der cautions that the hardware 
retail industry remains 
uncertain. 

Bondi Junction Timber & Hardware
The Bondi Junction Timber & Hardware Store (Bondi Junction Hardware) 
has been operating in one form or another at its Oxford Street location for 
well over 60 years. Over the past two years, however, it has undergone a 
transformation as its managers, Adrian Blythe and Alan Grinham, have used 
tools such as SYM-PAC POS to turn a once-cluttered store into a modern, 
format-driven retail location, with clear product organisation and consolidated 
lines, providing tradies with the “get in, get out” experience they crave. The 
store has managed to achieve this with significant help from its suppliers, in-
cluding Sutton Tools, Bremick, Romak and Duralex, especially when 
it comes to in-store fittings.

Statistics
The statistics we’re getting from 
the Australian Bureau of Statistics 
are beginning to track the effects 
of the pandemic. One outcome: 
between April and July 2020, 
hardware retail revenue grew by 
$1.9 billion over the same peri-
od in 2019. But will this growth 
continue?61 12

3844

Publisher’s Note
Walking into Bondi Junction Timber &Hardware was a little different to other 
stores we have visited. Located close to Sydney’s CBD, it serves primarily trade 
customers and local builders. We soon learnt there was a lot more to what we 
saw in the compact space that houses its hardware and timber products. Nothing 
quite replaces a face-to-face tour of a store to see the work that has been done by 
people who are engaged and interested in their work. At Bondi Junction Timber & 
Hardware, head office edicts are replaced by careful and gradual merchandising 
decisions executed by hand.
Sound ideal? Maybe. But it’s great to see the industry offer a genuine 
place for experienced individuals with a strong work ethic because 
they have a lot to offer.
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On the cover: Alan Grinham (left) and Adrian Blythe of Bondi Junction Timber & Hardware
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Politics is never more annoying than when it forces 
us to live in “the land of the dog-whistle”. At the 
moment, as serious policy arguments get underway 
about how to help Australia return to prosperity, 

there’s a lot of effort wasted on positions designed to 
mean different things to different parts of Australia. 
What’s needed is growth, not more 
protectionism. 9
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CANFOR  MADE IN CANADAVIDA  MADE IN SWEDEN

Vida Canfor is strongly committed to the  
Australian building and construction industry.  
Vida Wood Australia, a global supplier of  
sustainably produced timber products, is fully 
backed by its own state-of-the-art production and 
processing facilities. With approx. 11 million cubic 
metre output coming from Sweden, Canada and the 
United States, Vida Wood Australia guarantees the 
reliable supply of first class timber products.

VIDA Canfor offer the following products:
• Structural framing – MGP10/MGP12/F5
• Primed weatherboards
• Solid battens
• Decking
• H3 LOSP frame
• Plus DTL facilities for precision docking

Please contact our experienced and motivated staff 
to find out how we can help your business.

For more information contact:
VIDA WOOD AUSTRALIA PTY LTD
100 Potassium Street, Narangba  

QLD 4504 Australia
P: 07 3147 8790   E. sales@vidawood.com

W. www.vida.se/en/info/vida-wood-australia

Renewable. Sustainable.
Reliable. Secure.

https://www.vida.se/en/info/vida-wood-australia/
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Walking into Bondi Junction Timber &Hardware was a little 
different to other stores we have visited. 

Located close to Sydney’s CBD, it serves primarily trade cus-
tomers and local builders. We soon learnt there was a lot more 
to what we saw in the compact space that houses its hardware 
and timber products.

On arrival, we met with the hardware manager, Adrian Bly-
the and timber manager, Alan Grinham. They took us through 
the store step-by-step and explained the changes they made.

Typical of many people who work in the hardware industry, 
they were a little too modest about their accomplishments. But 
we could see the small, incremental changes added up to quite 
a lot.

Of course, this visit took place in BC (before coronavirus).
Nothing quite replaces a face-to-face tour of a store to see 

the work that has been done by people who are engaged and 
interested in their work. At Bondi Junction Timber & Hardware, 
head office edicts are replaced by careful and gradual merchan-
dising decisions executed by hand.

For Adrian, it seemed like he was “re-building” the store, 
section by section, so that it told “a 
story” that made sense to his customers. 
Like many highly skilled retailers, he is 
always on the look-out for displays and 
products that have real, demonstrable 
innovation.

Both Adrian and Alan’s decisions for 
the store are discussed and ultimately 
supported by an owner who trusts them.

Sound ideal? Maybe. But it’s great to 
see the industry offer a genuine place for 
experienced individuals with a strong 
work ethic because they have a lot to 
offer.

I’m sure the scenario I have just de-
scribed gets played out in different ways 
all the time in every type of hardware 
store, both independent and corpo-
rate-owned, and I hope we get an oppor-
tunity to see more of them.

For an industry that thrives on face-
to-face contact, the past six months have 

publisher’s note

(l-r) Timber manager, 
Alan Grinham and hard-
ware manager, Adrian 
Blythe
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been challenging despite the sales boost as a result of stay-at-
home orders and more renovations or DIY projects were being 
done.

Retailers and their suppliers were asked to accelerate some 
aspects of their businesses (ie. stock) and decelerate (for example, 
staff) when restrictions forced retailers in metropolitan Mel-
bourne to close their doors except for trade.

And almost overnight, every retailer impacted by the shut-
down had to be able to offer an efficient click and collect service.

In the coming months, we will see which businesses are the 
most prepared as we start the post-COVID recovery, and what 
changes that had to be made will become the “new normal”.

As we put the final touches to this edition during extended 
stage four restrictions in Melbourne (where HNN is based), I 
think of what we used to take for granted: parties, catching up 
with friends, shaking hands or hugging acquaintances and not 
taking home décor that forms the background of Zoom or Webex 
calls all that seriously.

In the middle of “iso”, a Zoom background is often interpreted 
as an extension of a person’s individual characteristics or per-
sonality. Not surprisingly, it has almost become all about the 
backgrounds. A messy, cluttered home office, a chaotic kitchen 
with pets and children or blank, grey walls. What do they mean? 
That’s all up to you.

As writers and editors, we are accustomed to spending long 
stretches of time alone doing our work. But having to work alone 
because we have no choice makes things a little different.

The small home office now shares space with exercise equip-
ment that could probably be used more often. A trip to the 
supermarket becomes a major outing and a highlight of the day 
or week. Connections to people outside your bubble are made 
through digital devices much more than before.

But despite the changes to daily life, the mechanics of putting 
together a magazine have not changed. We write, sometimes 
re-write, edit, proof and type-set. Without always knowing it, 
we consistently try to match the level of involvement and com-
mitment that we see in people like Adrian and Alan, and many 
others we have met in the industry. It’s the least we can do.

Until next time,

Betty Tanddo
Publisher



For more information and  
membership application call

1300 305 719

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

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

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

http://hbt.net.au/
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After the Sars-CoV-2 pandemic, it is almost incon-
ceivable that we will return to anything like the cul-
ture and society we knew in Australia in 2019. While 
there is some talk of returning to a “new normal”, real-
ly at the moment it seems  more likely we will eventu-
ally find our way out to a “new abnormal”. 

Though it’s true that this sense will be strongest in Victoria, due to the 
difficult path the state has gone down, it’s possible it will become much 
more general, as the difficulties associated with the pandemic continue 
over the next couple of years.

That’s not just because of the economic ruin that the pandemic will 
leave in its wake. It’s also because of factors that were emerging as issues 
before the pandemic, and which Sars-CoV-2 has only served to starkly 
outline. Perhaps the best summary of these issues is provided by Guard-
ian columnist John Harris in his column from mid-September titled “Dis-
ruption, destruction and chaos has become the new way of governing” 
(Guardian). At the heart of it is this paragraph:

The sociologist Zygmunt Bauman, in his book Intimations of Postmoder-
nity, summarised Baudrillard’s portrayal of a culture in which “images 
represent nothing but themselves, information does not inform, [and] 
desires turn into their own objectives”. This shines a penetrating light on 
the politics of today. If a policy provokes, that may be its only point; when 
anything triggers anger and upset, the outrage will quickly drift away from 
what caused it, and itself become the focus of the argument. There is little 
point looking for anything more solid or certain.
As Mr Harris’s comments point towards, politics in Australia seems 

at times to be almost a series of “sock puppet fights”, where the hands 
inside the opposing socks are the forces aligned behind two radically dif-
ferent world views, and the socks a simple policy sleeve slipped over this. 

It’s hard to characterise exactly what those two differing views really 
are. Roughly, though, one point of view tends to idolise some point in 
the past, which combines the income distribution of the 1970s with the 
business dynamism of the 1990s. The other point of view looks to some 
undefined point in the future, and the possibilities that new technologies 
could bring about.

We can see how these views work out in regard to, for example, cli-
mate change. Scientifically, the evidence has become overwhelming that 
climate change has occurred, and that its consequences are devastating. 
There is little doubt that renewable energy sources, in this context, make 
a lot more sense. 

But for the proponents of the past, that would mean giving up a lot: 
mining the coal or gas, building the power stations, and then tending to 
huge, multiple steam turbines. 

comment

https://www.theguardian.com/commentisfree/2020/sep/13/tories-new-unscrupulous-politics-misinformation
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For the proponents of the future, it’s hard to make any sense out 
of that view. The most rigorous scientific studies are met with a 
kind of stuttering amateurism mixed with crazed nutter non-rea-
soning (5G caused the pandemic, etc.). It’s a short step from that 
to the rantings of Australia’s Deputy Prime Minister about apart-
ment-dwelling crazed lefties in the cities not being entitled to hold 
an opinion about the bushfires. 

The fundamental non-truth at the heart of the resistive forces 
is that they pretend their objective is to deliver the “best” economy 
possible. The reality is that what they want is not the best econo-
my, but one particular economy. That economy has one dominant 
design feature: it mostly benefits the same groups who received 
mammoth benefits from the natural resources  and manufacturing 
driven sectors from 1970 through to 2010.

There are a number of difficulties with this approach. The first 
is that it creates the divisiveness we see in Australia today. Overall 
economic growth —  which would benefit everyone — is being held 
back so as to privilege one particular group. It’s not just that there 
are winners and losers, it’s that the current losers represent the 
highest potential for real growth into the future. Australia needs 
to accelerate development of technology just to keep up with the 
developed world, including near neighbours such as Singapore.

Secondly, this kind of drift away from the historical reality is just 
not sustainable: the consequences keep piling up. Climate change is 
one consequence. You can argue against a carefully researched set 
of statistics by simply refusing to understand it, or by referring to 
some scientific outlier study with no peer credibility. But it is hard-
er to argue with bushfires, houses destroyed and lives lost.

This applies exponentially to the pandemic. The governments 
of the US, the UK and Australia could have put the scientists in 
charge, they could have devised rapid measures to contain Sars-
Cov-2, and a sensible way to balance economic recovery against risk 
afterwards. Instead, in the US and Australia, federal governments 
chose to hive off responsibility for virus containment to states. 

The political difficulty the Australian government faces today is 
how to reboot the economy while maintaining its unfair approach 
to different economic sectors. What makes this almost impossible 
is that those sectors it would like to suppress — such as renewable 
energy sources — are the very sectors (again) with the strongest 
prospects for future growth, and hence the highest return on in-
vestment.

However, this time the tricks are unlikely to work. It’s just one 
step too far, and the kind of tortuous reasoning required to reinvest 
in evidently outdated industries will not survive. 

By early 2023, we should start to see signs of a true recovery take 
place. We simply have to face up to the fact that, after the pandem-
ic restrictions finally ease in (hopefully) mid-2021, we will have a 
further 18 months of a kind of economic restrictions. But if we can 
get through the first, we can get through the second as well.
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DIGITALDIGITAL
IS THE FUTURE
OF MARKETING

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

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

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

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

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

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

start text

in this  
update:

• ABS stats for 
hardware retail 
indicate the 
sector has gained 
an additional 
$1.9 billion in 
revenue for April 
to July 2020 as 
compared to the 
same period in 
2019

• The peak month 
for retail growth 
was May 2020 
for most states, 
though Victoria 
peaked in June 
2020

• Building propos-
als have dropped 
substantially 
for multi-unit 
dwellings, while 
proposal num-
bers for houses 
was relatively 
stable

• In building work 
done, alterations 
& additions grew 
during the March 
2020 quarter, but 
returned to de-
cline in the June 
2020 quarter

At the moment what 
every business owner 
-- and especially every 
retailer — wants to 
know in Australia is: 
what happens next? 
What does Stage II 
(and Stage III) of the 
pandemic look like?

A series of emergency 
measures — JobSeek-
er, JobKeeper, inter-
est rates below 1%, 
mortgage repayment 
“holidays” — have kept 
Australia away from 
the kind of financial 
panic which, combined 
with the pandemic, 
could have been cata-
strophic. But, as Aus-
tralians wait for the 
delayed Federal Budget 
to be delivered in 
October, the signs that 
are coming from the 
government seem to be 
more about uncertain-
ty than anything else.

The fact is that while 
there are nations that 
have handled the 
pandemic better than 
Australia — though 
Australia has, by global 
standards, done pretty 
well — the number 
that have successfully 
reopened their econo-
mies after the pandem-
ic shutdown in March 
and April is very 
low. In early May we 
heard the Australian 
Prime Minister, Scott 
Morrison, harangue 

Australians to “get out 
from under the doona”. 
Since infections bal-
looned in Victoria, very 
little more has been 
said on the subject. 

For retailers, as we 
learn more about the 
Sars-CoV-2 virus, it has 
become increasingly 
evident that the classic 
retail shop (as well as 
bars and restaurants) 

represents an almost 
perfect venue for 
transmission to occur. 
Most retail is indoors, 
crowded, with poor 
external ventilation, 
people constantly 
touching surfaces, and 
so forth. 

The difficulty, as 
we’ve seen in Victoria, 
is that even if numbers 
have been brought to 
a very low level, if they 
start to grow quickly, 
the available resources, 
such as testing and 
contact tracing, are 

statistics
ABS  Retail, Proposals & 
Work Done 

 Top, Chart 1 shows ABS stats for hardware retail sales for 
the 12 months to July by region. Bottom, Chart 2 shows 
the extent of change between comparable periods.

http://hnn.bz/


13

hnn.bz

indie 
update

quickly overwhelmed. 
What that means in 
practical terms is that 
until there is an actual 
vaccine available, 
the fight is not about 
bringing a booming 
economy back, but 
creating essentially a 
subsistence economy, 
based on very con-
trolled risks, with the 
likelihood that there 
will be some three 
to four week periods 
when harsher restric-
tions come back into 
play.

In terms of the vac-
cine itself, it’s evident 
by now to most in Aus-
tralia that it’s slightly 
optimistic to expect 
there to be a viable, 
distributed, effective 
version by the second 
calendar quarter of 
2021.

One clear message 
about how bad things 
could get, is a signal 
from the Reserve Bank 
of Australia (RBA) that 
it is willing to perform 
further quantitive eas-
ing. Several Australian 
economists have inter-
preted this as meaning 
it’s quite likely interest 
rates could move even 
lower, down to 10 basis 
points (0.1%).

In a speech delivered 
on 22 September 2020, 
Guy Debelle, deputy 
governor at the RBA 
described the economy 
and its prospects like 
this:

Overall, the recovery 
has not been a rapid 
bounce but more of a 
slow grind. The virus is 
having its effect, par-
ticularly because of the 
lockdown in Victoria, 

but so too is the short-
fall in demand that 
occurs in recessionary 
conditions. That short-
fall in demand will be 
a significant brake 
on the recovery. Until 
households and busi-
nesses are confident 
about future demand 
and income, they will 
be reluctant to spend 
and invest. 

Business confidence 
has rebounded some-
what after a steep fall, 
to be close to neutral, 
but household con-
sumer confidence 
remains negative, 
about 14 points below 
neutral. It also has 
to be acknowledged 
that Australia went 
into the pandemic in 
a weakened state. The 
push to balance the 
budget (“back in the 
black” as the politi-
cal messaging went) 
meant an absence of 
stimulus, which saw, 
for instance, business 
investment as a share 
of gross domestic prod-
uct continue to decline, 
with it now close to the 
lows last seen in the 
recession of the 1990s.

Hardware retail
The Australian 

Bureau of Statistics 
(ABS) has released 
retail statistics for July 
2020, though these do 
not include the most 
recent numbers for 
the Northern Territory 
and Tasmania, so we 
(unfortunately) have to 
exclude these. Looking 
at the first chart for 
the 12 months to July 
2020, we can see an 
expected pattern. Sales 

during 2020 have 
been acceler-
ated, resulting 
in considerable 
overall gains. The 
Australian Capital 
Territory (ACT) 
is the winner in 
terms of percent-
age gain, at 17.28%, 
but Victoria (VIC) 
gained 14.42%, in-
creasing revenue 
by $805 million. 
New South Wales 
(NSW) saw a 
gain of 10.22% 

statistics

Top: Chart 3 shows 
the month-on-
month percentage 
change for the 12 
months to July 
2020. Middle: 
Chart 4 shows the 
number of building 
proposals for four 
quarters ending 
with the July 
quarter. Bottom: 
Chart 5 shows the 
percentage change  
in building pro-
posal numbers for 
comparative four 
quarters ending 
with the June 
quarter.

http://hnn.bz/
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and $586 million, 
while Queensland 
gained $448 million, 
an increase of 11.09%. 
Western Australia and 
South Australia had 
growth of 13% and 14% 
respectively. Australia 
overall saw hardware 
retail revenue increase 
by 12.25% to $21.9 
billion.

The second chart 
shows the percentage 
increase for compara-
tive 12 months to July. 
As you would expect 
there is a sharp clus-
tering of growth, as 
the pandemic and the 
subsequent increase 
in hardware sales is 
a nationally defining 
factor.

Chart 3 shows a 
month-on-month 
comparison between 
August 2019 to July 
2020, and August 2018 
to July 2019. While the 
other two graphs are 
good for getting an 
overall context, this 
graph is perhaps the 
most interesting in 
terms of seeing what 
the pandemic is doing 
monthly. The peak 
month for every state 
except VIC is May. VIC 
peaks in June, and 
then declines less than 
the others moving into 
July.

We can predict a high 
likelihood that we’ll 
see VIC decline fairly 
sharply for August and 
September, when those 
numbers come out, as 
DIY consumer retail 
will be shut down. 
What will be really 
interesting is to see 
how much states such 
as NSW, QLD and WA 

decline. Will the trend-
line go down steeply, or 
will some of the home 
improvement spend-
ing prove to be more 
“sticky”?

Chart 4 gives some 
idea of how much 
extra money has been 
pushed into hard-
ware retail during the 
pandemic. This is a 
comparison between 
the COVID-19 period 
April to July 2020, with 
the pre-COVID-19 peri-
od of April to July 2019. 
In terms of Australia 
overall, an additional 
$1.9 billion has been 
spent in the COVID-19 
period over the equiva-
lent 2019 period.

Can it continue? 
How far down will it 
go? Is this an ongoing 
expansion, or are we 
looking at purchases 
being brought forward, 
followed by a later 
slump?

It’s not possible to 
have answers to these 
questions right now, 
but most of us would 
likely agree it’s going 
to be a combination 
of all those factors — 
some genuine boosted 
spending on projects 
that would otherwise 
not have happened, 
some holiday season 
purchases brought 
forward. The unknown 
factor is, with some 
kind of recession likely 
over next three quar-
ters, whether hardware 
retail will hold its own, 
or families will cost-cut 
everywhere.

Building industry
 In terms of looking 

further into the future, 

with most indepen-
dents relying heavily 
on trade sales, the 
stats from the building 
industry are of particu-
lar importance. It is 
always difficult to 
forecast accurately 
based on building 
proposals. Chart 5 
shows the number 
of building propos-
als for the trailing 12 
months to July, and 
Chart 6 shows the 
percentage change 
when comparing 
those 12-month 
periods. The major 
feature of these is 
to outline that the 
fall for the prior 
year was much 
more significant 
than the fall in the 
most recent year. 
It’s likely that is a 
function of lowered 
interest rates as 
much as anything 
else. Builders likely 
expect there will be 
lag between when 
the economy re-
covers and interest 
rates rise again, es-
pecially as the RBA 
had indicated it is 
willing to tolerate a 
higher rate of inter-
est (we would guess 
up to 3%) than it 
has in the past.

Chart 6 compiles 
the value of work 
done for the year 
ending in the June 
quarter. As it shows, 
after rapid growth 
through to 2016, 
driven primarily by 
work on multi-unit 
dwellings, growth 
slowed in 2018 and 
2019, before show-
ing decline in 2020. 

Top: Chart 6 shows the value of building work done for 
year ending June quarter. Middle: Chart 7 shows the 
percent change between subsequent periods of the 
value of building work done. Bottom: Chart 8 shows a 
quarter-on-quarter comparison of the change in value of 
building work done.
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Alteration & additions 
(in this case, those 
that required permits) 
showed slight but 
steady growth.

Chart 7 shows the 
comparative growth 
rates for these periods. 
2019 shows a consoli-
dation around slightly 
negative to slightly 
positive growth rates, 
followed by a slide 
down to decreased ac-
tivity, with alterations 
& additions falling the 
least, and multi-unit 
dwellings falling the 
most.

Chart 8 shows a 
quarter-on-quarter 
comparison from 
the September 2016 
quarter through to 
the June 2020 quarter. 
Alterations & additions 
show slowing decline 
in the December 2019 
quarter, followed by a 
lift into actual growth 
in the March 2020 
quarter, and then a re-
turn to slight decline in 

the June 2020 quarter. 
New houses also saw a 
reduced decline in the 
March 2020 quarter, 
before returning to its 
December 2019 quarter 
rate of decline in the 
June 2020 quarter.

From this we can 
determine that while 
the June 2020 quarter 
has not been good for 
the work done num-
bers, there was already 
a pattern of decline 
present. Alterations 
and additions did get 
a boost in the March 
2020 quarter, but this 
was surprisingly short-
lived.

Analysis
Putting this all to-

gether, what is the pic-
ture that is revealed? 
First of all, most people 
would agree that the 
current recession is 
likely to be finite, in 
that it has not been 
caused by anything 
structural in Australia 

or internationally. Lon-
ger term effects will 
include both a reduc-
tion in overseas immi-
gration to Australia, as 
well as reduced birth 
rates (which affects, for 
example, people up-
sizing their dwellings). 
However, both of those 
are, to some extent, re-
versible. We could see 
increased migration in 
2023, for example, and 
birth rates might catch 
up as well.

So the two questions 
that need to answered 
are: how is demand 
going to play out over 
the next two years? 
And, how much is the 
government likely to 
stimulate the dwelling 
construction industry?

One possible pattern 
of demand will see a re-
surgence in home ren-
ovation work through 
the final calendar quar-
ter of 2020, though it’s 
unlikely this will reach 
the same numbers for 

the comparable quar-
ter in 2019. Construc-
tion projects will likely 
continue at a subdued 
rate for the first two 
calendar quarters of 
2021, but given the slow 
progress through 2020, 
a back-up of work will 
take some time to clear.

The real question is 
going to come when 
May/June 2021 rolls 
around. We could see 
FY2021/22 produce 
substantially reduced 
building activity, as 
more cautious de-
velopers wait for the 
economic recovery 
to get underway. 
Which brings up the 
possibility of housing 
industry support in 
the 2021/22 budget. 
Some 6000 Australians 
have applied for the 
narrow-focus Home-
builder $688 million 
stimulus plan, but that 
will run out by the end 
of 2020. While Master 
Builders Australia is 

forecasting a 27% fall 
in the housing indus-
try demand for the 
current financial year 
if further stimulus is 
not forthcoming, that 
seems something of 
an “ambit” number, 
designed to promote 
the need for a stimulus 
package.

One issue that might 
come up — as it should 
— is how much the 
housing industry really 
deserves a stimulus 
package. Construction 
might employ a large 
number of workers, 
but it remains one 
of the top industries 
when it comes to a 
near complete lack 
of real productivity 
improvements. We 
could see a situation 
develop where gov-
ernment stimulus 
becomes dependent on 
the industry bringing 
in some improvements, 
such as modular house 
construction. 
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John Ioakim
The Lakes H Hardware - LAKES ENTRANCE, VIC 
How did you come into the hardware business? 
I was the store manager of this store under the previous owners when it was 
a bannered store. In 2016 the owners called me looking to sell. My wife, 
Leanne and I spent many a night around the kitchen table running figures 
and swapping ideas for the store. We decided to go for it but we wanted to 
be truly independent and in control of our stock.
 
What made you decide on branding your new store H Hardware?
We had a few recommendations to join the HBT Buying Group and when that 
stacked up we had a chat with Steve Fatileh who showed us the branding 
for H Hardware. It looked great, the colours are eye catching and it really 
stands out. The clincher for us was that the store was ours, we could be 

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

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

http://hbt.net.au/
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• Focus remains on 
staff and custom-
ers throughout 
COVID-19 restric-
tions

• Latest initatives 
include apps, 
project bundles 
and kit homes in 
New Zealand

• More Bunnings 
stores are being 
built around 
Australian and 
New Zealand

Construction has 
begun on a Bunnings 
warehouse in the 
Lockyer Valley (QLD); 
the Bunnings Kem-
bla Grange store has 
replaced the Warra-
wong warehouse in 
NSW; Palmerston’s 
$58 million Bunnings 
store in NT is three 
times the size of its 
previous site; Bunnings 
said it has outgrown 
its current location 
in Inverell (NSW) and 
there are plans to build 
a new store; there has 
been a lot of activity 
on the site in Wanga-
ratta (VIC) where the 
Bunnings store is being 
built; the Bunnings de-
velopment at Plainland 
(QLD) is going ahead; 
and site clearance work 
has begun for a store in 
Queenstown, New Zea-
land; and a five-level 
Bunnings Warehouse 
is tipped for Frenchs 
Forest (NSW) after a 
development appli-
cation was submitted 
to Northern Beaches 
Council in June.

Wollongong
Bunnings Kembla 

Grange is a $62 million 
development that 
measures 17,000sqm, 
approximately 
5000sqm larger than 
the old Warrawong 
store it replaced. There 
is a seven-lane timber 

drive-through which 
is more than double 
the size of the previ-
ous store, and there is 
under-cover parking 
for 400 cars.

Complex manager Liz 
Politis told the Illawar-
ra Mercury there were 
many new merchan-
dising concepts in 
the store including 
different wardrobe 
and bathroom, as well 
as a kitchen design 
centre. There is also 
an extended artificial 
plant range, and garage 
storage displays.

Palmerston
After more than a 

year of construction, 
Bunnings Palmerston 
has welcomed cus-
tomers. As part of the 
opening, the store has 
donated equipment, 
materials and PPE to 

several local and great-
er Northern Territory 
organisations such 
as the Jabiru Men’s 
Shed, Helping Peo-
ple Achieve, and the 
Arnhem Land Progress 
Aboriginal Corpora-
tion.

Complex manager 
Clayton Leeder told 
The Northern Territo-
ry News the store has 
an additional 20,000 
lines, a seven-line 
drive-through and a 
bigger nursery offering 
with undercover land-
scape. There are 450 
car spaces underneath 
and 19 at the front 
of the store. Inside 
the store, there are 
12 brand new kitchen 
concepts alongside a 
wide range of bath-
room displays.

Well-known local 
landmark, dinosaur 

Big Kev is next to the 
nursery.

Inverell
Bunnings has indicat-

ed that it is looking to 
build a new store on a 
different site from its 
current premises in 
Inverell (NSW).

The preferred site on 
Jardine Road would 
require rezoning by the 
Inverell Shire Coun-
cil for a large format 
store development. 
Although Bunnings 
has made no formal 
re-zoning application 
yet, Inverell Shire 
councillors request-
ed an information 
report be put together 
regarding the Inverell 
Local Environmental 
Plan 2012, according to 
a report in The Inverell 

Store builds continue in 
Australia and NZ

continues next page

The Bunnings Palmerston store has welcomed customers

continues next page
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Times.
This was present-

ed and discussed by 
councillors during a 
Civil and Environmen-
tal Services Committee 
meeting.

The committee’s 
resolution was to 
request additional 
information regarding 
the number of vacant 
residential blocks and 
approved residential 
subdivisions within 
one kilometre of the B5 
Business Development 
Land Using Zoning on 
the corner of Jardine 
Road and Gwydir 
Highway.

However, the pro-
posed rezoning has 
received support from 
the Inverell Chamber 
of Commerce. Cham-
ber president, Nicky 
Lavender said:

This development 
would secure approxi-
mately 45 new jobs and 
go close to doubling 
the size of [the current] 
Bunnings store. In a 
period of time where 

large national compa-
nies are pulling out of 
smaller regional com-
munities, we have one 
that wants to invest in 
Inverell.

Wangaratta
Bunnings is expected 

to open its doors to the 
new Wangaratta store 
in mid-November. 
This outlet will have a 
4300sqm retail ware-
house, a drive through 
timber sales area and 
an outdoor nursery.

Bunnings regional 
property development 
manager, Andrew 
O’Neil, said the proj-
ect was running on 
schedule. He told the 
Wangaratta Chronicle 
in July:

The site will undergo 
a transformation over 
the next month. This is 
because the structural 
steel for the store is 
scheduled to be erected.

Plainland
The $19 million 

Bunnings store that is 

being be built at Plain-
land in the Lockyer 
Valley is expected to 
open by Easter 2021. It 
is being developed by 
De Luca Corporation. 
Founder and managing 
director Nic De Luca 
said the Plainland site 
was a strategic acqui-
sition for the business, 
following its Kingaroy 
and Lawnton Bunnings 
developments. He told 
The Courier Mail:

We’re extremely excit-
ed and proud to be de-
livering new Bunnings 
stores in Queensland, 
particularly, during 
these challenging 
economic times. It is 
testament to our long-
standing relationship 
with Bunnings.

De Luca is also 
building other Bun-
nings Queensland 
stores in Pimpama and 
Yeppoon. The store 
in Plainland is part 
of a master planned 
community. Plainland 
Crossing Estate man-
ager Joe Gorman said:

With businesses such 
as Bunnings, ALDI, 
Bridgestone, Wool-
worths and McDonalds 
complementing the 
local businesses at 
Plainland, Plainland is 
now firmly established 
as an important hub 
for business and com-
munity activity in the 
Lockyer Valley.

The Bunnings facility 
will be built at Plain-
land Crossing, on 
5.123ha of vacant land 
bordering Endeavour 
Way, Burdekin Street, 
Gehrke Road and the 
Warrego Highway. The 
development plans 
detail 182 parking 
spaces, 80 of which are 
for staff, 10 motorbike 
spaces and four spaces 
designed for vehicles 
with trailers.

Queenstown (NZ)
Bunnings New 

Zealand is proceeding 
with work on a new 
hardware store in 
Frankton, a suburb of 
Queenstown. A spokes-
woman told the Otago 
Daily Times the new 
store was expected to 
be opened in mid-2021.

The Frankton store, 
which will provide 
competition for nearby 
Mitre 10 Mega and 
Placemakers stores, 
will consist of an 
8100sqm warehouse 
and outdoor areas for 
a garden centre, timber 
and building materials 
yard, and parking for 
134 vehicles.

The company applied 
for resource consent 
for the Frankton 

site three years ago. 
Independent commis-
sioners rejected the ap-
plication in 2018, with a 
major bone of conten-
tion being that the 
use of the site would 
contribute to a future 
shortage of industrial 
land in the area.

Bunnings appealed 
the decision to the 
Environment Court, 
which ruled in its fa-
vour 13 months ago. It 
responded to Queen-
stown Lakes District 
Council concerns by 
making changes to the 
design of the building’s 
exterior, site layout 
and landscaping.
Related:
Bunnings NZ rejected for 
Queenstown store – HI News, 
page 18

https://hnn.bz/hin-
ews-4-02.pdf

Sources: The Courier-Mail, Ill-
awarra Mercury, The Northern 
Territory News, The Inverell 
Times, Wangaratta Chronicle, 
The Chronicle and Otago Daily 
Times

Store builds (cont.)

Bunnings Kembla Grange has recently opened
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Staff and customers prioritised during the pandemic
As Victoria entered 

stage four restrictions, 
Bunnings managing 
director, Michael 
Schneider said in a 
statement:

Our absolute focus 
is on the safety of our 
team members and 
customers and we are 
grateful that we have a 
way of supporting the 
community and small 
businesses during this 
time and we support 
the government in this 
common-sense ap-
proach…

Mr Schneider 
continued to put the 
safety and welfare of 
the Bunnings team 
and customers as its 
number one priority 
when the Victorian 
government released 
its COVID-19 recovery 
plan and extended 
stage four restric-
tions. From his initial 
support, he has since 
expressed frustration 
about the Victorian 
government’s plan be-
cause of what he sees 
as a lack of consulta-
tion and its erroneous 
view of the retail sec-
tor as one homogenous 
group where stores are 
viewed as all the same.

To potentially add to 
this frustration, the 
latest research from 
market research com-
pany Bastion Insights 
found that more than 
60% surveyed support-
ed a return to shopping 
at Bunnings. (The 
Bastion report is based 
on a national survey 
of 970 people between 

September 10 and 14 
this year.)

And according to an 
exclusive report in The 
Australian, the retailer 
commissioned Quan-
tum Market Research 
that found most Victo-
rians who intended to 
complete at least one 
home improvement 
activity in the months 
to come indicated 
that doing so would 
contribute positively 
to their mental health. 
(Quantum surveyed 
just over 1000 Victori-
an shoppers between 
August 21 and 26.)

This survey also 
found people in Mel-
bourne were getting 
increasingly frustrated, 
with more than a third 
surveyed saying more 
should be done to ease 
restrictions.

Perhaps most rele-
vant to the hardware 
retailer, the survey 
found that most Victo-
rians believed Bun-
nings demonstrated 
high levels of compli-
ance with COVID-19 
safety regulations. 
Nine in 10 agreed that 
when stores like Bun-
nings actively enforced 
things such as mask 
wearing and social dis-
tancing, it reinforced 
that everyone should 
be following the rules. 
Ninety-two per cent of 
those surveyed would 
be “somewhat comfort-
able” visiting a Bun-
nings store, post-stage 
four restrictions.

However, the report 
also said that despite 

consumers demon-
strating a desire for 
Bunnings to reopen if 
restrictions ease, they 
do not feel exceptions 
should be made for the 
hardware retail chain.

Under Stage 4 re-
strictions, Bunnings 
stores in metropolitan 
Melbourne remain 
open for trade cus-
tomers only and offer 
online ordering, click & 
deliver and contactless 
drive & collect to retail 
customers.

Mr Schneider said 
the company has made 
significant advances 
with online ordering 
and has fine-tuned its 
processes which places 
them in a good place 
to serve customers 
during lockdown.

Wesfarmers 
support

Bunnings’ parent 
company Wesfarmers 
pledged that it would 
continue to pay its 
full-time staff at Bun-
nings as well as Target, 

Kmart and Officeworks 
throughout the initial 
six-week shutdown pe-
riod. This affected up 
to 30,000 workers who 
would have been left 
with only two weeks’ 
pay to last through Vic-
toria’s first six weeks of 
stage four lockdown.

Wesfarmers is not 
eligible for JobKeeper, 
leaving affected staff 
without government 
assistance as they 
sit out the COVID-19 
crisis. But Wesfarm-
ers decided to pay its 
affected workers to 
sustain them through 
the period.

Wesfarmers CEO Rob 
Scott told The Age that 
the company is “going 
to do everything we 
can to support our 
team through this to 
the extent that it’s 
possible” in response to 
a question on whether 
staff would continue to 
be paid.

Based on the Premier 
Andrews’ latest road 

map, retail stores will 
not reopen until Oc-
tober 26 or even later. 
However, Wesfarmers 
recently offered to 
co-design COVID-19 
protocols with the 
Victorian government 
to enable shops to 
start opening from 
September 28. Mr Scott 
told The Australian 
Financial Review:

We would welcome 
the opportunity for 
further collaboration 
with the Victorian 
government and health 
officials about how our 
retail businesses have 
evolved to be COVID-
safe and how they 
could further adjust, if 
required, to meet con-
cerns about reducing 
people movement.

We have a range of 
practical suggestions 
which could be rapidly 
implemented and sup-
port a resumption of 
more business activity 

Bunnings said it has COVID safe practices

continues next page
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without increased risk, 
such as more seg-
mentation of low-risk 
retailing, greater phys-
ical distancing, store 
marshals and extended 
trading hours.

Bonus payments
Prior to the latest 

restrictions, Bunnings 
store staff received 
a “thank you” pay-
ment of up to $1000 
for keeping its stores 
running during the 
global pandemic. In 
July, Mr Schneider told 
staff that the company 
wanted to reward its 

workers for managing 
a “really challenging” 
six months.

Full-time workers in 
stores received $1000 
as a “thank you” pay-
ment, $750 as a bonus 
and a $250 gift card. 
The payments applied 
proportionally, based 
on hours worked, for 
casual and part-time 
Bunnings staff. Back 
office workers were 
given a $500 “thank 
you” payment.

Gerard Dwyer, 
national secretary 
of retail union the 
Shop, Distributive 

and Allied Employees 
Association, welcomed 
the payment, which 
his union had pushed 
for. But he said the 
company should also 
give workers a pay rise 
and provide coronavi-
rus leave to its casual 
workers.

Mr Schneider said the 
company already has 
a history of rewarding 
its team members, and 
this year would be 
no different. He told 
Inside Retail:

This year, our team 
has dealt with a num-
ber of challenges with 

the devastating effects 
of drought, bushfires 
and floods in Austra-
lia, and on both sides 
of the Tasman, we’ve 
dealt with the unprec-
edented challenges of 
the COVID-19 pandem-
ic.

Our teams have 
worked incredibly hard 
to keep our stores open 
and safe for everyone. 
As always, we’re thank-
ing our team for their 
truly incredible effort, 
and will reward them 
in the best way possi-
ble, and we wanted to 
do this as early as we 

could after the end of 
financial year.
Sources: Bunnings media, The 
Australian Financial Review, 
The Age, The Australian, 
Weekend Australian and 
Inside Retail

Staff and customers (cont.)

App development, bundles and small houses
In recent months, 

Bunnings has main-
tained its focus on cus-
tomers by expanding 
its offerings, both on-
line and offline. The big 
box retailer introduced 
the Product Finder app 
to assist customers in 
navigating its ware-
house stores during 
the initial stages of 
the pandemic; it also 
launched a DIY service 
to make starting and 
finishing a project 
easier; and Bunnings 
has completed over 100 
flatpack homes in New 
Zealand.

Popular apps
The Product Finder 

app is designed to help 
customers “research 
and find the products 
they need in-store and 
help them to get in 
and out of our stores 
as quickly as possible”, 
according to Bunnings 

Australia and New Zea-
land managing direc-
tor, Michael Schneider.

The app — available 
on the App store and 
Google Play — allows 
shoppers to search 
Bunnings’ wide range 
of products and find 
them in-store location. 
Users can also see a 
product’s specifica-

tions, and check stock 
levels at their local 
store. They can create a 
shopping list and plan 
their trip in advance.

However, the ability 
to purchase products is 
not currently a feature 
of the Product Finder 
app so customers will 
still need to go onto 
the website or pur-

chase in store.
In addition, Bunnings 

said it has continued 
to improve the online 
experience for its trade 
customers, building 
on the creation of the 
Power Pass app. Mr 
Schneider said the “app 
was downloaded over 
180,000 times through-
out the [financial] 

year” with a noticeable 
increase in downloads 
noticed during the 
second half, coinciding 
with COVID. He added:

The app includes a 
digital self-checkout 
option that enables 
trade customers to get 
in and out of stores and 
back on the road more 
quickly.

continues next page

Bunnings’ product app has been popular with customers during the pandemic
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App development, small houses (cont.)

Project bundles
Bunnings has 

packaged together 
DIY “Bunndles” so 
people can do projects 
at home. “Bunndles” 
include the tools, 
materials and instruc-
tions required to start 
a DIY project delivered 
to the customer’s door. 
Families could work on 
the projects together 
during lockdown. 
Bunnings team mem-
ber Brad Darcy told 
9News:

It’s very good for 
customers who are 
isolating at home and 
need to finish some 
odd-jobs around the 
house.”

Bunnings offers 
projects specifically 
for children like mak-
ing dinosaur gardens, 
cardboard towns or 
creative letter art. All 

the projects are ac-

companied by instruc-
tional videos.

As part of phone 
ordering for Project 
Bunndles, the retailer 
has a dedicated DIY 
Hotline service where 
team members provide 
advice for shoppers. 
The help line allows 
Bunnings customers to 
call for how-to advice, 
as well as information 
on products sold in-
store.

Flat pack homes
Since 2017, Bunnings 

New Zealand has built 
over 100 kit homes 
under the “affordable” 
Clever Living Co. 
homes banner. As a 
result, it has created 
competition for home 
builders at the “entry 
level” or lower end of 
the market.

Des Bickerton, 
manager – Bunnings 

NZ commercial, Bun-
nings, said the 96sqm 
three-bedroom “Angus” 
design has proved 
the most popular kit 
home. He told the 
Waikato Times:

Individual sites can 
vary, but the ‘Angus’ 
can be currently sold 
between NZD245K 
and NZD260K, exclud-
ing site works. This 
figure would need to 
be confirmed by the 
builder as it is based 
on location and other 
factors.

Mr Bickerton said 
Bunnings is hoping to 
grow the number of 
licensed builders, each 
of whom will soon 
have a show home.

We’ve seen a growing 
interest outside of the 
Auckland metropolitan 
area, especially areas 
that are larger in land 
size, such as Palmer-

ston North, Gisborne 
and Whanganui.

Richard Trent of 
Trent Building in 
Christchurch is one 
of 20 licensed builders 
of Bunnings’ Clever 
Living homes. The 
houses are built in his 
yard and relocated to 
different sites.

Bunnings does not 
have this market to 
itself as numerous 
small-home builders 
offer similar prod-
ucts. Marc Hunter of 
Latitude Homes said 
his company has been 
offering kitset homes 
for many years, with 
prices that are equally 
affordable.

Mr Hunter said in 
the past two to three 
years, the company 
has noted that home-
owners are now look-
ing at smaller homes to 
better fit their budgets. 

He said kitset and flat-
pack homes are more 
popular as people have 
got their heads around 
the LBP (Licensed 
Building Practitioner) 
requirements.
Sources: IT News, Yahoo News 
(Australia), 9News, The Latch 
and Waikato Times

Bunnings New Zealand has built over 100 kit homes under the “affordable” Clever Living Co. homes banner. Pictured is the Angus version.
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• Acheson’s chang-
es retail banner

• Hardware store 
closures

• Astley’s Plumb-
ing and Hard-
ware looks to 
another century 
of trading

• WA-based Mitre 
10 store uses 
solar

• Port Lincoln Mitre 
10 supports 
tradies’ health

• Dunsborough 
Mitre 10 turning 
into Sapphire 
store

• Tools specialist, 
TradeTools is em-
blematic of retail 
independence

Founder of 
Queensland-based 
retailer TradeTools, 
Greg Ford is not afraid 
to share the wealth. He 
has over 50 sharehold-
ers and most of them 
are his employees.

Mr Ford started 
TradeTools in 1987 to 
create jobs for himself 
and his father. In 2020, 
there is a workforce 
of 240 people across 18 
stores located across 
the state from Tweed 
Heads to Cairns. There 
is also an outlet in 
Vanuatu and another 
Queensland store in 
Browns Plains due to 
open later this year.

The global pandemic 
has accelerated growth 
for the retailer and 
has employed almost 
30 new staff to cater 
for the unprecedented 
increase. About 10-12% 
of sales came from on-
line. Mr Ford told The 
Courier Mail:

We’re a little bit re-
luctant to admit it but 
we have had a massive 
increase in turnover … 
We had one quiet week 
when COVID hit and 
then it went whoosh 
and it has never 
stopped. It’s nuts.

Every store has gone 
up and our figures are 
currently 60% above 
what they were this 
time last year … I think 

we just drained all the 
money out of tourism ... 
because no one is going 
anywhere.

If we manage to 
average our current 
turnover through the 
rest of the year, we are 
going to be looking 
at $160 million, $170 
million turnover.

Mr Ford said sales 
could have been even 
higher if there was 
more stock to sell. The 
company was expect-
ing 76 containers to be 
delivered at its head 
office in Stapylton on 
the Gold Coast in July.

Profit sharing
Having enough 

trained workers and 
keeping stock on the 
shelves have been the 
two biggest challenges 
the company has faced 
in recent months.

It will take a couple 
of years to fully train 
new workers but Mr 

Ford does not antic-
ipate any problem 
retaining them. Tra-
deTools paid a weekly 
commission based on 
turnover and provides 
the opportunity for 
staff to become share-
holders after 10 years 
of service. 

Mr Ford credits this 
profit-sharing initia-
tive with helping the 
business to thrive 
before and during the 
coronavirus crisis. 
With an average staff 
retention rate of eight 
years, TradeTools staff 
are experts in their 
craft — a point of 
difference that he be-
lieves any competitor 
would be hard-pressed 
to replicate.

While the remunera-
tion of workers across 
the country has come 
under pressure amid 
the COVID-19 pandem-
ic, many of Mr Ford’s 

staff are benefitting 
from the surge in de-
mand. He told Smart-
Company in a separate 
interview:

I don’t pay myself a 
multimillion-dollar 
salary, I don’t need it. 
The big corporates 
have never been able to 
get into the specialised 
end of the tool indus-
try [due to a] lack of 
expertise.

(Many HNN readers 
are already aware that 
Bunnings and Metcash 
have acquired once-in-
dependent brands 
Adelaide Tools and 
Total Tools.)

The business owner 
said anyone asking to 
buy his company gets 
the same answer: “Not 
on your life.”

Mr Ford is British 
born, grew up in Eu-
rope and has lived in 
the United States. He 
has seen what happens 

TradeTools positioned 
for current growth

continues next page

A TradeTools store in Burleigh Heads (QLD)

http://hnn.bz/
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TradeTools growth (cont.)

when independent 
companies fold in the 
face of large businesses 
en masse and believes 
it’s not pretty. He said:

I’ve seen what hap-
pens when you basi-
cally let corporations 

run the country. That’s 
what we see in the 
States and Europe.

Companies like Trade-
Tools can be privately 
owned and have a 
strong, engaged work-
force. I want to see that 

philosophy 
continue to 
expand.

I don’t want 
Bunnings to be 
the only hard-
ware company 
in Australia … 
it’s the whole 
point of Trade-
Tools.

But beyond 
this, Mr Ford 
wants more 
independent 

business own-
ers to adopt prof-
it-sharing initiatives 
with their workers, 
saying there is a range 
of benefits to sharing, 
whether that’s aligning 
incentives to promote 
success or just being 

able to sleep soundly at 
night. He said:

We spread the wealth 
around and everyone 
benefits. I cannot un-
derstand why others, 
especially in the higher 
echelons of business in 
Australia, just can’t see 
that.

It allows you to sleep 
at night knowing 
your employees aren’t 
continually looking for 
a new job, and it allows 
you to be more trust-
ing of the people who 
work for you because 
they’re taking part in 
the profitability of the 
business.

Mr Ford also sees 
a need to expand 
local manufacturing. 

TradeTools stocks its 
own range of locally 
made private-label 
tools called Renegade 
Industrial. He said:

I’ve always thought 
we should produce 
more of our own prod-
ucts here. When I came 
to Australia 47 years 
ago many things were 
made in Australia, I’ve 
been sorry to see that 
so many things are 
now made overseas.
Sources: SmartCompany and 
The Courier Mail

TradeTools manufactures its own range of air compressors in Queensland

A year of challenges for WA store
Trent and Kristin 

Wilson, owners of 
Dunsborough Mitre 10 
in WA, are rebuilding 
their store after a fire 
earlier this year. A 
good Samaritan who 
was driving by the 
store and the owner of 
a neighbouring gym 
alerted the fire brigade 
but not before the 
entire shop front was 
burnt out and the rest 
of the store and stock 
damaged by smoke.

Since then, it has 
been undergoing 
extensive repairs 
after being gutted. As 
the store was being 
repaired, it gave Mr 
Wilson a chance to 
be with his family in 
Perth while son Blake, 
who has been fighting 
leukemia, was going 

through treatment and 
a second bone marrow 
transplant.

Mr Wilson said, in a 
way, the fire felt like 
a blessing in disguise 
because he was able to 
spend more time with 
his family during the 
COVID-19 pandemic. 
He told the Dunsbor-
ough Mail:

I had to self-isolate 
before I came up to see 
Blake because he is im-
mune deficient … While 
we are going through 
this, I am trying to keep 
an eye on my business 
while it goes through a 
rebuild, which has been 
very slow but we are 
getting there.

Mr Wilson said Mitre 
10 had been a great 
support to his family 
while the Dunsbor-

ough store under-
went a renovation.

The smoke 
inside the build-
ing destroyed 
everything, even 
though the fire 
was out within 30 
minutes and only 
contained to the 
front counter. It 
was amazing how 
much damage was 
done to the entire 
store, we lost all 
the stock and shelving, 
the mezzanine level 
upstairs was all gone 
which had to be rebuilt 
and repainted.

Mr Wilson is pre-
paring to reopen his 
store in late September 
with a fresh look (ie. 
Sapphire). He said:

It is a new concept 
within the Mitre 10 

Group, they have 
streamlined everything 
and do all the data 
crunching. They look 
at what products are 
the best sellers, what 
moves, how things are 
merchandised, the floor 
plan and how things 
flow throughout the 
store. I am in a fortu-
nate position now be-
cause I lost everything 

and had to start from 
scratch, it was a perfect 
time to implement this 
into my store.
Source: Dunsborough Mail
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Tradie health gets support in Port Lincoln
Hardware stores 

around Australia are 
known for their ongo-
ing support of tradies. 
During Tradies Na-
tional Health Month 
in August, Mitre Port 
Lincoln in SA held a 
few breakfast events 
to help promote good 
physical and mental 
health among tradies.

Tradies were invited 
to enjoy breakfast as 
well as gain informa-
tion from local organ-
isations Mentally Fit 
EP, EP Physio Plus and 
Life Club about im-
proving their mental 
and physical health.

Mentally Fit EP 
provided informa-
tion about programs 
including LivingWorks 
and QPR (Question, 
Persuade and Refer) 

which provide free 
online training to 
increase people’s con-
fidence in discussing 
suicide.

Mitre 10 Port Lincoln 
owner Fiona Rosalia 
said many tradies in 
Port Lincoln support-
ed the store, so it felt 
appropriate to give 
something back. She 
said the staff always 
had an open ear for 
tradies who came into 
the store, especially 
during the uncertain 
times being experi-
enced at the moment 
due to COVID-19. She 
told the Port Lincoln 
Times:

We try to have a good 
relationship with all 
our tradies so if there’s 
issues going on, finan-
cial as well as others 

that affect their mental 
health, our doors are 
always open to work 
through it.

A lot are flat strap at 
the moment, but that 
creates pressure on 
another level. It’s about 
having staff there that 
are willing to listen.

Mrs Rosalia said 
Mitre 10 planned to 
hold another breakfast 
in September for R U 
OK Day.

Tradies National 
Health Month high-
lights the health and 
injury risks faced by 
tradies across Aus-
tralia and how it can 
affect them, their fami-
lies, employers and the 
community.

Earlier the year, 
HALT (Hope Assis-
tance Local Tradies) 
put together a 4-page 
tool kit for getting 
through the initial 

COVID-19 restrictions. 
It contains links to on-
line support resources, 
as well as tips on sup-
porting loved ones and 
for tradies to take care 
of their own mental 
health.
Sources:

https://bit.ly/2ZGth8G
https://bit.ly/3klt2rC

Mitre 10 store goes off the grid for business

Streeter and Male 
Mitre 10 has become 
the first Broome (WA) 
business to utilise a 
large-scale commercial 
off-grid power system 
that was developed 
locally by Generators 
and Off-Grid Energy. 
It comprises of solar 
batteries with a diesel 

back-up generator to 
allow the business to 
generate and store its 
electrical requirements 
from solar, effectively 
taking themselves off 
the grid and reducing 
power costs.

Senator Dean Smith, 
who visited the store 
to see the off-grid sys-

tem in action, 
said he was 
impressed by 
what he saw 
and hailed 
Broome as 
the “birth-
place of en-
ergy democ-
racy”. He told 
the Broome 
Advertiser:

We know 
that Broome 

and the Kimberley 
suffer from high cost 
structures, so anything 
to reduce the cost of 
doing business in the 
Kimberley is something 
that should be wel-
comed.

Generators and Off-
Grid Energy managing 

director John David-
son said the company 
was very pleased to 
help Mitre 10 with the 
innovative project and 
thank them for their 
vision.

This project will be 
the first of many of this 
type in regional Austra-
lia where power prices 
are in some cases lim-
iting regional projects 
and growth.

According to its 
website, Generators 
and Off-Grid Energy 
are specialist solar 
battery engineers, de-
signers and installers. 
It employs local staff 
and creates energy 
solutions that meet the 
tough conditions in the 

Kimberley.
Prior to founding 

Generators & Off-Grid 
Energy in 2017, Mr 
Davidson established 
EMC Solar Limited 
(EMC) in 2004 to de-
velop and deploy solar 
opportunities across 
Australia. EMC was 
purchased by ASX’s 
Carnegie Clean Energy 
in 2016.
Source: Broome Advertiser
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Dubbo-based Ast-
ley’s Plumbing and 
Hardware has been 
serving the local 
region since the early 
1900s and trading for 
over 115 years. It has 
been owned by the 
Astley family since 
1927 but was known 
as J. Ritter and Co 
until 1954.

The business has 
always served cus-
tomers further afield 
than Dubbo and con-
ducts work as far out 
as Lightning Ridge 
and Bourke. Owner 
Stuart Astley told 
Dubbo Photo News:

We currently hold 
over 1000 account 
customers. We have 
diversified over the 
years. Starting as a 
small water tank sup-
ply business, we now 
offer a complete range 
of both plumbing and 
hardware products in-
cluding doors, vanities, 
toilets, baths, locks, 
timber, roofing and 
much more.

We have one of the 
largest door and bath-
room displays in the 
central west and con-
stantly surprise people 
with what we have 
available when they 
visit our showrooms.

During the initial 
COVID-19 stay-at-home 
restrictions, Astley’s 
remained open but 
was not immune to 
the ways the pandemic 
affected all businesses. 
Mr Astley said:

We remained open 
although some staff 
took the opportunity 

to work from home 
and others applied for 
leave. We operated at 
approximately 70% 
capacity.

We relied on our 
staff’s ability to 
multi-skill. The staff 
really proved their 
mettle during this time, 
keeping our doors 
open while others were 
closing.

Astley’s had already 
launched a new web-
site before COVID-19 
and offered a “Call and 
Collect” service. Mr 
Astley said:

I think the commu-
nity as a whole really 
pulled together during 
the worst of the out-
break and that’s what 
makes me so proud of 
the town.

Anticipating stock 
shortages from supply 
chain disruptions, Ast-
ley’s increased its stock 
holdings to ensure 
supply did not disrupt 

customers. He said:
Impacts were mini-

mal. We are also proud 
to say that a majority 
of products supplied 
are Australian made. 
These include doors, 
PVC pipe and fittings, 
fibre cement, and more.

Not surprisingly, the 
business gives back 
to the community in 
many ways, including 
as a “Top Hat” sponsor 
of the Dubbo Region-
al Theatre. Astley’s 
supplied products for 
the construction of 
the theatre. Mr Astley 
explains:

Being a theatre there 
was a fair amount of 
acoustic wall linings 
involved in the project. 
Our challenge was to 
have the products de-
livered on site, on time 
and without damage. 
That is something that 
we do well.

As a major sponsor, 
Astley’s offers ongoing 

financial assistance to 
the theatre. Mr Astley 
said:

My father, and grand-
father before him, were 
always generous when 
it came to community 
sponsorship and this 
has continued under 
my management. We 
are extremely apprecia-
tive of the continued 
support Dubbo trades-
people and residents 
have offered our busi-
ness over the years and 
it is our way of giving 
something back.

Mr Astley said the 
business is slowly get-
ting back to normal.

It is important that 
we continue to abide 
by the government’s re-
quirements in regards 
to social distancing 
and so on, and we will 
remain vigilant in 
protecting staff and 
customers as best we 
can.

The future looks 

bright. We have a 
well-respected strong 
sales team, we recent-
ly launched our new 
website astleysonline.
com.au, we have just 
completed our brand-
new door and lock 
display showroom, we 
have freshened up the 
bathroom and kitchen 
showroom, introducing 
new designs from our 
leading suppliers, and 
stock levels are at ca-
pacity. We are looking 
forward to the next 115 
or so years.
Sourced from Dubbo Photo 
News

Over a centenary of trade, hoping for another
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South Brisbane loses hardware store
Lewis Bros Mitre 

10 located on Cord-
elia Street in South 
Brisbane (QLD) has 
closed its doors for the 
final time. This leaves 
the Sunshine Mitre 
10 store on Elizabeth 
Street in Brisbane’s 
CBD as the next clos-
est Mitre 10 outlet for 
locals.

Lewis Bros began 
almost 60 years ago in 
1963 when Harry Lewis 
opened Kenmore 
Handyman and Paint 
supplies. (This store is 
part of the Kenmore 
Village Shopping Cen-
tre in Kenmore Hills.)

Brothers Wesley and 
Warwick eventually 
took over the business 
and in 2012 purchased 
their second store 
in South Brisbane. 
Warwick and Aman-
da Lewis have been 
managing it until its 
closure. They told 
Westender newspaper 
the shop is closing af-
ter eight years because 
local gentrification has 
meant that the trade 
side of the business, 
which accounted for 
between 30-40% of 
revenue, is no longer 
there. 

Mr Lewis also said 
similar businesses 
such as Boral Plaster-
board are no longer 
operating in the area 
so there is little flow 
on business, and they 
could no longer keep 
the store going as a 
retail only outlet.

For the owners, the 
only bright spot is that 

their current South 
Brisbane staff will be 
able to continue to 
work at the Kenmore 
store.

Woden’s last hard-
ware store

The Home Timber 
and Hardware store 
in Phillip (ACT) closed 
in May this year. As 
a result, the Woden 
area has been without 
a hardware store for 
the first time since the 
1970s.

Paul Donaghue first 
opened the store as 
Paul’s Home Centre 
in Phillip in 1972, 
making it one of 
the longest-lasting 
Canberra hardware 
stores. Mr Donaghue 
sold the store for $4.25 
million to the Wool-
worths-backed Danks 
group in 2010. The 
store in Phillip, as well 
as those at Gungah-

lin, Queanbeyan and 
Goulburn, were re-
branded as Magnet 
Mart Home Timber 
and Hardware.

At the time of its 
closure, a Metcash 
spokesperson con-
firmed with Region 
Media that the store 
would no longer be 
trading after the 
landlord decided not 
to renew the lease. 
Other Magnet Mart 
Home Timber and 
Hardware stores 
are located at Mitch-
ell, Queanbeyan and 
Karabar.

Region Media report-
ed that an expression 
of interest for the 
Phillip store site went 
to market before 
Christmas in 2019, and 
that Home Timber and 
Hardware would not 
be renewing its lease 
due to a downturn in 
trade. It is also under-

stood that contracts 
have exchanged on the 
sale of the site, but it 
is not known who the 
new owner would be.

A spokesperson 
for Bunnings con-
firmed they had not 
purchased the site; 
however, some of the 
staff who worked at 
the Home Timber and 

Hardware store have 
been re-employed by 
Bunnings.
Sources:

https://bit.ly/32xyCkz
https://bit.ly/35DZm-

So

Lewis Bros Mitre 10 in South Brisbane has closed for good

Home Timber and Hardware store in Phillip (ACT) closed earlier 
this year

http://hnn.bz/
https://bit.ly/32xyCkz
https://bit.ly/35DZmSo 
https://bit.ly/35DZmSo 
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Acheson’s HTH makes the switch to Mitre 10

Forbes-based 
and family owned 
Acheson’s Home 
Timber and Hardware 
(HTH) Is preparing to 
change its “colours” to 
Mitre 10. New signage 
is being prepared and 
the buildings are being 
painted in preparation 
for the change, reports 
the Forbes Advocate.

It has operated as 
an HTH store since 
2014 when the store 
was being managed 
by mother-and-son 
team Barb McKinnon 
and Aaron Acheson. 
Sadly, Barb passed 
away in 2015 and Aaron 
continued to manage 
the store with the help 
of staff until his wife 
Jacinda Acheson came 
on board full time in 
2018.

The hardware and 
building supplies 
retailer has been serv-
ing the Forbes (NSW) 
region since 1970 when 

the business was 
established by Glynn 
Acheson. Aaron told 
the Forbes Advocate:

I grew up in hard-
ware … Our longevity 
in the town is down 
to the value we place 
on local relationships 
and knowing what our 
customers want.

The change builds on 
improvements we’ve 
been making in recent 
years to the store. 
We’ve been remodelling 
to ensure presentation, 
stock levels and range 
are what our commu-
nity expects, which is 
reflective in the Store 
of the Year awards we 
have won for the last 
five years.

The move to Mitre 10 
is a natural progres-
sion for the business, 
joining a strong 
national brand that 
is highly regarded for 
both trade and DIY. It 
suits our strategy and 

allows us to expand 
our promotions to offer 
even great value to the 
community.

The store design 
has been extensively 
planned, aiming to 
brighten and enhance 
the layout and flow for 
customers, including a 
new-look paint colour 
centre and tool centre. 
For tradies, a dedicated 
trade desk will allow 
quick access, while the 
timber yard will have 
a better undercover 
timber area and drive-
through traffic area.

Despite all the struc-
tural changes being 
made to the store, the 
same team will be 
retained at the store. 
Aaron said:

Our staff are genu-
inely excited for what 
the rebrand means for 
locals. We have a solid 
group of eight employ-
ees, many who have 
worked for the busi-

ness for a long time. 
We all work as a team 
and have a real passion 
for helping locals with 
their projects and find-
ing solutions.

Allan Brockman is 
one team member 
that has been working 
within the Acheson 
family business for 
over three decades. 
Aaron adds:

Allan has known me 
since I was in nappies 
and I’d say he also 
knows most of the 
people in Forbes too. 
He’s on first-name basis 
with every customer 
who walks in our 
door and personally 
sees that our custom-
ers get the help they 
need every time. It’s a 
trademark of a locally 
owned family business.

The range of prod-
ucts will mostly stay 
the same, however 
customers will gain 
new services and 

convenience as part 
of the revamp. Aaron 
explains:

Our loyalty program 
is free to join and 
rewards you every time 
you shop with us. All 
existing loyalty cus-
tomers will transition 
to the Mitre 10 ‘Mighty 
Rewards’ program. And 
our Click ‘N Collect 
service gives customers 
the option to buy over 
15,000 products online, 
which means access 
to more products than 
we’ve ever been able to 
display before.

The repainting to the 
store is scheduled to 
start the end of Sep-
tember and the site is 
expected to have “gone 
blue” by mid-October.
Sourced from the Forbes 
Advocate
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Vida Canfor is strongly committed to the  
Australian building and construction industry.  
Vida Wood Australia, a global supplier of  
sustainably produced timber products, is fully 
backed by its own state-of-the-art production and 
processing facilities. With approx. 11 million cubic 
metre output coming from Sweden, Canada and the 
United States, Vida Wood Australia guarantees the 
reliable supply of first class timber products.

VIDA Canfor offer the following products:
• Structural framing – MGP10/MGP12/F5
• Primed weatherboards
• Solid battens
• Decking
• H3 LOSP frame
• Plus DTL facilities for precision docking

Please contact our experienced and motivated staff 
to find out how we can help your business.

For more information contact:
VIDA WOOD AUSTRALIA PTY LTD
100 Potassium Street, Narangba  

QLD 4504 Australia
P: 07 3147 8790   E. sales@vidawood.com

W. www.vida.se/en/info/vida-wood-australia

Renewable. Sustainable.
Reliable. Secure.

https://www.vida.se/en/info/vida-wood-australia/
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den products

• Latest brands for 
The Block

• Boral sustain-
able concrete, 
strategic review 
and Seven Group 
stake

• New Ozito 
warehouse and 
office located 
in Melbourne’s 
south-east

supplier update

Ozito leases new 
warehouse space

Power tools and 
gardening equipment 
supplier Ozito is the 
first tenant in the 
41.3-hectare Rubix 
Connect estate in 
Dandenong South 
(VIC). It will lease an 
18,000sqm warehouse 
and 1815sqm two-lev-
el office at the site 
developed by Frasers 
Property Industrial 
(FPI).

Situated at 875 Tay-
lors Road, it is one of 
the last undeveloped 
tracts in the suburb, 
considered Mel-
bourne’s most valuable 
for industrial property 
outside of the inner 
city.

FPI general manag-
er – southern region, 
Anthony Maugeri, 
said the company is 
witnessing a strong 
flow of enquiry from 
e-commerce related 
businesses requiring 
more warehouse space. 
He told Real Estate 
Source:

The DIY home market 
is also very active 
which is reflected 
in Ozito expanding 
and consolidating its 
warehouse footprint 
in Melbourne to meet 
customer demand. 
The south east region 
is Melbourne’s most 
established core indus-
trial market.

It is close to a very 
large population base 
and has a limited sup-
ply of prime rezoned 
industrial land.

 This diminished land 
supply combined with 
strong tenant demand 
is leading to increasing 
land values and rents 

and decreasing vacan-
cy rates.

The Ozito factory will 
be developed at Rubix 
Connect’s entrance, 
specifically a site at the 
north west corner of 
Taylors Road and Fox 
Drive. 

It will have two cross-

overs from each street.
Sources: The Australian 
Financial Review and Real 
Estate Source

The Ozito facility: north west corner of Taylors Road and Fox Drive, Dandenong South (VIC)
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Industry technolo-
gy and engineering 
experts from Boral, 
the University of 
Technology Sydney 
(UTS) and Southern 
Highland Concrete 
Constructions have 
come together on a 
research project to 
develop advanced 
technology for man-
ufacturing, placing 
and curing ultra-sus-
tainable concrete in 
Australia.

The project aims 
to overcome current 
technological bar-
riers of low-carbon 
concrete manufac-
turing and accelerate 
the development of 
Boral’s lower carbon 
ENVISIA concrete.

The research team, 
led by UTS Professor 
Vute Sirivivatnanon, 
combines the uni-
versity’s academic 
knowledge with the 
experience of Boral’s 
innovation team.

The core research will 
be undertaken at the 
UTS Boral Centre for 
Sustainable Building, 
located at UTS Tech 
Lab in Sydney, where 
the researchers will 
develop and test the 
ultra-sustainable con-
crete. It will evaluate 
the effectiveness of 
proposed manufac-
turing approaches 
to tackle strength 
development and im-
prove surface finishing 
techniques.

Boral general manag-
er, Innovation Devel-
opment, Dr Louise 

Keyte, said ENVISIA 
already performs 
well as conventional 
concrete while contain-
ing a sizeable cement 
replacement, achieved 
through the inclusion 
of alternative binders. 
She told Manufactur-
ing Monthly:

Our ambition, 
through the collabo-
ration with UTS and 
Southern Highland 
Concrete Construc-
tions, is to accelerate 
our research into new 
binders and develop 
the next generation of 
ENVISIA concrete.

We want to push 
low carbon bound-
aries even further 
while maintaining the 
practical properties of 
regular concrete.”

Boral and UTS also 
formed a five-year 

partnership that aims 
to accelerate product 
innovation, R&D and 
commercialisation of 
low-carbon concrete. 
The main goal is to 
rapidly advance Aus-
tralia’s transition to a 
low-carbon economy, 
with practical ways to 
low-carbon building 
and construction.

Low-carbon concrete 
uses supplementary 
cementitious mate-
rials (SCMs) such as 
ground granulated 
blast-furnace slag, fly 
ash and calcined clay 
as binders, instead 
of ordinary Portland 
cement (OPC). OPC is 
a major contributor to 
carbon emissions after 
fossil fuels.

To date, the per-
centage of SCM in 
low-carbon concrete 

products has been 
limited to 50% to en-
sure blended concrete 
meets set workability, 
durability and strength 
requirements without 
demanding special-
ised high-temperature 
curing schemes or the 
use of highly alkaline 
activators.

Once lab-tested, the 
team will work with 
Southern Highlands 
Concrete Construction, 
a growing SME spe-
cialised in placing and 
curing concrete, to trial 
the ultra-sustainable 
concrete on construc-
tion sites.

Managing director 
at Southern Highland 
Concrete Construc-
tions, Benjamin Clarke, 
believes low-carbon 
concrete will be the 
future of the construc-

tion industry. He said:
We are excited to be 

part of this project, 
sharing our expertise 
and techniques to 
make sure this next 
generation of low-car-
bon concrete achieves 
its desired strength 
and durability, and can 
be deployed cost-effec-
tively.

The two-year proj-
ect is co-funded by 
Boral and the Innova-
tive Manufacturing 
Cooperative Research 
Centre (IMCRC), with 
both organisations 
investing $770,000 cash 
into the research as 
part of an overall $6 
million investment.

CEO and managing 
director of IMCRC, Da-
vid Chuter, describes 
the project as a great 

Boral’s lower carbon ENVISIA concrete used in housing

Boral invests in sustainable concrete

continues next page
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example of pushing in-
dustry boundaries by 
investing in research 
and development to 
produce new materials 
and products. He said:

Boral is at the fore-
front of low-carbon 
concrete develop-
ment. This Australian 
research collaboration 
will see Boral develop 
an ultra-sustainable 
concrete that will be 
the first product of its 
kind and will lead the 
way in reducing the 
carbon footprint of 
concrete production, 
domestically and inter-
nationally.

Leadership 
change

Zlatko Todorcevski 
took over as chief 
executive of Boral on 
July 1 from Mike Kane, 
after being appointed 
in mid-June. In order 
to take on the role, Mr 
Todorcevski resigned 
from the board of Ad-
bri (formerly Adelaide 

Brighton), where he 
was deputy chairman 
and the lead indepen-
dent director. He has 
also stepped down 
from positions as a 
director at Coles Group 
and The Star Enter-
tainment Group.

All of Boral’s major 
shareholders see the 
bulk of the value in its 
Australian construc-
tion materials busi-
ness, and most favour 
selling all or part of 
the group’s struggling 
North American busi-
ness.

Boral North America 
has been the source 
of problems, including 
the emergence of an 
accounting scandal in 
the US windows busi-
ness late in 2019 that 
undermined fragile in-
vestor confidence, and 
a lacklustre financial 
performance after the 
$3.5 billion Headwaters 
fly-ash acquisition, 
where Mr Kane made 
a huge bet on the US 

economy.
Mr Todorcevski said 

he would have likely 
made up his mind 
about whether to sell 
Boral’s underperform-
ing North American 
business by October, 
following the results of 
a strategic review into 
its operational perfor-
mance, market posi-
tion and the earnings 
potential of its portfo-
lio of businesses.

Seven’s stake
Kerry Stokes’ Sev-

en Group Holdings 
recently lifted its stake 
in Boral to 19.9%, just 
under the takeover 
threshold. The group 
is led by Mr Stokes’ 
son Ryan Stokes. It is 
betting on an infra-
structure boom on the 
east coast of Australia 
post-coronavirus with 
its investment in Boral. 
The company expects 
that governments will 
boost infrastructure 
spending to stimulate 

the economy and Boral 
stands to make a lot of 
money from that sce-
nario, if it plays out.

Prior to increasing its 
Boral stake to almost 
20%, Seven Group 
had spent $651 million 
building a 16.3% stake 
in the building mate-
rials company. (Under 
Australian laws, a 
company cannot own 
more than 20% of a 
target without launch-
ing a takeover. Howev-
er, under creep laws it 
can continue to boost 
its ownership by up to 
3% every six months 
without embarking on 
a bid.)

Seven Group believes 
Boral’s American oper-
ations are a big drag on 
returns and will push 
for that division to be 
sold off so the compa-
ny can focus on Aus-
tralia. Seven operates 
WesTrac in Australia, 
which sells large trucks 
and earth-moving 
equipment to miners 
and construction 
companies. It recently 

helped lift its overall 
group annual earnings 
by 2%.

Seven Group owns 
a diverse range of 
Kerry Stokes’ interests 
including 41% of Seven 
West Media and Cat-
erpillar dealerships in 
NSW, WA and the ACT. 
In 2017, it took control 
of Coates Hire after 
buying the remaining 
53% of the business 
from private equity 
fund Carlyle. It also 
has a 28.6% stake in 
Beach Energy.

Its three main growth 
pillars are mining 
services, infrastructure 
and Australia’s east 
coast energy market.

Seven Group was 
attracted to Boral’s 
strong position in the 
Australian construc-
tion materials industry 
but is understood to 
be less interested in its 
US exposure and may 
be open to a potential 
break-up of the group 
should other inves-
tors mount a push for 
change.
Sources: Manufacturing 
Monthly, The Australian, Gee-
long Advertiser, The Australian 
Financial Review and The Age

Boral sustainable concrete (cont.)

Research in sustainable concrete will be undertaken at the UTS Tech Lab in Sydney
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Brands continue to sign up for The Block
Sponsors for the 16th 

season of Channel 
Nine’s The Block in-
clude Ford and Catch.
com.au for the first 
time as major partners 
while Aldi, hipages, 
Lite n’ Easy, Mitre 10, 
Suncorp, McCafé, Do-
main, BlueScope and 
the a2 Milk Company 
have all renewed their 
exclusive partnerships 
from previous seasons.

Nine’s director of 
Powered, Liana Dubois 
noted the research 
conducted by fiftyfive5 
on The Block’s audi-
ence that highlighted 
how the show had 
created its own unique 
fandom, built around 
interest in renovation/
home improvement 
which major partners 
were tapping into. She 
said:

Our research shows 
that the brands who 
integrate into The 
Block are reaching an 
audience which is not 
only highly engaged 
but dedicated, keen to 
participate, and willing 
to invest in bringing 
their home improve-
ment passion to life. 
It is clear that fans of 
The Block will spend 
hundreds if not thou-
sands of dollars on 
that passion — mak-
ing them a lucrative 
group for marketers to 
cultivate.

The major partner-
ships for 2020 include:

- Aldi to feature as a 
broadcast media part-
ner with the following 
tagline: Aldi. Good. 
Different

- BlueScope will 
showcase a range 
of Colorbond steel 
colours and the inner 
strength of house 
frames made from 
TRUECORE steel

- Catch.com.au will 
put a fun spin on 
delivering anything 
and everything to the 
contestants through-
out the series

- Domain will own 
key property moments 
in the program to ed-
ucate contestants and 
viewers on important 
real estate milestones

- Ford Australia is 
joining The Block as 
the official automotive 
partner this season

- Hipages will con-
nect contestants with 
tradies through its 
online platform

- Lite n’ Easy will 
again be fuelling 
contestants with meals 
and snacks to get them 
through the renova-
tion

- McCafé is returning 
with an onsite baris-
ta-operated caravan 

and McDelivery 
services

- As The Block’s lon-
gest serving partner, 
Mitre 10 will be provid-
ing building materials, 
hardware, service and 
advice to contestants

- Suncorp will assist 
contestants with 
budgets

- The a2 Milk Compa-
ny will deliver its milk 
throughout the series

New research by 
Nine’s Big Ideas 
Store has looked at 
“E-fan-gelism”, the 
study of fandom in 
Australian culture. The 
research found that 
24% of Australians are 
fans of something, and 
the core value drawing 
fans to The Block is a 
drive to “discover new 
ways to see and do 
things”.

Fans of the show 
associate it with deep 
knowledge, creative 
thinking and learning 
something new. The re-
search also found that 
The Block offers es-
capism and entertain-

ment, while enabling 
fans to replicate parts 
of the show that they 
love. Ms Dubois said:

Our deep-dive 
research on fans 
associated with The 
Block truly attests to 
the power of the show. 
It not only has the 
influence to entertain 
and engage, it also has 
the ability to deliver 
effective advertising 
solutions that grow 
brands and sales.

Hipages campaign
The 2020 partnership 

will see The Block’s 
latest group of con-
testants being able to 
engage licensed tradies 
on-demand through 
the Hipages app, to 
help them complete 
their renovation tasks 
each week.

The Block contes-
tants will receive up to 
three quotes from local 
tradies which they can 

continues next page
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Garden products in demand but slowdown expected

Gardeners are staying 
home and turning to 
the backyard in droves, 
leading to a spike in 
business for nurseries 
and the horticultural 
products industry. 
Stay-at-home mea-
sures and unfounded 
fears for food supply 
chains are believed to 
be behind the boom, 
according to Nursery 
and Garden Industry 

Queensland CEO, Ian 
Atkinson. He told ABC 
Regional News:

A number of mem-
bers are reporting sales 
up to 40 per cent above 
what they’d expect to 
do.

Neil Griggs from Giru 
Organics is an industry 
member who’s seen 
astronomical demand 
for his product. His 
North Queensland 

potting mix business 
uses waste products 
from the nearby sugar 
mill and sells soil, com-
post and manure to 
Bunnings stores across 
the state. He said:

There’s been a mas-
sive demand the last 
couple of months, we 
doubled our produc-
tion. Coronavirus 
locked everybody up, 
they all realised they 

had to do 
something in 
the garden…

The busi-
ness is able 
to produce 
800 bags an 
hour and the 
increased 
demand has 
seen 6,400 
bags of 
potting soil 
trucked to 
Rockhamp-
ton, Cairns, 
Mount Isa 
and Towns-
ville each 
week.

While the 
height of the 

gardening crazed had 
passed, Mr Griggs said 
he expected a return to 
normal trading soon. 
In July, he said:

It’s tapering off now, 
people are getting out 
and going to sport and 
going elsewhere, sort 
of forgetting about the 
garden.

Mr Atkinson said 
that keeping people 
engaged in gardening 

as a hobby would be 
the next task for busi-
nesses. He said:

Particularly at the 
national level we’ve 
discussed whether 
some of the campaigns 
that are funded by 
industry levies need to 
be realigned a bit to do 
that.

In the longer term, 
concerns remain 
about the slow-down 
in several sectors of 
the nursery industry, 
including the commer-
cial growing sector.

The effects of a 
slump in migra-
tion-driven population 
growth could also hurt 
the sector as demand 
for landscaping and 
subdivisions declines. 
Mr Atkinson said:

I anticipate a year or 
two of plateauing, and 
landscaping is prob-
ably the sector that’s 
going to fall off a cliff, 
sometime in the next 
six months.
Sourced from ABC Regional 
News

The Block brands (cont.)
communicate with, 
book and pay for, using 
the app.

Mitch Edwards and 
Mark McKie, “Block-
heads” from 2019, are 
ambassadors for the 
platform. The pro-
fessional property 
flippers will be sharing 
their tips and tricks 
with show fans and 
keen renovators via 
video and social con-
tent viewable across 

hipages channels, 
alongside insights 
from hipages tradies.

Coinciding with the 
commencement of The 
Block 2020, hipages 
launched a refreshed 
creative campaign 
which brings to life 
just how easy its app is 
to use.

The No Drama cam-
paign demonstrates 
how the hipages plat-
form takes the hassle 

out of repairs and ren-
ovation tasks. Whether 
it’s a home renovation, 
home maintenance 
project or an emergen-
cy repair, it can take 
all the drama out of 
home improvement 
by connecting Aussie 
homeowners with 
trusted tradies ready 
to do the job. Hipages 
chief customer officer 
Stuart Tucker said:

We saw an extremely 

successful sponsorship 
of Nine’s The Block 
in 2019, which lifted 
hipages’ aided brand 
awareness 10%.

We have been helping 
Australians change 
the way they tradie for 
years, but this year we 
really want to take the 
drama out of reno-
vating. With one job 
posted on the platform 
every 23 seconds on 
average, we are looking 

forward to helping mil-
lions of Aussies get jobs 
done in their homes 
and showcase just how 
easy our app is to use.
Sources:

https://bit.ly/3hBW-
zLL

https://bit.ly/2ZIJsSP
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• Amazon expands 
its presence in 
Australian retail

• Sales increase for 
Metcash hard-
ware brands

• Buy Now Pay 
Later platform 
adds Reece as a 
client

Latitude Financial 
has confirmed it has 
added ASX-listed 
plumbing and bath-
room supplier Reece to 
its interest-free “buy 
now, pay later” (BNPL) 
platform, LatitudePay, 
for people who are 
completing home ren-
ovations in a COVID-19 
economy.

Reece has benefited 
from the increased 
spending in the home, 
which is set to be 
bolstered further as 
the federal govern-
ment starts paying its 
$25,000 homebuilder 
grants.

LatitidePay is also 
used by retailers such 
as Harvey Norman and 
Forty Winks as well as 
tech giants Apple and 
Samsung. The compa-
ny said LatitudePay 
was close to signing 
up 350,000 customers 
across Australia and 
New Zealand since its 
launch in September 
2019.

Latitude CEO Ahmed 
Fahour said the compa-
ny was focusing on the 
home improvement 
space to capitalise on 
people spending more 
money on their homes 
during lockdowns as 
a result of the coro-
navirus. He told The 
Australian:

Reece is an example 

of a business doing 
incredibly well with the 
growth of the home 
economy. Everything 
is geared towards the 
home economy for our 
business.

The plumbing and 
bathroom group re-
cently announced that 
its net profit increased 
13.3% to $229 million 
The result was driv-
en by a 10% increase 

in sales to $6 billion 
during in its 100th 
year of operations. 
In Australia and New 
Zealand, sales revenue 
grew by 0.8% to $2.88 
billion.

Reece managing 
director, Peter Wilson 
said the company’s 
ventures arm, Super-
seed, has also launched 
an online job manage-
ment platform for its 

customers in Austra-
lia and America. He 
said there were other 
innovations to come in 
new fields. He told The 
Australian:

Our vision is to be a 
digital leader for the 
trades. We know we are 
a really important part 
of the way the trades 
operate. Increasingly 

Reece signs up with 
LatitudePay

A Reece “Project Inspiration” bathroom from its Instagram channel

continues next page
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as we pivot to a much 
more digital world, we 
want to be connected 
into their digital eco-
systems.

Reece followed its 
$1.9 billion acquisition 
of US-based MORSCO 
in 2018 with a $221 
million purchase for 
Californian plumbing 
wholesaler Todd Pipe 
in 2019.

More recently, the 
company has taken 

out a 10-year lease on a 
new warehouse it will 
move into next year, 
located at Melbourne 
Airport. Reece will 
consolidate a number 
of brands in the one 
site and service sup-
pliers and customers 
from the purpose-built 
11,670sqm facility in 
August next year. This 
follows Amazon’s com-
mitment to take space 
in the same industrial 

business park for its 
gig-economy Amazon 
Flex drivers to service 
its the city’s northern 
and western suburbs. 
(See “Amazon’s first 
robotic warehouse in 
Australia” story in this 
issue.)

Capital raising
In April, Reece raised 

$647 million to boost 
its balance sheet so 
it could capitalise on 

greater investment on 
plumbing and sanita-
tion by customers aris-
ing from the pandemic. 

The company also 
said the funds would 
be used to support the 
business during the pe-
riod of global economic 
uncertainty, increase 
liquidity, reduce net 
debt and potentially 
position it for acquisi-
tions. 

Related:

Reece sees future beyond ANZ 
market – HI News, page 31

https://hnn.bz/hin-
ews-6-01.pdf
Sources: The Australian Finan-
cial Review, The Australian and 
Sydney Morning Herald

Reece LatitudePay (cont.)

IHG sales boost in Q1, following FY decline
In a trading update 

at its virtual annual 
meeting, wholesaler 
Metcash said first 
quarter sales had risen 
by more than 10% 
across its three divi-
sions — food, liquor 
and hardware. Hard-
ware sales rose 19.2% in 
the first quarter after 
growing 9.4% in May 
and June.

About 36 of Met-
cash-supplied hard-
ware retailers in 
Melbourne have been 
forced to close stores 
to retail customers 
under stage four re-
strictions, but are still 
catering to trade cus-
tomers and operating 
online.

Metcash chief 
executive Jeff Adams 
said operating costs 
in all three divisions 
remained elevated 
to meet demand and 
comply with health 
and safety require-
ments. He told the 
Australian Financial 
Review (AFR):

They’re not at the 

same levels as what 
we saw in March and 
April but it is elevated. 
All we’re trying to say 
is don’t estimate sales 
will be flowing through 
at a normal costs rate, 
because there is some 
elevated cost.

This follows the hard-
ware division report-
ing a 1.3% decline in 
sales for the full-year, 
down to $2.08 billion. 
Metcash’s full-year 
runs from May to April 
and obviously does not 
reflect the strong sales 
through May and June.

Prior to its first quar-
ter sales announce-
ment, Independent 
Hardware Group (IHG), 
CEO Annette Welsh 
told the AFR that 

many new customers 
started shopping at its 
Mitre 10, Home Timber 
& Hardware, True 
Value and Thrifty-
link stores during the 
pandemic with some 
avoiding Bunnings 
because of long queues 
and lack of parking. It 
is a familiar narrative 
to those outside IHG.

Ms Welsh said she 
would retain these 
customers by differen-
tiating the range from 
Bunnings and offering 
competitive prices, 
better service and 
using loyalty programs 
to analyse spending 
habits.

The business was 
also in “good shape and 
there were no plans 

to shift strategy”, she 
said. But Ms Welsh 
believes the hardware 
market was changing, 
with stronger demand 
for DIY and garden 
products offsetting 
weakness in the home 
building sector.

Ms Welsh also told 
the AFR the group’s 
Sapphire store pro-
gram will continue. 
She said:

The Sapphire pro-
gram isn’t a cookie-cut-
ter approach — every 
single store we do we 
take an in-depth busi-
ness plan approach 
and we understand the 
local consumer and 
local community needs. 
We adjust it every 
time…

IHG is increasing the 
number of products 
available online from 
14,000 to 20,000 this 
year, adding a click 
and deliver option to 
its click and collect 
service and offering 
new digital payment 
options including Zip, 
Afterpay and Humm. 
Smaller hardware 
stores that do not 
stock a full range can 
order from IHG’s cen-
tralised warehouse, 

As previously report-
ed by HNN, individ-
ual stores within the 
group utilise Truck 
Tracker, which uses 
GPS tracking to mon-
itor truck movements 

continues next page
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and advises trade 
customers by SMS 
when the truck deliv-
ering the goods is due 
on site. Tradie Online 
gives trade customers 
full account access 24 
hours a day.

On her list of pri-
orities would be the 
integration of Total 
Tools now that the 
competition regulator 
said it will not oppose 
Metcash’s acquisition 
of a 70% stake in Total 
Tools Holdings, the 
franchisor of the Total 
Tools group of 81 most-
ly franchised stores. It 
has been reported that 
the purchase price is 
approximately $57 mil-
lion and will be funded 
through part of the 
$330m equity raising 
Metcash undertook in 
April.

Through the acqui-
sition, Metcash will 
acquire the Total Tools 
franchisor operations 
and one company 
owned store. The 
wholesale distributor 
said it will look to have 

a mix of independent-
ly owned and joint 
venture retail stores. 
Metcash will provide 
Total Tools with a $35 
million debt facility 
to support its growth 
plans and future 
ownership stakes in 
a select number of 
stores.

The deal would 
give Metcash a clear 
pathway to acquire the 
remaining 30% stake in 
Total Tools within the 
next three years.

ACCC approval
The Australian Com-

petition and Consumer 
Commission (ACCC) 
investigated the acqui-
sition to see whether it 
could dampen compe-
tition in the specialist 
tool sector and found 
that Metcash’s com-
bined brands were still 
likely to face strong 
competition from 
Bunnings on a national 
level and from special-
ist retailers in local 
markets. ACCC chair-
man Rod Sims said in a 

statement:
We saw that general-

ly Mitre 10 focuses on 
the Do-It-Yourself cus-
tomer and those look-
ing for convenience, 
while Total Tools 
mainly attracts trade 
customers because of 
their extensive range of 
trade quality products 
and specialised staff.

We have seen a lot 
of activity in the tool 
industry this year. 
Bunnings is the clear 
market leader, and 
with IHG increasing 
its footprint, any 
further consolidation 
of the tool market at a 
national, state or local 
level will be scrutinised 
closely.

The ACCC also 
examined Metcash’s 
wholesale businesses 
and whether it could 
use this to its advan-
tage against rivals. The 
ACCC concluded that 
this was not the case.

Metcash was original-
ly the underbidder on 
Total Tools but the suc-
cessful private equity 

bidder walked 
away earlier this 
year. Mr Adams 
said the acqui-
sition would 
enable Metcash 
to strengthen its 
hardware busi-
ness, and further 
acquisitions were 
on the cards.

Legal 
challenge

More recently, 
Inside Retail re-
ported that rival 

tool specialist group 
Sydney Tools is suing 
Total Tools over an 
alleged email hacking.

Sydney Tools al-
leges that Total Tools 
hacked into its email 
system last year to 
gain insight into its 
competitor’s plans 
before they were an-
nounced to the market. 
Sydney Tools claims 
that several senior 
officers and employees 
at Total Tools took part 
in the hacking system 
including CEO Paul 
Dumbrell, chairman 
Warren Jones, fran-
chisee Anthony Soccio 
and others.

Inside Retail also 
reported Mr Soccio is 
alleged to have covert-
ly accessed internal 
Sydney Tools emails 
using a password he 
obtained from a for-
mer Sydney Tools em-
ployee. Sydney Tools 
also alleges that these 
emails were distribut-
ed to others within To-
tal Tools “so the emails 
could be read, analysed 

and used to inform To-
tal Tools’ head office’s 
commercial decisions”.

In addition, Sydney 
Tools alleges that 
“Total Tools’ head office 
conducted the scheme 
without Sydney Tools’ 
knowledge or consent 
and deliberately kept 
the scheme secret 
from Sydney Tools”.

Further claims 
include “contacting a 
number of suppliers 
of products to Sydney 
Tools that were identi-
fiable from the emails, 
and implementing 
advertising, product 
drives and other 
initiatives to compete 
against the planned 
promotions and initia-
tives of Sydney Tools 
that were revealed in 
the emails”, according 
to Inside Retail.
Related:
IHG sales decline as new CEO 
takes over – HNN Flash #14

https://bit.ly/3kyIsJd
Natbuild accuses Mitre 10 
of a data breach – HI News, 
page 26

https://bit.ly/3kkN-
PeB

Sources: Australian Financial 
Review, Sydney Morning 
Herald, The Epoch Times, 
Inside Retail, The Australian 
and SmartCompany

IHG sales boost (cont.)
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Western Sydney will 
be the location for 
Amazon’s first robotic 
fulfillment centre (FC) 
in the Southern Hemi-
sphere. It will still use 
humans to pick and 
pack items, but instead 
of workers walking to 
the shelves to pick the 
items, robotic units 
take the shelves to 
them.

The facility is expect-
ed to be completed by 
late 2021 and is said to 
be filled with the “most 
advanced Amazon 
Robotics technology” 
to bolster smarter and 
faster deliveries across 
Australia.

The FC should also 
benefit the 10,000 
plus small and medi-
um-sized businesses 
who utilise Fulfilment 
By Amazon to “seam-
lessly service custom-
ers across the country”, 
said Amazon Australia 
director of operations 
Craig Fuller.

Robots help speed 
order processing time 
by moving shelves to 
employees, cutting 
time and effort taken 
to stow items for sale 
or pick them for new 
customer orders, 
Mr Fuller explains. 
They also save space, 
allowing for 50% more 
items to be stowed per 
square metre, he said. 

Mr Fuller also said 
the company’s $500 
million investment 
in a new four-level 
distribution centre was 
necessary to keep up 
with the level of online 
shopping demand the 

e-tailer expects to 
face in Australia in 
the coming years. 
He told Fairfax 
Media:

The building 
itself is the equiv-
alent size of 22 
rugby fields [or 
Taronga Zoo] and 
will house about 
11 million differ-
ent products. We 
needed to invest in 
a building of that 
type of size and 
scale so we can 
deliver the conve-
nience, in terms 
of delivery speed, 
to the Australian 
customer base.

The giant 200,000sqm 
automated warehouse 
is being built in Oak-
dale West, close to the 
future location of the 
western Sydney inter-
national airport,

Amazon may also 
seek out more large-
scale sites for addition-
al robotic facilities, 
according to Mr Fuller.

Australian 
facilities

It currently operates 
three smaller manual 
warehouses in Dan-
denong South (VIC), 
Moorebank in Sydney 
and at Perth Airport. 
In June, it announced 
its fourth fulfilment 
centre, a 25,000 square 
metre facility which 
will begin operating in 
Brisbane this year.

Prior to this, Amazon 
Australia took out a 
lease on a new distri-
bution hub in Mel-
bourne Airport’s Busi-

ness Park. 
The 330sqm 
facility will 
be dedicated 
to Flex work-
ers, Amazon’s 
new delivery 
arm using 
gig workers. 
It is the first 
dedicated 
Flex facility 
in Australia 
as ecom-
merce gets a 
huge boost 
from people 
living in 
lockdown.

In the same way 
Australians contract 
themselves out to be 
drivers with rideshare 
companies like Uber, 
they can deliver par-
cels as part of Amazon 
Flex. In a statement to 
Business Insider, Mr 
Fuller said:

We’ve continued to 
grow our Amazon 
Flex delivery service in 

Melbourne and now 
have hundreds of de-
livery partners supple-
menting their income 
delivering packages to 
customers.

Since January, Flex 
workers had been 
using existing distribu-
tion centres, with Mel-
bourne’s drivers using 
the company’s Dan-
denong facility. Now, 
the new dedicated Flex 
airport facility will be 

used alongside it.
Sources: Sydney Morning Her-
ald, The Australian, Australian 
Financial Review, Power Retail 
and Business Insider

Amazon’s first robotic warehouse in Australia

An example of one of Amazon’s robotic fulfillment centres in Troutdale, Oregon (USA). It is 855,000 
square-foot and workers still play a crucial role, according to the company. Source: Oregon Business.

Amazon is seeking to convert Australian gig workers into delivery drivers
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Text• Wesfarmers 
posted good 
results for the 
full year, though 
the year had a 
number of right-
offs, balanced 
by gains from its 
Coles assets

• Bunnings had a 
very good second 
half to the year, 
with revenue 
growth of over 
25%

• Bunnings is very 
cautious in terms 
of predicting 
the next year’s 
results, as it sees 
a great deal of 
potential down-
side

• Highlights 
include confirma-
tion that Bun-
nings intends 
to turn Adelaide 
Tools into a na-
tion-wide chain 
of stores

It is a real testament to just how mature Aus-
tralian business has become that every major 
retailer has treated the results for FY2019/20 
with a high degree of caution. That’s especially 
true of the Western Australian-based conglom-
erate Wesfarmers, and even more so for its 
hardware retail division, Bunnings.

While annual reports are very much an 
“accounting” for the past year, their secondary, 
and near-equally important aspect is to provide 
guidance for the future. Yet it is very nearly 
impossible to look at the results for the second 
half of the 2019/20 financial year, and develop 
any kind of reasonable forecast based on those 
numbers. The pandemic caused by Sars-CoV-2 
has created both immediate difficulties, and also 
set up longer term problems as well. The second 
category extends to everything from increased 
national debt, to reduced population growth, 
and the loss of significant physical and intellec-
tual capital.

That sense of deserved caution has extended 
to companies that have done well, done poorly, 
and those that have had mixed results. Bun-
nings has certainly had a “good 
year”, and so, consequently, 
has Wesfarmers — though a 
number of structural con-
cerns continue to haunt its 
results. But while the company 
scores well for “making things 
work” during the pandemic, 
including a compassionate 
and generous approach to its 
employees (perhaps the best 
for a major Australian com-
pany), a question lingers over 
how well it will be prepared 
for the economy that develops 
post-pandemic.

Wesfarmers
The results for Wesfarmers 

overall are somewhat complex 
in this financial year. One 
complexity is a change to ac-

counting standards for all corporations, which 
is positive in the long term, but makes compar-
isons slightly more difficult. There is also the 
fact that Wesfarmers recorded $818 million in 
writedowns and other items for the year (post-
tax), which were partially balanced by a gain of 
$357 million for post-tax earnings related to its 
remaining holdings in Coles.

For our purposes, scanning the simplest num-
bers for continuing operations is perhaps the 
best approach. Using the comparative figures 
prior to the accounting change, revenue for 
Wesfarmers for the year was $30,846 million, up 
by 10.5% over the previous corresponding peri-
od (pcp), which was FY2018/19. Earnings before 
interest and taxation was $2964 million, down 
by 0.3% on the pcp. Net profit after taxation 
(NPAT) was $185.6 million, an increase of 8.2%.

One statement that deserves highlighting 
from the Wesfarmers managing director, Rob 
Scott was this:

The group has also provided paid pandemic 
leave to permanent and casual team members, 
which is an important initiative to help reduce 

Wesfarmers/Bunnings 
results FY2019/20 year

Category FY2019/ 
2020

FY2018/ 
2019

Change

Sales Revenue 30,846 27920 10.5%

EBIT 2964 2974 -0.3%

Net profit after tax 2099 1940 8.2%

Wesfarmers 

Sales Revenue 14,999 13,166 13.9%

EBIT 1852 1626 13.9%

Total store sales 
growth

14.7% 5.2% 9.5%

Store-on-store sales 
growth

14.7% 3.9% 10.8%

Bunnings 

AUD millions
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the risk of the spread of COVID. As was an-
nounced earlier this month, all permanent team 
members and casual team members regularly 
working more than 12 hours a week in Victoria, 
have been advised that they will remain em-
ployed and paid fully for the duration of the cur-
rent six week lockdown, if the group’s businesses 
do not have meaningful work for them.

Generous and forward-looking, indeed. It is 
also worth noting that Wesfarmers did not 
benefit from government income protection 
schemes such as JobKeeper. It did, however, 
get a boost of $40 million, mostly from New 
Zealand, and passed those benefits on directly 
to employees.

Summing up the effect of the pandemic on 
Wesfarmers’ retail businesses, Mr Scott had this 
to say:

In the second-half of FY ‘20, the group’s retail 
businesses experienced significant volatility in 
sales, due to changes in foot traffic as a result of 
government restrictions and physical distanc-
ing requirements. Customers spent more time 
working, learning and relaxing at home, and 
this led to very strong demand in some of our 
product categories, particularly in Bunnings 
and Officeworks.

The significant investment in digital capabil-
ities that the group undertook in recent years, 
combined with the continued change in cus-
tomer preferences towards online shopping, has 
resulted in online sales growth of 60% during 
the year, excluding Catch.

Bunnings
Revenue for Bunnings increased by $1833 mil-

lion to reach $14,999, an increase of 13.9% over 
the pcp. EBIT went up by $226 million to reach 
$1852 million, an increase of 13.9% as well. Store-
on-store (comp) sales growth and total store 
sales growth were both 14.7% an increase of (not 
“by”) 10.8% and 9.5% respectively over the pcp. 

Most of this growth was due to a very strong 
second half. Bunnings reported total sales 
growth of 25.6% (excluding the temporarily 
closed New Zealand stores) for that half. 

The company called out both gardening 
and paint as areas of growth. In his prepared 
remarks, Bunnings managing director Michael 
Schneider also pointed to ranges that had re-
ceived an additional boost during the year:

We expanded a number of ranges including 
bathroom, power garden, smart home and floor-
ing to name just a few, and added heavy lifting 
equipment to our trade range. We have also 

added more in-store displays to showcase this 
wider offer, particularly across the bathroom 
and kitchen ranges.

Adelaide Tools
Mr Schneider confirmed that the acquisition 

of Adelaide Tools was a first step in establish-
ing a nation-wide retailer. As he stated in his 
prepared remarks

As I mentioned earlier, we completed the 
acquisition of South Australian retailer Ade-
laide Tools in April this year, which includes six 
specialist stores and an online store. Adelaide 
Tools will continue to operate as a stand alone 
business and we’re looking forward to develop-
ing the business further over time, to enhance 
the trade proposition for our customers. I’d like 
to take this opportunity to again welcome the 
Adelaide Tools team to the Bunnings family.

In response to an analyst’s question, he 
expanded on details for the strategy with this 
acquisition:

On Adelaide Tools, we’ve bought a great family 
business. It’s well run. We’re learning a lot from 
it since we’ve had it in the portfolio — obviously, 
[it] would be great to be able to go to South Aus-
tralia to see it for a little while. But the team is 
doing a great job understanding that. And we’ll 
open a new store at Parafield in South Austra-
lia, which will let us understand and test a few 
of the thoughts we’ve got. And then we’ll sort 
of form a view on what the network looks like, 
both between the physical store network and the 
online store.
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But yes, the aspiration is to take it across 
Australia. We’ll brand it. We’ll develop that over 
time. But we haven’t sort of set ourselves on a 
specific number at the moment for Adelaide Tool 
stores.

Online
In an usual move for Wesfarmers (which is 

known to not always be especially generous 
with its operational information), the company 
released some figures for online sales across 
its retailers. In terms of growth, Kmart grew 
by 136% and Target grew by 116%. In terms of 
actual size, online for Kmart was 3.7% of sales in 
the first half, and that increased to 6.7% in the 
second half, making it worth around 5% of sales 
for the entire year. For Target, online was worth 
7.2% in the first half, and 11.5% in the second. 
Overall, for the year online represented 9% of 
sales for Target.

For Bunnings, online revenue peaked at 2% 
of sales in the second half. That was up from 
around 1% in the first half.

That’s largely because, while the Bunnings 
website tracks to high visit numbers, it has a 
short history of being transactional. Comment-
ing on moves by Bunnings to be more digital, 
Mr Schneider outlined some of the company’s 
innovations:

We also launched the Product Finder app 
to help our customers research and find the 
products they need in store, and to help them get 
in and out of our stores as quickly as possible. 
We strengthened our commitments, offering the 
widest range of products to customers, introduc-
ing new categories to our online range, includ-
ing tinted paint and timber, and launching 
our online marketplace Bunnings MarketLink, 
which allows us to deliver a curated range of 
home and lifestyle products through our trusted 
sellers program, everything from the front gate 
to the back fence.

It’s worth noting that Bunnings also launched 
a fairly unique delivery service. This seems to be 
a contract outsourcing to specific suppliers. One 
of its unique features, at least on some deliver-
ies that HNN tested, was to provide a system 
to track the delivery driver, and a notification 
from the delivery driver 30 minutes prior to the 
package being delivered. (We have to wonder 
why more delivery services do not do this.)

Trade
 Mr Schneider revealed that 35% of its reve-

nue was sourced from trade and commercial 
sources. He outlined a number of ways in which 

Bunnings is seeking to enhance its relationship 
with trade.

We also continue to focus on connecting 
with our trade customers and making things 
even easier for them. The PowerPass app was 
downloaded over 180,000 times throughout the 
year, and we saw a noticeable increase in these 
downloads during the second-half, as our trade 
customers and small businesses serve their cus-
tomers with essential products and services.

We have also grown our trade specialists and 
account management teams to support various 
customer segments that we serve, including 
for industry and government customers and 
specialist builders.

Outlook
Bunnings was particularly careful when it 

came to its future forecast. On slide 29 of the 
presentation, the first three points were:
• Outlook remains highly uncertain
•  Trading performance likely to moderate as extraordinary 

growth in the second half likely to have pulled sales 
forward from FY21 in some categories

• Weaker economic conditions expected in Australia and 
New Zealand with gradual removal of financial support 
measures from government, banks and landlords likely 
to impact housing and renovation activity

In his prepared remarks, Mr Schneider stated:
The outlook remains highly uncertain. Our 

trading performance is expected to moderate in 
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the 2021 financial year, particularly following 
extraordinary growth in the second-half, and 
the likelihood that some customer purchases 
may have been brought forward.

Weaker economic conditions are expected 
across Australia and New Zealand with the 
gradual removal of financial support measures 
from the government, banks and landlords, 
and this is likely to impact housing and reno-
vation activity. We also expect to continue to 
incur costs associated with operating safely in 
a COVID-19 environment. We remain focused on 
investing in future growth, broadening commer-
cial markets, expanding digital capabilities and 
strengthening our offer.

This assertion was later mildly questioned 
by David Errington, a senior analyst with 
BankAmerica-Merrill Lynch:

You made a call, which I find quite interesting 
that you thought — well, you’re being conser-
vative, I know you too well — but it brought 
forward sales. You know what stocks have 
been selling in that, but I know my personal 
behaviour has been — I haven’t brought forward 
sales. It’s just been changed behaviour in this 
new world. I’ve actually enjoyed buying more 
home improvement stuff.

What is your view? Why do you say it’s brought 
forward sales rather than changing consumer 
patterns? Is there something people are buying? 
... My observation is Bunnings is just enjoying 
a new world with these sales [that] could be a 
sustained. So as far as the question is, what are 
you going to do? What are you looking to do to 
make sure that this isn’t just brought forward 
sales but this is actually systemic?

Mr Schneider responded:
It’s a bit of both probably. I think, where we’ve 

seen sales brought forward potentially and we 
don’t — we haven’t had the opportunity with 
everything going on to spend time market 
researching customer sentiment. But in a few of 
the categories, like paint where sales have been 
particularly strong  , [when[ you sort of think 
about the project nature of that, [you] probably 
don’t paint your house twice in quick succession. 

[Then] there’s some categories like that ... and 
potentially in areas like outdoor furniture and 
barbecues, where traditionally some of those 
things might have waited for the spring season 
... areas where we think there’s pull forward. 
That being said, we’re very focused on growth 
and I think the strategic agenda of the busi-
ness for the year ahead is very focused on that. 
We’ve made some really good inroads in those 

categories that I called out, power gardening, 
plumbing, some of that is changes to layout in 
store, some of these new product, new range and 
clearly a strong focus on trade.

Analysis
In general terms, there is a split in forecasts 

between those who see the Australian economy 
returning largely to the way it was structured 
in 2019, and those who see the structure of the 
economy changing. A number of elements feed 
into this. A major element is trying to work out 
how much on-the-ground change is going to 
contribute to structural change. 

On the ground, there are significant questions 
to answer. Will more retail permanently shift 
to online from physical stores? How long will 
it take for tourism to recover — if it ever does 
recover? How long for the education sector to 
recover, especially after the poor treatment of 
international students trapped in Australia?

Yet, as serious as those concerns may be, the 
real challenge may come from a restructuring 
of the economy. For example, many Australians 
have gone through a sharp introduction to 
working from home, and quite a few — despite 
less than ideal conditions — have found some 
positives. If we see, as seems likely, something 
like a third of the workforce opting to work 
from home for an average of 2.5 days per week, 
that would mean a reduction of over 15% in 
commuters. 

Would that be enough to trigger a collapse in 
the viability of constructing inner-urban office 
space? How would it affect incomes and rents 
on businesses such as cafes, bars and restau-
rants? What happens to the vast new invest-
ments made by the state of Victoria and others 
to expand public transportation and roadways?

What makes these changes “sticky” is that, 
while they have been triggered by the pandem-
ic, they also simply “make sense”. Technology 
means there is less pressure to be constantly 
present in an office, climate change means less 
transportation is a good thing, and — a little 
paradoxically — as work grows “harder” and 
concerns over work/life balance increase, work-
ing from home can both provide more “quiet 
work time”, and help working couples better 
match free time to family needs.

It is not so much, in other words, that the 
pandemic will create these sticky new ways of 
doing things, as that the pandemic is “unstick-
ing” society and the economy from past practic-
es that stopped making sense over a decade ago. 
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What’s being pointed to by those changes is a 
structural redirection of economic flows in the 
underlying economy. For example, the wealth 
that office workers create is not going to just 
vanish, and neither is the revenue they gener-
ate for retailers. But it could shift, significantly, 
from being concentrated on dense urban areas, 
to being more diffuse though suburbs — and 
even exurban regional areas.

Around 50% of the difficulty of such change 
has less to do with what gets changed, and more 
with how rapidly the change takes place. The 
temptation for major corporations — especially 
retailers — is to try to brake this change, slow 
it down or divert it as much as possible. The 
problem with that strategy is that if the change 
takes place anyway, then those corporations are 
going to be left so far behind, it is unlikely they 
will ever catch up.

What is developing is really a risk paradox: the 
riskiest thing to do over the next two years may 
be to not take enough risks. 

One way, perhaps, of looking at what the fu-
ture may hold, would be to examine the perfor-
mance and business models of those retailers 
which produced truly extraordinary results for 
the first calendar half of 2020, and which are 
likely to see those results largely sustained into 
the future.

The “prime” example in that box is undoubt-
edly the US technology and retail company Am-
azon. Amazon produced a net profit of USD5.2 
billion for its FY2020 second quarter. That is 
100% up on the net profit for the second quarter 
of FY2019, which was USD2.6 billion. The high 
increase in net profit is really a consequence 
of the company being taken by surprise — in 
fact, it had indicated it could expect a decline 
in profit due to extra spending needed for the 
pandemic.

As a growth company (one which re-invests 
significant earnings in new and existing ven-
tures) Amazon measures its own performance 
in terms of free cash flow, which rose 27% quar-
ter-on-quarter, to hit USD31.85 billion. Though, 
free cash flow less equipment finance leases and 
principal repayments of all other finance leases 
and financing obligations also rose by 50% for 
the quarter. Sales rose by over 40%, with inter-
national operations accounting for 26% of total 
sales.

All too often, of course, these kind of results 
are presented as part of the “online versus phys-
ical retail” debate. But there is a sense that we 
are beginning to move beyond that, and beyond 
seeing “omnichannel” or “path to customer” as 

the major dialogue of retail commerce. 
What Amazon has really done is to build a 

new kind of commerce. The central tenet of 
that “new commerce” is that the “traditional” 
consumer is about as relevant to the future as 
free-to-air TV.

The real question that companies such as Wes-
farmers, and a division such as Bunnings with 
it, is whether what we’re about to see is substan-
tial shift towards that new kind of commerce. 
So far, Rob Scott has done a good job of jumping 
Wesfarmers ahead five or six years in the space 
of two. But can Wesfarmers catch up to 2022 
before it’s over?

On the left is a screenshot from Amazon, 
and on the right is a screenshot from 
Bunnings.com.
The most important difference is the 
number of additional product links that 
are provided. The Bunnings page provides 
links to five similar products. Though, in 
fact it is really only three products, with 
two products in “skin only” and “batteries 
included” packages.
The Amazon page, when you scroll through 
all the available products, lists 57 links, 
and only one of these is a repeat.
Amazon’s page is not just about associated 
products or upsell, it’s an intelligent 
display of associated products.
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John Ioakim
The Lakes H Hardware - LAKES ENTRANCE, VIC 
How did you come into the hardware business? 
I was the store manager of this store under the previous owners when it was 
a bannered store. In 2016 the owners called me looking to sell. My wife, 
Leanne and I spent many a night around the kitchen table running figures 
and swapping ideas for the store. We decided to go for it but we wanted to 
be truly independent and in control of our stock.
 
What made you decide on branding your new store H Hardware?
We had a few recommendations to join the HBT Buying Group and when that 
stacked up we had a chat with Steve Fatileh who showed us the branding 
for H Hardware. It looked great, the colours are eye catching and it really 
stands out. The clincher for us was that the store was ours, we could be 

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

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

http://hbt.net.au/
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Sydney remains such a unique city, not just 
in Australia, but globally as well. That is largely 
down to the way its specific geography matches 
up to the Australian character. There are many 
cities built around harbours, but few which so 
enthusiastically embrace theirs in the way that 
Sydney does. One part of that embrace is almost 
formal, as a place for shipping and boats, to be 
crossed over by a world-famous bridge. But 
there is also that deep Australian love for the 
beach and the sea, a bit of chaos tossed into life, 
which brings about unexpected but interesting 
situations.

Adrian Blythe (left) and 
Alan Grinham run retail 
and timber respectively 
at Bondi Junction Timber 
& Hardware Store in 
Bondi Junction in the 
eastern suburbs of 
Sydney.

BONDI BREAKOUT



45

hnn.bz

If Bondi Beach is almost the icon for that particular ethos, 
nearby Bondi Junction, just inland to the immediate west, 
could also be named as one of the birthplaces of modern Aus-
tralian retail. Grace Bros (now amalgamated into Myer) got 
its start on Oxford Street in Bondi Junction in 1939, and went 
on to build an iconic department store there in 1957. Today, as 
highrises continue to crowd into the city’s commercial dis-
tricts, Bondi Junction retains much of its “strip mall” charac-
ter of two- and three-storey buildings, a mix of sophisticated 
shopping malls and smaller speciality stores. It’s a commer-
cial area that is like the rock pools along the littorals of the 
sea, seething with its own distinct liveliness.

So while it is a little surprising to find a trade-oriented 
timber and hardware store located on some of Australia’s 
most prime retail real estate, in the commercial logic of Bondi 
Junction, it makes perfect sense. The Bondi Junction Timber 
& Hardware Store (Bondi Junction Hardware) has, in fact, 
been operating in one form or another at its Oxford Street 
location for well over 60 years. Its modern, most recent incar-
nation really dates back to 2009, when one of its employees, 
Neil Houlton, decided he would take over the store, as some-
thing he could do through his “retirement” years. As part of 
that deal, he took on his daughter, Kerry Renshaw, as a silent 
partner.

Most unfortunately, Mr Houlton passed away in April 2015. 
That left Kerry as the sole director of the business — which 
was a little difficult, as she was living in the US at that time 
with her young family. For the next two years, the business 

A view down one of the 
aisles of the store. Clean, 
bright and colourful, 
the store is optimised 
for its trade customers, 
so they can get and get 
out quickly with the gear 
they need.
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continued with some of the established managers, such as 
Ken Dunlop, at the store helping to make it work. Kerry even-
tually found her way back to Sydney, and started being more 
hands-on in managing the store as well.

In mid-2017, with the current managers looking to move on, 
Bondi Hardware found itself looking for a new manager. And 
that is where Adrian Blythe entered the picture. As Adrian 
tells it:

I knew one of the guys that was retiring. I knew both [manag-
ers] from my wholesaling days as well, so I’ve had a relation-
ship with both of them for a while. And it just came up in a 
general conversation. Because when I left the last retail store, I 
went back into wholesaling for a while. 
So I was coming into the store to sell product and that. And 
then I got talking and Ken was saying, “Oh I’m retiring.” And 
then the next time I came in he said, “I know now I’m going to 
retire soon.” So I’m saying, “What are they doing, who are they 
going to replace you with?” He says, “I don’t know.” And then 
the last time I came in he says, “I’m now retiring in a month.”
I said, “Well, I might be interested, maybe.” I was like, you 
know what? It’s a nice small shop, I’ve got a bit of an intimate 
knowledge, after being a wholesaler for six years servicing this 
store. Dealing with them for six years as another of my retail-
ers, so always kept in touch. 
And it just sort of went from there.
Kerry is a corporate accountant by training, and it is evi-

dent that Adrian had skills that matched up with those she 
thought the store could use.

So with me coming on board it was very different, because 
she was used to what the previous managers were like. When 
I came on board she was saying things such as: “I need to 
get the computer and software working properly, we need to 
utilise this and that.”
Fortunately for Bondi Hardware, Adrian has quite a com-

prehensive history in hardware. He began his career back in 
1988. Much of his time has been spent working in Mitre 10 
stores, as well as a couple of stints working on the wholesale 
side of things. As he puts it:

Hardware is one of those things where if you’re in it, you’re in 
it in some way or form for the rest of your life. It doesn’t matter 
if it’s in a shop or wholesale. There’s something that seems to 
just keep you involved in it.

Most stores that are the 
size of Bondi Junction 
Hardware (just over 100 
sqm) tend to become 
compact jungles of 
products. What the team 
has managed to produce 
at this store is sharply 
organised and cleverly 
demarcated by colour.
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While Adrian is responsible for much of what goes on 
inside the hardware store side of the business, Alan Grinham 
handles the very active timber yard. He’s been in hardware 
since the late 1990s, and has worked at Mitre 10 and what he 
terms “the other one” (Bunnings). Alan claims that working at 
“the other one” was just an accident, during a transition.

As Adrian describes their comfortable working arrange-
ment:

Alan focuses on the outside, the lengths of timber, the sheet 
material, the cement that I’m cutting, that sort of stuff. And 
then we help each other out when it comes to special orders, 
customer orders, various things like that.
One change for both of them was working at a store that 

was part of the Hardware & Building Traders (HBT) buying 
group. Bondi Junction Hardware has been a member for well 
over 10 years. For a small, very active store, what HBT has to 
offer has proved ideal. As Adrian explains it:

This is the first HBT store that I’ve worked for, but I have no-
ticed that they do put a big emphasis on not trying to tell you 
how to run your store. With HBT they mainly help you out with 
rebates. So you get to a certain spend you get rebates, or just 
whether there’s certain deals going and stuff like that.
But they will let you run your business how you want to run 
your business. As opposed to [Independent Hardware Group 
(IHG)], who want more of a say. You have to have the products, 
you have to be in catalogues, and so forth.
We use predominately HBT suppliers. Because they look after 
us, so we tend to help out by sticking to those ones.

Outside the store, the 
timber yard is just as 
clearly organised. 
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Accounting
One of the big changes that Adrian helped bring to the 

store was making much better use of the POS/accounting 
software they were using. He was lucky to find the store was 
based on one of the best and most reputable systems avail-
able, the well-regarded SYM-PAC, which is Australian made, 
and now part of Constellation Software. 

Not that, even with that basis, there still wasn’t a lot of 
work to be done at the beginning, according to Adrian:

The guys that were here prior to me didn’t believe that a 
computer could be used to order stock. And there was never a 
stock take. So we had to come on board, do a stock take. Then 
doing that stock take, you go through a process of looking at 
what your sales rates are on things, looking at how many you 
sell a month. Then it’s just a matter of looking at your mini-
mum/maximums, based on what your sales rates are. So you 
set that all up in SYM-PAC. 
When it gets down to the minimum level, then it tells you you 
need to top up, and this is how much you need to order. When 
it comes down to a supplier, such as Stanley, I run a report for 
Stanley, which lists what we need. At the same time, we can 
use those reports to run stock checks on the actual stock at 
hand against the recorded stock at hand. 
So the report will say you’ve got two staple guns, and you 
come round and look at the shelf and see you’ve got three. 
Okay, why have we got three? Or there’s one missing, and 
that’s probably due to theft. Though we have very little theft in 
the stores. Tradies are basically very honest people.
While that is sophisticated, Adrian also admits that he 

thinks there are useful limits to how far you go with kind of 
system.

I worked with a guy in the past that literally went down to the 
stock value, and I that I mean he worked out what each panel 
in the store was worth in terms of sales. So he’d worked this 
whole thing out on a per square metre basis. I don’t think you 
need to go that far.  But it is good to find out your min/max 
ranges on stock.

  The timber yard takes 
total advantage of the 
available space by using 
the full height that is 
available.
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 Store strategy
While this is very much the strategy that most modern 

stores would implement, what’s really interesting about 
Bondi Junction Hardware is that Adrian then built on this 
basis to recreate the small store as a well-stocked, orderly and 
effective retail experience.

Since I’ve come on board, I’ve re-laid the whole shop. And not 
just in terms of moving stuff around. Before the idea was that 
“our tradies don’t care, they just want stock”.
In some ways, that’s part of a generational shift. But it’s a 

particular generational shift, and Adrian outlines the root 
causes.

You need to have a layout. You need to have a proper 
format. Maybe once upon a time, let’s say pre-Bun-
nings, they were probably like that, it didn’t really matter 
to tradies much. But Bunnings has forced a lot of the 
smaller people, shops like this I suppose, to run a proper, 
actual format. If you can make it easier for the guys to 
find what they want, that increases overall sales.
That statement is important because it remains 

difficult for many hardware retailers to admit just how 
much influence Bunnings has had on the market. That 
influence really grew during the time the big-box re-
tailer was competing with Woolworths’ failed Masters 
Home Improvement. And there is also the background 
influence of IHG’s Sapphire store program. 

While it is possible to go to extremes that are really 
not all that useful to the tradie market, expectations 
have shifted. In particular tradies are very time-con-
scious. As Adrian says, it is simply vital to have a store 
that presents as clean, well-organised and consistent.

Easy to say, but the process of achieving that goal, as 
Adrian describes it, required a lot of work. What comes 
back from all that work, however, isn’t just a neater 
store, but also a store that is more responsive to sales, 
and which can be managed better.

You would just work through it. Merchandising is not a 
thing you can just learn. I wouldn’t say you can teach 
merchandising. It’s more in the eye. You have to have a 
feel for it.
And then even sometimes you’d have areas where, 
we don’t do much paint, but let’s say I’d rearrange that 
because there were cans just all over the place. So I’d 
rearrange it into a bit of a format. And then when you get 
it down to a more sellable level, and then I started chang-
ing brands. Because I was looking at minimum order 
values and stuff like that from various suppliers.
So I’ve changed a couple of suppliers to ones which are 
much better. And as that changed around, then you can 
look at it again and go, “Okay, now this is how I want to 
do it based on the stock we’ve now got.”

Suppliers such as Selleys 
provide a good basis 
for organisation in their 
product packaging 
colours. Used correctly, 
this means that what 
could be a difficult 
to navigate product 
display, becomes easy 
to understand through 
colour coding.



50

hnn.bz

A good example of the kinds of changes that Adrian made 
were with drill bits, which saw him move to stock more from 
Sutton Tools.

One of the first areas was all our drill bits. We had all these re-
ally old, beaten up racks that were all different sizes, and they 
were all bent, and stock was just anywhere. It cost us nothing, 
it cost nothing from the suppliers, they’ll supply the racks. 
So I got the company to come in, put some new racks in. We 
looked at the range, they were able to expand on the range of 
what we sold.
A lot of the times you’ve just got to use your suppliers.So 
people like Sutton, they came out and brought out the new 
racks. And the rep spent a day here pulling all the stock down, 
re-laying it.
Of course, that doesn’t mean that the way a supplier 

provides their range is the best possible for every store. 
Bondi Junction Hardware also had a lot of help from fixtures 
supplier Romak, but chose to improve the way the stock was 
displayed.

Romak had a whole new range. So they did a lot of repackag-
ing and relabelling. Richard came out, and he spent about half 
a day doing all that. But then Richard went away. And when he 
came back, he said, “It’s not bad, but I know you’ve changed it. 
What did you change?” And I sort of said, “Well I’ve changed 
this because, for instance ...”
What Adrian had done, for the most part, was to change 

the display so that the zinc-plated and the galvanised items 
were shown side-by-side. He re-organised the way the stock 
was presented so that it would visually make more sense to 
someone buying the product.

Sutton Tools was one 
of the first companies 
that Adrian approached 
for help in revitalising 
the store. They offered 
new racks,and helped 
to re-lay the products. 
The result is a clean, 
colour-coded display, 
that helps sort power 
tool accessories.
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Attention to colour, style and purpose is an important 
organising principle. There is a tendency for suppliers to try 
to create very bold colours in product packaging and de-
sign. This means that displays can easily become confusing 
when brands are mixed. This has moved good 
merchandising more towards an “all or nothing” 
choice.

So if I look at an area, I try to look at an area as 
what supplier can offer me the best overall range, 
so it’s all one product. That way it doesn’t look like, 
say, a pizza. With all the different colours, different 
brands, different packaging, different sizes.
This plays into a need to consolidate brands 

for specific product ranges.
 We had tin snips from about four different suppli-
ers. And you look at them, and even when you put 
them all together, group them all as one straight 
cut, the sales weren’t great on them. So I tried to do 
it as a one brand. So one range is all Channellock.  
All the files are one brand, so it’s Supercraft.
What’s important about this is that the mer-

chandising creates its own logic for stock pur-
chases, and brands supplied. Gloves were, for 
Adrian, a classic example.

Gloves were originally about six different brands. 
I consolidated that all down to one brand. Which 
is the Rhino gloves. I can get cheaper gloves than 
that from another mob, and then I can get these 
ones cheaper from someone else again. But when 
you’ve got one brand, it’s all consistent. The display 
makes sense. And we’ve done that right across the 
store. So safety is all one company, brushware, all 
one company.
Suppliers can really take away a couple of 

good lessons from this, as well. One is that their 
merchandising might do better to concentrate on 
a “look” that works best when consolidated. This 
doesn’t have to mean everything all one colour, 
but the colour variations need to carry meaning.

The second lesson, though, is that if a supplier 
is attempting to enter an area where another 
product is dominant, one strategy may be to not 
stand out in terms of package branding from 
the competitor, but to  “blend in” instead to some 
extent. For a savvy retail manager like Adrian, 
an alternative product might work best when it 
looks good and “makes sense” in terms of colour 
coding when placed next to an existing product.

Of course, shelf display is only one aspect of 
what makes a product special for a retailer. Ser-
vice, and attention to the needs of smaller retail-
ers is also of high importance. For example, Bon-

Top, Adrian re-layed Romak hardware to display 
zinc-plated and galvanised items side-by-side. 
Middle, the Rhino glove selection is coherent, 
because one supplier is represented. Bottom, 
colour coding betwen Channel Lock and Ingco 
tools means the display makes sense.
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di Junction Hardware doesn’t have an extensive paint range 
because they’ve chosen not to offer colour tinting. There are a 
number of competitive sources near to the store, and a paint 
counter would subtract too much space.

 We don’t do much paint, but I did have to rearrange that area 
because there were cans just all over the place when I started. 
So I rearranged it into a better format. Once you’ve done that, 
though, you start looking at the sales as well. You look at mini-
mum order values, and all kinds of factors like that. Which led 
me to change suppliers.
The paint supplier that Bondi Junction Hardware favours 

is Duralex. That’s partly due to the company’s strong connec-
tion go HBT, but Adrian has also found them a great supplier 
partner to work with, especially when it comes to matching 
the store’s needs in terms of order quantities and sizes.

Packaging
Adrian also benefitted from some suppliers finding alter-

native ways to handle packaging changes, especially when it 
comes to changing packaging over. 

One particular paintbrush we had 
never sold. There was almost no 
sales history on it whatsoever. Then 
the company rep came in one day 
and said, “Oh look, we’re actually re-
branding, doing new labels.” So he 
offered to send out all the new label-
ling. So we had to pull off all the old 
cards and repackage. And the new 
packaging was much better, a nice 
green. Just like that, all of a sudden, 
those brushes started selling. Purely 
due to the packaging change.
There is a lot to that brief story. 

First of all the recognition that the 
problem wasn’t the product, but 
the packaging. Secondly, getting a 
really good package redesign. Then, 
in a way that preserved costs for 
the supplier, was very environmen-
tally friendly, and resulted in rapid 
change, simply shipping out the 
new display cards for the retailer. 
The retailer, of course, is highly 
motivated to sell the stock, and 
this process is actually easier than, 
say, destocking then restocking the 
product.

That kind of agility, Adrian says, 
is something he mostly sees from 
the smaller companies. As much as 
he likes Sutton Tools, for example, 

A truly brilliant end-cap product display 
provided by Bremick makes fastener 
accessories easy to see and easy to pick. 
For small bulk items, this has to be 
industry leading.
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he is a little disappointed that they haven’t followed a similar 
process with some of their product changes.

Sutton’s have been doing a packaging change on their hole 
saw range. They aren’t going to take back the old stock and 
give us the new stock. And an important part of this is, the new 
packaging is much better, more compact than the old pack-
aging, which could mean a lot for us. So I asked the rep, “Well 
okay, I’ve had another company that sent out the box, can you 
send me the boxes and I’ll repackage them?” So he went and 
checked, “Oh no, we can’t do that either.”
There are other mobs I can go to apart from Sutton. But look, 
I’ve known Sutton for a while, I know what their products are 
like, their quality, so I tend to support them. The rep I’m deal-
ing with knows it. It’s like, “We try.” But I like to say to him, the 
best thing he can do is just keep on their back about it, and 
they might actually start listening. Thinking, you know what, it 
might be worth getting in a container of flatpack boxes and 
just go out to everyone and go, “What have you got, I’m going 
to take a list of what you’ve got, send out the boxes.”
Everybody who knows Sutton 

Tools knows it is a great compa-
ny, with a real interest not just in 
taking market share, but develop-
ing new, innovative tools by using 
innovative manufacturing process-
es. But what this points to is actu-
ally how difficult, and how fragile 
the entire supply chain going into 
hardware retailers can be. Sutton 
drill bits are great, but if there is a 
confusing display in-store, if the 
packaging is needlessly bulky, then 
all that innovation and real effort 
will end up being diluted by lower 
on-shelf-to-customer performance.

It’s not just in the “look” of things 
in the store either, suppliers need to 
be conscious of other aspects, such 
as how big bulk quantities need to 
be. Adrian is very much inclined 
to stock Bremick fasteners, for 
example, and that is because they 
make an offer to provide saleable 
amounts.

Some of the companies, when I was 
looking at their nail ranges, they said 
to us, based on sales rates and all 
that sort of stuff, they know that cer-
tain size nails won’t sell in a 5kg or 
bigger container. They only sell well 
in sizes of 2kg, and nobody seems 
to buy a bigger quantity. So for most 

Another great Bremick display. The hang-
sell products are clearly categorised by 
card colour, and consistent card size 
helps to sort the display neatly.
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suppliers in the past you’d have to go from a 500 gram to a 
two kilo. But Bremick were smart enough to bring out a 1kg 
package. Which is a perfect little size. And the containers they 
use are great because you can just keep reusing them.
But, going to Bremick, all of a sudden the nail range went from 
stuff I had here and couldn’t even tell you how different all the 
packaging must have been. When we changed, 
Bremick took it all back. Someone else’s brand, they 
take the whole lot back to get theirs in there. That 
makes a hell of a difference to looking at doing a 
changeover.
 As you can tell, Adrian is the kind of retail 

manager who is really committed to his prod-
ucts. So it’s not surprising to find that he does 
have something of a local favourite, made in the 
Sydney suburb of Wetherill Park that he thinks 
deserves more national attention.  

The brand is FX Australia, and the main prod-
uct they make that Adrian really likes is a base 
coat for joins and other areas subject to move-
ment which provides added flexibility. 

 They’ve got this good base coat. Normally with a 
base coat, when it dries, it’s rock hard. So you try 
and get a bit of flex out of it, it breaks straight away. 
This stuff, I’ve got these to little pieces, they’re prob-
ably about two, three millimetres thick, and you can 
flex them over 90 degrees, and it doesn’t snap.
The products, FX Super Base Coat X (Exterior) 

and FX Topping Compound (Exterior) are used in 
combination with tape for added strength.

Expansion points
Adrian is also alert to some of the high-margin 

incidentals that can help make a store both more 
amenable to customers, and polish up its num-
bers a bit. One change Bondi Junction Hardware 
made was to go from a vending machine selling 
soft drinks, to an in-store fridge. 

We bought a fridge, and you get those really hot 
days, a couple days we’ve been cleaned out of Ga-
torades or Powerades. Because they’ve got all the 
guys onsite and it’s a 40-plus degree day. 
That replaced a drinks machine, but no one really 
thought it was ours. It was costing lots in terms of 
electricity. When we moved to having the in-store 
fridge, we started selling lots more.
Bondi Junction Hardware is also considering 

taking the ultimate step down that path — a 
coffee machine. Though Adrian is quick to say the 
staff don’t fancy themselves as baristas, they’re 
looking for something more self-service than 
that.

Top, the 1kg container of nails supplied by 
Bremick. Middle, another good in-shelf display 
of fasteners, this one from Macsim. Bottom, 
part of the FX range of surface preparation 
compounds, from a local Sydney company.
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Aside from taking advantages of opportunities like conve-
nient food and beverages, Adrian also stays alert to customer 
feedback about the kinds of products the store could stock. 

You’ve got to think about what you’re getting asked for. You 
get asked for it once or twice, that’s one thing. But if you start 
to get a more regular call for it, you’ve got to start saying this is 
serious, I need to look at getting something in. 
For example, the garden centre closed up down 
the road. So we’ve had a little bit more of a call for 
some potting mix, mulches and stuff. We’ve never 
done it before. But it’s like, you know what, a few 
people have been asking, let’s just get some. I 
think we bought like a dozen bags or something, 
tried it out. It’s actually been going quite good. 
The mulch has been very good for us.

Timber
While Adrian has been hard at work making 

the store itself into a well-functioning retail 
system, Alan has also been working hard on the 
timber yard of the store — which is a big driver 
of revenue and profit. Of course, many of the 
problems that Adrian faces inside the store, 
Alan faces outside the store, only magnified a 
couple of times across a more narrow range. 
The store’s space, given its location, has to be 
compact, and timber, of course, is anything but 
compact.

There is a really defined market for timber 
from Bondi Junction Hardware. First of all, giv-
en the high level of traffic congestion in Sydney 
from 7am to 7pm, being able to get timber with-
out leaving the city is a big advantage. As Alan 
describes the situation:

So I suppose you could say in the heart of eastern 
suburbs where we are, we’re the only timber sup-
plier. The nearest one to here, you’d have to go 
over the East Gardens [a 20 to 40 minute drive]. 
So if someone asks for something we haven’t got, 
and we say “Look, I haven’t got any, but they’ll 
probably have it over there near East Gardens, “ 
they’ll almost always say “I’m not going that far.”
And then the other benefit is also that they’ll get 
their timber, they’ll load it up and ready to go in 
10 minutes. We do a really good job loading. Re-
ally good. We load it, we put a flag on it for them. 
The guys are really good. They like it. Get caught 
short pouring concrete, someone wants it, in and 
out in five minutes.
The most popular product is treated pine H2, 

for termite-proof framing, though they do stock 
a wider range, as Alan tells us.

Top, a small fridge inside the shop sells more 
drinks than an external vending machine. Mid-
dle, the store takes advantage of its checkout 
space to offer on-sells, such as sunglasses and 
hats. Bottom, the checkout order counter also 
promotes the store’s selection of high quality 
meat pies.



56

hnn.bz

For flooring, there’s too many, just so many. We keep cypress 
here, because a lot of houses around here have cypress floor-
ing, so we’ll sell that. Decking, I have spotted gum, some Mur-
bai, treated pine. And we also have the yellow pine flooring 
too, we sell a bit of that. It’s quite popular.
But yeah, we get people coming in, they want this kind of 
flooring and that kind of flooring. But you have to buy it. 
You have to buy a whole pack, and you just can’t keep all 
the different styles and varieties in here.

Coping with Covid-19
 When the pandemic first hit Sydney, Bondi Junction 

Hardware did see its revenues drop, according to Adrian:
We found that our trade clientele dropped by no more 
than 10%, due to their own clients delaying work. We 
have also noticed quite a few people not having work and 
others with work lined up. The tradies are taking any jobs 
available to keep themselves busy and their own workers 
employed.
The store is lucky in that the area where it is located 

will likely be the last to suffer from disinvestment, and 
the first to recover when investment returns.

There’s still quite a bit [of construction]. The Eastern Sub-
urbs in Sydney is a pretty lucrative or wealthy sort of area. 
So a lot of people have got a bit of money around the area. 
And there was quite a few people that delayed some jobs 
for a while. I think that a lot of those were people that were 
occupiers where renovations were going on. If they weren’t 
actually in the building, if it’s just a vacant or a new build, 
that was just full steam ahead. 
The store also ran into a problem that has been 

pervasive in the hardware retail industry. While some 
more established suppliers were supportive, others 
have leaned over into what some might describe as 
price-gouging, especially when it came to personal pro-
tective equipment (PPE).  

As Adrian pointed out, with most of the sales reps not 
on the road (a good move), there was less that most com-
panies could do directly. But others at least maintained 
their support.

We always get the usual above board service from the likes 
of Soudal, Sutton Tools, Bremick and Makita. All are help-
ing us think outside the box in terms of what to stock and 
helping with POS.
On the negative side, especially when it comes to face 

masks, there have been some unexpected price increas-
es.

I literally only just last week [early August] started getting 
things like P1 and P2 dust masks back in stock. I initially 
had those ordered in February. So I had orders, basically 
from February and March, that were just waiting to get 
filled. 

Top,a stand-alone display from Kilingspor 
helps to expand display space. Adrian likes 
the way Klingspor sells its cutting wheels on a 
technical basis. Middle, the Sika display is also 
a standout in the store. Bottom, clear colour 
coding on Paslode products gives them a clear 
identity in the store.
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Suppliers did talk about price increase because the AUD 
dropped when it all first hit. That was understandable. But then 
[exchange rates] sort of levelled out again. Suppliers turned 
around and said, “Well, actually, because it’s levelled out, 
we’re not going to pass on the increase.” 
Then there’s been a couple of the suppliers, the ones that I’m 
getting some of my safety products from, that have 
still passed it on. So I’ve had a box of dust masks 
that used to cost me $25 is now costing me $60. 
And I understand you’ve got to put the price up, 
but I’m trying to keep the margin low. So we’re not 
making anywhere near as much as what we nor-
mally would because I try to [compensate price for 
my customers].
Looking into the future, as the pandemic 

continues, but is safely under control in Sydney, 
Adrian sees the construction economy slowing, 
but continuing to be viable, even prior to the 
release of a Sars-CoV-2 vaccine.

I can’t see too much changing for us apart from 
the only thing that might possibly happen is the 
amount of people that are allowed on work sites. 
So whereas normally a construction site might have 
200 workers on there, they’re definitely going to 
have to limit that from now on. 
So it’s going to be very interesting to see what hap-
pens in that. I think a lot of is more or less going to 
revolve around the social distancing, the amount 
of people in a job site or any of that sort of stuff. I 
think that’s what a lot of it’s going to focus on up 
until we get a possible vaccine.

Results
Over the two years that Adrian and Alan have 

been improving Bondi Junction Hardware there 
are several key metrics which indicate the store 
has taken the right approach. 

The store is, of course, something of a niche re-
tailer. That niche is really defined by its location, 
and you could state its mission as being some-
thing like: given the space restraints, what is the 
product selection, range, pricing and layout that 
will optimise the usefulness of the store to its 
immediate community? That question is made 
more complex by the fact that this community 
changes as construction projects come and go in 
the very active business districts of Sydney.

One very good metric to judge the success of a 
smaller store in an active environment is ticket 
size. With limited, niche trade traffic, how much 
is spent on each transaction is a vital measure of 
success.

Strong brand colours help some products stand 
out. Top, Sabco green makes the brushware 
easy to find. Middle, Cowdroy blue helps Adri-
an build an identifiable display in the store. 
Bottom, C&A Brushware provide great colours 
to make their different grades of paint  brushes 
stand out.
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According to Adrian, the average transaction size is a 
healthy $100-plus. That compares favourably to the smaller 
average transaction size of $30 to $40 many stores have. Of 
course, equally, given its position and the predominance of 
trade customers, there are fewer transaction. Around 500 a 
day may be a comparable average for stores elsewhere, while 
Bondi Junction Hardware typically does fewer than 200. That 
said, for a smaller store, the combination of high ticket sales 
and fewer transactions is much better than mid-range tickets 
and mid-range transactions numbers.

That is in a store where the total area is 750 square metres, 
and of that only 105 square metres are for the store area itself 
(the rest is the timber yard).

Working for an owner who is an accountant, it is also 
important to make sure that the gross profit numbers are 
heading in the right direction. As Adrian tells us, he and Alan 
have managed to make that happen. Like most good retailers, 
this has not been as simple as just bumping up the prices.

The owner keeps a close eye on the figures. Since I’ve come 
on board I’ve been able to reduce the spending, I’ve been 
able to increase the sales. Which has meant we’re making 
about 10 points more, on the gross profit. 
It’s not through raising prices. A lot of it was through decreas-
ing some of the prices. But when you decrease, you start to 
sell more, unit price drops. So you might directly seem to lose 
a bit of gross profit, but then with the volume you sell, it tends 
to make up for it. It was a matter of looking at stuff like that.

Analysis
Every hardware retail operation that is managed with 

passion and commitment — as Bondi Junction Hardware 
evidently is — can reveal something about the industry as 
a whole. In this case there are two elements that are clearly 
revealed.

The first is just how long and difficult the chain of interac-
tions between the production of a product and its eventual 
sale on a shelf in a hardware store really is. As part of that, it 
is also necessary to recognise just how interdependent each 
of those steps is. Design a great product, such as a paint-
brush, manufacture it economically 
enough that it can have a competitive 
price, convince stores to stock it — and 
then sales fail because the packaging 
is the wrong colour. Or even, because 
the manufacturer has worked out it is 
the wrong colour, but the process for 
restocking in the new packaging does 
not work for retailers.

It’s been a longtime familiar phrase 
that “retail is detail”. But what has hap-
pened over the past 10 years is that the 

A Google Maps overview of Bondi 
Junction Hardware and its environs. In 
contrast to the area directly to the north, 
its neighbours are under four floors in 
height.
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need for that kind of attention to detail has slowly crept up 
the supplychain. One reason for that, as Adrian pointed out, 
and as every single retail store manager needs to acknowl-
edge, is that Bunnings has changed the game. As HNN has 
pointed out quite frequently, the store layout and product 
presentation in a Bunnings store may look casual, or even a 
bit “messy”, but usually these are the result of considerable 
thought and analysis. High volumes of foot traffic and pur-
chases tend to quickly identify areas that need improvement.

As part of that, suppliers have changed to understand that 
they need to look at product/market fit in terms other than 
constantly pushing for higher volumes of sales. Bremick’s 
marketing of a 1kg size container of nails is a classic example 
of this, as is Duralex’s attention to minimum order size and 
product sizes across its spread of products.

The second element, and in many ways the single most 
important lesson to learn from Bondi Junction Hardware, is 
the importance of the hardware community. In this case, we 
don’t mean the interaction between the store and its sur-
rounding community of customers (though, of course, that 
is also important), but the community made up of retailers, 
wholesalers, buying groups and manufacturers/importers. 

HNN has to say that this is the point in the market where 
the HBT buying group simply outperforms any equivalent. 
Greg Benstead, the current CEO of HBT, has done a great job 
continuing the tradition started by Tim Starkey, who was 
responsible for so much of HBT’s success. 

In brief, that tradition is about everyone in the hardware 
community simply getting their fair share. That doesn’t mean 
bargaining down supply prices to almost unsustainable lev-
els, but it does mean rewarding a group of retailers for selling 
better volumes of product. It also means rapidly forming alli-
ances in the market that simply make sense, and that are not 
overwhelmingly determined by past history and some less 
than positive emotional attachments. It’s about doing hard-
ware in a way that makes sense, so that everybody benefits.

Take, for example, Bremick helping Bondi Junction Hard-
ware to restock. Yes, it is good business, but it can only work 
in a situation where both sides of the deal have faith that the 
other side will fulfil both the written contract, and the un-
written contract of dealing decently with each other. Sutton 
Tools supplying new racks, Romak laying the stock in-store, 
and countless other examples speak to this as well.

There are people who have found a “home” in certain hard-
ware buying groups and brands, and one cannot really argue 
with that. But it has to be said that, in creating community, 
that is only ever going to really work in a situation where 
there is not the drive to produce profits at all costs to satisfy, 
in the end, investors who own stock in a buying group, or its 
holding company.



For more information and  
membership application call

1300 305 719

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

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

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

http://hbt.net.au/
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Sars-CoV-2 and the disease it causes, COVID-19, 
has had a very direct and immediate effect on retail, 
causing stores to close and customers to stay away. 
But could it also have a longer-lasting and more 
fundamental effect, as science and new technical 
capabilities assume a prominent place in social and 
economic life?

In the past, technology is known to have direct-
ly affected human evolution. For example, recent 
studies have indicated that Homo sapiens discov-
ered fire far earlier than previously thought. That 
discovery, along with the ability to cook food, rad-
ically changed the species’ physique. According to 
an article in Smithsonian magazine, describing the 
theories of Richard Wrangham (Smithsonian):

Retail as audience
Is software evolving us, and how will it evolve retail?

https://www.smithsonianmag.com/science-nature/why-fire-makes-us-human-72989884/
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Cooking breaks down collagen, the connective tissue in meat, 
and softens the cell walls of plants to release their stores of 
starch and fat. The calories to fuel the bigger brains of succes-
sive species of hominids came at the expense of the ener-
gy-intensive tissue in the gut, which was shrinking at the same 
time — you can actually see how the barrel-shaped trunk of the 
apes morphed into the comparatively narrow-waisted Homo 
sapiens. 
Viruses and the tools used to counter them have also had 

an effect on humans. How much of an effect? According to 
one theory, viruses helped drive the need for male/female 
sexual repoduction (Science Focus):

A leading hypothesis for the origin of sexual reproduction is 
that it may have evolved as a way of allowing large organisms 
to shuffle their genes fast enough to keep up with the muta-
tion rates of disease organisms, including viruses. 
There is also some thought that viruses might have direct-

ly affected DNA. And it is certainly true that in the past vi-
ruses acted to genetically select certain (immune) individuals 
over others. More recently, the advent of effective vaccines 
was one of the keys to opening up the global economy — a 
kind of cultural mutation. 

Today, opinion remains split over whether the Sars-CoV-2 
pandemic is a disastrous interlude, or a signal of fundamen-
tal change to come, a moment of another cultural evolution. 
The first approach assumes that “normal programming” will 
resume once the scientists take care of the problem (and the 
politicians accept the accolades), the second that we are see-
ing the beginning of a different future to the one imagined as 
recently as 2018.

That “different future” would be made up not only of 
increased awareness of the potential of pandemics, but also 
the changes brought about by the tools we use to counter 
the virus. At the onset of the virus, most governments world-
wide really used resources dating back to the 1990s to defend 
against it. As those tools now begin to be radically updated, 
we could see a change not only in community health practic-
es, but also in government activity, and even commerce.

The whole catastrophe
It’s worth considering, for a moment, exactly what a 

catastrophe, such as the pandemic, really is. “Catastrophe” 
has two main meanings: the result of a disaster, and — cu-
riously — the denouement, the final, climatic development 
of a classical tragedy (such as Macduff killing Macbeth in 
Shakespeare’s play). The latter was its original meaning, and 
it began to be used for the former in the mid-18th Century.

So there is a commingled sense that catastrophes are at 
once surprising and yet often seem to have been predictable 
after the event: the volcano that erupts, the earthquake along 
a known faultline — or, indeed, a pandemic taking a shape 

Retail as audience
• To what extent will the pandem-

ic alter the Australian economy, 
and retail in particular?

• One clue might be to look at 
why some countries did better 
at containing the pandemic than 
Australia.

• As information becomes more 
important to performance, Aus-
tralia is one of several countries 
lagging behind.

• One key may be to see econo-
mies and society as evolving to a 
post-manufacturing state.

• Retail in post-manufacturing 
would look beyond the store, 
and focus on customers as an 
“audience”.

• Quality of life is likely to become 
increasingly important, over the 
ownership of things.

https://www.sciencefocus.com/the-human-body/how-much-do-viruses-drive-evolution/
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foreshadowed by both scientists and science fiction writers 
for decades.

Given those warnings, it’s not really possible to put these 
events down to “bad luck”. What they really are, typically,  is 
what Americans would term “a wake-up call”. What catastro-
phes really do is to point out the significant gap that has 
developed between the accepted and expected view of things, 
and the actual, underlying reality. 

The problem, of course, arises in determining where that 
gap really exists. After the sinking of the Titanic, for exam-
ple, it might have been tempting to undertake an extensive 
study of icebergs. The reality, though, was that the shipwreck 
revealed Edwardian England did not know as much as it 
thought it did about both metallurgy and ship design.

It is just so with the pandemic, as well. For example, there 
has been a persistent desire to see its lesson as being, in one 
way or another, that “China is bad” (because it was the origin 
point of the Sars-CoV-2 virus). China, in this case, is just the 
iceberg. Of course it has all the attractions of the “blame the 
iceberg” approach: no one is really to blame (except China), 
and the world can be said to have been behaving perfectly 
(except China).

But blaming China is not, self-evidently, going to stop the 
next pandemic — nor will it help nations of the world recover 
from this one. Which raises the question: what will help stop 
another pandemic, and possibly hasten recovery from this 
one?

One clue might be to look at the practices of those nations 
that have been successful in stemming the effects of the pan-
demic, often securing better economic outcomes as well. The 
approach to the pandemic in nations such as Australia, the 
US, and the UK, as well as much of the EU (except Germany) 
has been to see it as a matter of people interacting with a vi-
rus. This has resulted in an emphasis on moving people with 
some probability of having contracted the virus into some 
form of medical detention. (HNN notes that the word”quar-
antine” is frequently used incorrectly. You cannot, technically, 
quarantine someone who is known to have a target disease. 
It’s purely a preventative measure — 
and originally lasted 40 days, which is 
the origin of the word.)

Other countries such as South Ko-
rea, Taiwan and Germany, have taken 
an information approach instead. 
Their emphasis has been on contact 
tracing combined with extensive, ear-
ly testing. One reason why all three 
have adopted that approach is due to 
the legacy of their prior experience 
with other diseases in recent times. 

Transfer of a Covid-19 positive patient in 
South Korea. The level of PPE available 
and utilised far exceeds that employed 
for the majority of such operations in 
Australia.
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Mistakes they made then taught them the benefits of contact 
tracing. South Korea fought off Middle Eastern respiratory 
syndrome (MERS) in 2015, and Taiwan was hard-hit by severe 
acute respiratory syndrome (SARS) in 2003. Germany suf-
fered a major outbreak of e. coli in 2011 — 3,950 people were 
affected, 53 died, and 800 suffered hemolytic uremic syn-
drome, which can lead to kidney failure.

Writing about the South Korean response, Bloomberg 
(Bloomberg) had this to say:

South Korea’s CDC has about 100 epidemiology investigators, 
up from just two during the MERS outbreak. During a large 
potential outbreak, several are pulled for the Immediate Re-
sponse Team, which usually has about six to eight members.
On any given day, officials investigate potential flareups at 
diverse locations from church group gatherings to clubs for 
badminton or exotic cars. Infections at low-risk facilities are 
first handled by municipal health officials, while an Immediate 
Response Team is called in for high-risk locations.
Germany has instead relied on the rapid recruitment of 

workers from an array of fields, coordinated by a central 
authority, according to National Public Radio (NPR) (https://
www.npr.org/sections/health-shots/2020/06/22/880803278/
how-germany-staffed-up-contact-tracing-teams-to-contain-
its-coronavirus-outbreak):

Across Germany, there are about 
400 call centres ... each filled with 
dozens of operators fielding calls 
from worried citizens, taking first 
steps at contact tracing and referring 
callers to medical personnel.
...
”We’ve recruited staff from other 
district authorities, including social 
services, but we also have traffic 
wardens and librarians working for 
us,” says Dr Uwe Peters, director of 
the Pankow district health authority. 
“We’ve even recruited gardeners 
from parks and recreation. They all 
help man the hotline. We also have 
students helping out and we’re 
about to be allocated five soldiers as 
well.”
Peters says that when the pandemic 
hit, he scrambled to hire tracers, 
transferring many from other district 
offices that had been shut down 
because of the pandemic and dou-
bling his staff to around 300 workers.
The Conversation indicates that 

Taiwan made similar efforts (The 
Conversation):

Top, while mask wearing was not univer-
sal in Taiwan,it was far more common 
than in Anglo nations such as the US, the 
UK and Australia. Bottom, with a pop-
ulation of 24 million, Taiwan has been 
producing more than 13 million masks 
per day since March. Recently, Taiwan 
has increased output to 20 million.

https://www.bloomberg.com/news/articles/2020-07-25/these-elite-contact-tracers-show-the-world-how-to-beat-covid-19
https://www.npr.org/sections/health-shots/2020/06/22/880803278/how-germany-staffed-up-contact-tracing-teams-to-contain-its-coronavirus-outbreak
https://www.npr.org/sections/health-shots/2020/06/22/880803278/how-germany-staffed-up-contact-tracing-teams-to-contain-its-coronavirus-outbreak
https://www.npr.org/sections/health-shots/2020/06/22/880803278/how-germany-staffed-up-contact-tracing-teams-to-contain-its-coronavirus-outbreak
https://www.npr.org/sections/health-shots/2020/06/22/880803278/how-germany-staffed-up-contact-tracing-teams-to-contain-its-coronavirus-outbreak
https://theconversation.com/what-coronavirus-success-of-taiwan-and-iceland-has-in-common-140455
https://theconversation.com/what-coronavirus-success-of-taiwan-and-iceland-has-in-common-140455


65

hnn.bz

The Taiwanese government acted quickly to control its bor-
ders. It activated a Central Epidemic Command Centre (CECC) 
on January 20 to coordinate cooperation across different gov-
ernment ministries and agencies, and between government 
and businesses. The CECC also coordinates big data analytics, 
testing, quarantine and contact tracing.
Taiwan’s National Health Insurance Administration and Nation-
al Immigration Agency worked together to 
identify suspected cases for COVID-19 test-
ing, integrating their databases of citizens’ 
medical and travel history. Since late March, 
all new arrivals must quarantine for 14 days.
CECC also partnered with police agen-
cies, local officials and telecom companies 
to enforce quarantine with the support of 
mobile phone tracking. Local officials would 
call quarantined citizens to ask about their 
health and bring them basic daily supplies if 
required. 
It is also the case that many of these 

early, successful approaches have run into 
trouble at a later stage. The record for coun-
tries being able to control the pandemic 
when restrictions are lifted, no matter how 
good their contact tracing may be, is poor. 
Most have attempted to balance economic 
activity against pandemic spread, and most 
have, unfortunately, not found that balance.

That said, those early successes still 
stand as examples. Contrast those ap-
proaches with, for instance, that of the Aus-
tralian state of Victoria. It has emerged that 
while other states took up the technology 
offered by US tech company Salesforce, con-
sisting of a package of information prod-
ucts to assist with contact tracing, Victoria 
did not. Rumours suggest that the “system” 
that eventuated was made up of photo-
copies, whiteboards, and poor inter-agency 
cooperation. Only on 8 September 2020 was 
it announced that the Salesforce system 
would be deployed — well after stringent 
Stage 4 restrictions, expected to last from 
August through to November, were put in 
place.

It is evident that there has not been a lot 
of knowledge transfer between adjacent 
states, let alone on an international level. 
But why is that? Why, when it is complete-
ly contradictory to their own interests, do 
regional and national governments forego 
learning from others?

While a lack of good information flow is one 
thing when it comes to fighting the pandemic, 
what has been amazing is the flood of disin-
formation. We’ve seen what should have been 
reliable sources promote treatments that have 
no validity, and even simple precautions such 
as wearing masks in public have been disputed. 
Below are “fact checks” from the World Health 
Organisation (WHO) on popular fallacies.
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To find an answer to that it’s worth looking at a more 
extreme case, of quite sophisticated, high-tech information, 
and how that is being used or not used. What has become 
of COVID-19 tracing apps for smartphones is just such an 
example.

There have been basically three waves of developments in 
these tracing apps. The first wave saw a number of national 
health departments — including Australia’s — attempt to 
devise their own apps. Which, of course, as anyone who has 
worked with iBeacons could have told them, had little poten-
tial of ever working. That’s because these apps would have  
to be loaded at all times, and at the very least present in the 
background in order for Bluetooth handshake communica-
tions to be received. And while a user can control what app 
is active, they have limited control over what remains in the 
background.

In the second stage, Apple and Google cooperated on 
altering their mobile operating systems — iOS and Android 
respectively — so that apps could better use Bluetooth for 
tracing. In the third stage — currently active — Google and 
Apple have altered their operating systems so that all users 
need to do is flip a switch in settings, and they will begin 
recording contact tracing data. There is no need to download 
an app for this, though an app is required for users to post a 
notification that they have tested positive to Sars-CoV-2.

For some reason, the way in which these systems operate 
seems to confuse people. Here is Apple’s basic description:

The Exposure Notifications system harnesses the power of 
Bluetooth technology to aid in exposure notification. Once 
enabled, users’ devices will regularly send out a beacon via 
Bluetooth that includes a random Bluetooth identifier — ba-
sically, a string of random numbers that aren’t tied to a us-
er’s identity and change every 10-20 minutes for additional 
protection. Other phones will be listening for these beacons 
and broadcasting theirs as well. When each phone receives 
another beacon, it will record 
and securely store that beacon 
on the device.
At least once per day, the sys-
tem will download a list of the 
keys for the beacons that have 
been verified as belonging to 
people confirmed as positive 
for COVID-19. Each device 
will check the list of beacons 
it has recorded against the list 
downloaded from the server. If 
there is a match between the 
beacons stored on the device 
and the positive diagnosis list, 
the user may be notified and 
advised on steps to take next.

Salesforce has a very good “playbook” 
for coping with re-opening during a 
pandemic. You can download the PDF by 
going to: www.salesforce.com/work/

https://www.salesforce.com/work/
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So, to summarise: your smartphone interacts with any 
other smartphone within Bluetooth range, recording its cur-
rent unique ID (UID) number, as well as details about signal 
strength (to indicate distance), and your current location. All 
that data stays on the phone itself, it is never shared. Once 
a day or more, the phone grabs data from central repository 
that includes all the UIDs for people who have tested posi-
tive. Your phone checks this against the UIDs it has recorded, 
and if there is a match, it can tell you where and when a con-
tact took place, how close you were (approximately) and how 
long it went on for.

In this latest iteration, while the tracing has gone very 
broad by allowing people to simply “opt-in”, rather than 
download an app, it has also gone very narrow. These sys-
tems can only be set up by the government authorities nom-
inated by Google and Apple. In the US, that is each individual 
state, and in Australia it would be the federal government.

Thus it may come as something of a shock to Australians 
who have downloaded, for example, iOS 13.7 or iOS 14.0 on 
their Apple device to find that, while they have the option to 
turn on these notifications, in practice they cannot -- because 
there are (as of mid-September 2020) no services set up in 
Australia. That is likely particularly shocking to Victorians 
who could reasonably expect the federal government to be 
throwing everything it can into virus prevention.

It needs to be noted at this point that both Apple and Goo-
gle are at least partially to blame for the slow early develop-
ment of pandemic tracing smartphone apps. The early efforts 
to make these apps work ran into aspects of smartphone 
operating systems designed to improve usability and security. 

What developers needed to do was to have apps that could 
go into “permanent” background mode, so they would not be 
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shut down automatically, and while in that background mode 
could send and receive Bluetooth communications.

There are message boards online filled with smart pro-
grammers trying to work out ways to semi-hack Apple’s iOS 
to make this happen. In the end, you could get close, but 
every hack would either eventually fail, or be disallowed by 
Apple — which has the power to reject any and all iOS apps.

The change needed to iOS was quite trivial, and would have 
taken less than a month to implement. Instead, Apple chose 
to wait until it had developed its own, comprehensive system 
— which only was finished four months after the start of the 
pandemic. We can only guess at how many lives would have 
been saved, and how many people might have been protect-
ed from COVID-19 had Apple made a better decision. As it 
often does, the company preferred delaying development to 
achieve a polished result over rapid deployment of a rougher 
solution — the wrong response during a pandemic. The com-
pany simply did not have an available response to the idea of 
“emergency”.

This highlights what has become a very pressing problem. 
Through a lack of technical expertise, governments are in-
creasingly ceding what should be decisions they get to make 
to tech companies. Apple has made what is really a policy 
decision. As those of us who have dealt with the company as 
a developer for any extended period of time know, Apple is 
really not qualified to make good choices in that area.

Apple’s response to that criticism would 
likely be that it wanted to ensure that 
COVID-19 tracing was centralised -- that 
centralisation being a key feature of Apple’s 
own structures. But the choice through the 
first eight months of the pandemic was not 
been between having a range of dissimilar, ad 
hoc apps versus a prime centralised system. 
Instead it has been between having ad hoc 
apps, or virtually no effective apps at all. 

As a result of these policies, Australia is 
not the only nation to struggle with apps for 
tracing COVID-19. A good example of how 
such technological solutions  tend to “lock 
up” others working in providing tracing is 
detailed in the NPR article quoted above on 
German efforts to contact-trace the virus:

This week, Krummacher and her colleagues 
suddenly had help from the government’s 
new contact tracing app that uses GPS and 
Bluetooth technology to trace coronavirus 
infections. It has been downloaded more than 
10 million times. But before the app’s launch, 
Krummacher told NPR she wasn’t sure how it 
would affect her work.

From the Mayo Clinic in the US:
Figure A, Infectious spread occurs expo-
nentially through interactions that occur 
starting with an infected individual. 
By recognizing index exposures, it is 
possible to isolate exposed individuals 
from the population, mitigating further 
spread. B, Two examples of contact 
tracing are shown. In the left panel, 
identifiable user data are aggregated on 
trackable devices (1), sent to a central 
authority (2), compiled into a centralized 
data set (3), and because all users are 
identifiable, the authority approaches 
users or law enforcement directly to 
isolate exposed individuals (4). In the 
right panel, user data exist on personal 
devices (1) but are fully de-identified 
when transmitted to a central authority, 
keeping the user’s identity private (2). 
The central authority then aggregates 
data only knowing infectious status of a 
specific de-identified location history (3) 
and these data are available for import 
to the user’s devices in which personal 
location history has been stored (4). It 
is then the user’s device that informs 
the user of potential exposure due to 
overlap with infected paths (5).
For more information: Mayo Clinic

https://www.mayoclinicproceedings.org/article/S0025-6196(20)30424-9/fulltext
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”It’s not really clear what we will do with this information,” she 
said of the data the app will relay to health authorities like her.
Because of Germany’s strict data privacy laws, the names of 
those who report themselves as infected won’t be used. This 
makes Krummacher nervous.
”How do we make sure that the person pressing the button for 
‘I’ve tested positive’ is not just doing it for fun, like a hoax?” she 
said.
Just to be clear, what’s happening here is that a new, fast 

form of contact data is being provided, but a difficulty arises 
because it is different from the old, slower form of data. It’s 
likely this is also what is playing out in Australian states and 
territories when it comes to the newest generation of smart-
phone apps.

It’s a complex situation, made up of several parts. To begin 
with, while the  data from the app looks somewhat the 
same as that from standard contact tracing, and is directed 
at a similar goal, there are actually substantial differences. 
Standard contact tracing is all about developing a connected 
graph of the path infection has taken, or may take. The apps 
are about recording random potentials. Apple and Google 
have acknowledged this difference by changing the descrip-
tion of their service from “contact tracing” to “exposure notifi-
cation.” 

What this means is that, while the two types of systems 
may have overlaps, in general they operate in parallel. That’s 
the approach they adopted in Switzerland, where, according 
to an article in Wired magazine online, it is having some suc-
cess (Wired):

In Switzerland, 35 percent of smartphone users have down-
loaded the national contract-tracing app. Carmela Troncoso, 
an assistant professor at the Swiss Federal Institute of Technol-
ogy who is leading the country’s digital contact-tracing effort, 
says 26 people recently reported testing positive, and went 
into quarantine, after receiving an alert via the app. Others 
may have received alerts and chosen to self-quarantine, she 
says.
Switzerland is reporting several hundred new positive cases 
a day on average. Troncoso and her colleagues believe the 
app is cutting off some crucial new lines of infection. “Every 
single positively tested person in quarantine makes a differ-
ence,” says Salathé Marcel, an epidemiologist involved in 
the country’s Covid-19 response. “Because every single such 
case could potentially have kicked off the next super-spreader 
event if they had not been in quarantine.”
Beyond different kinds of data, Apple’s misunderstand-

ing of what has needed early in the pandemic, and different 
approaches to combining or not combining systems, what’s 
really stopping the use of this technology is simply how 
very new it is. We’ve all grown accustomed to the prolifera-
tion of smartphones, especially in Australia, where Deloitte 
estimates over 90% of the population over 14 years old owns 

The Google Play listing 
for the SwissCovid app, 
the first to use the full 
Google/Apple frame-
work. 

https://www.wired.com/story/why-contact-tracing-apps-not-slowed-covid-us/
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at least one device. However, the real consequences of this 
distribution really have yet to sink in. 

Imagine for a moment that there was an alternative way to 
track exposure, through a small electronic device you could 
wear. This might cost just $14 to produce, and would do much 
of what the Apple/Google effort does. To achieve the same 
penetration in Australia, you would have to finance, build and 
distribute around 18 million devices. Even if you limited the 
distribution to just the state capital cities, you would need 
at least 12 million devices. It would just be inconceivable to 
achieve this.

(However, plans for such devices are available, using pur-
pose-built open source software Epidose running on a Rasp-
berry Pi Zero W: https://www.spinellis.gr/blog/20200520/)

When we talk about the evolutionary nature of challenges 
such as pandemics, we could also talk about this in terms 
of the evolutionary nature of the solutions to pandemics. 
Modern vaccines that targeted diseases such as polio, measles 
and smallpox helped to radically change modern life, beyond 
simply nearly eliminating those diseases. 

It’s likely that the evolutionary tool that is going to emerge 
from this pandemic is the smartphone, or, more generally, 
the ability to run software on a small device that combines 
sensors and communication, and is near ubiquitous in its 
distribution.

Post-manufacturing
Restated, the problem of Sars-CoV-2 virus and the pandem-

ic it has caused really has to do with the way in which linked 
global societies have managed only a partial transition to an 
information-driven environment. Manufacturing, finance 
and product development have been globalised, but not dis-
ease detection, prevention, and treatment.

It’s helpful to look at this situation in terms of a historical 
change that is underway. The best label we can come up with 
for this change is “post-manufacturing”. 

Post-manufacturing does not, of course, refer to an an 
economy which has stopped making objects, such 
as cars. What it does refer to is an economy where 
the growth in value has shifted from the manufac-
turing processes themselves, to the ability of the 
products produced to successfully interact with 
software.

Of course, this is not the first time that the econ-
omy has taken this kind of turn. From around 1890 
to 1930, the same thing could have been said about 
electricity, where engagement with this technology 
became central to economic growth. Electricity was 
joined by the internal combustion engine from 1910 
to 1940, plastics from 1920 to 1970, and, post-war, 
from the mid-1950s to the early 1980s, transistors.

Everything you need to make a COVID-19 
tracker: a Raspberry Pi Zero W, MicroSD 
card, small red LED, 330 Ohm 0.25 W 
resistor, and, of course, a single SPST 
momentary push button. 

https://www.spinellis.gr/blog/20200520/
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That said, software is emphatically different from all these 
other economy-boosters. It is not produced by industrial 
means, but rather results from the practical application and 
distillation of knowledge itself. It responds to issues of scale, 
economically, but does not require scale to be produced, open-
ing up the potential for different methods of development, 
production and distribution, such as open source.

Those characteristics means its capacity to add value is 
both astonishing, and yet uncertain. A prime example is 
provided by Tesla, the most successful global maker of elec-
tric cars. Founded in 2003, the company completed its initial 
funding round in 2006, and launched its first vehicle in 2008. 
The Roadster was a Lotus sportscar powered by electric bat-
teries. When Tesla launched its Model S four years later, the 
automobile as software was finally achieved. 

The Model S isn’t just about electric motors, it’s also about 
near-autonomous driving, which has the capacity, when 
developed into fully-autonomous driving, to help change 
national economies. What we’re talking about, basically, is a 
single-purpose robot as car.

Despite the evident success of early post-manufacturing 
businesses, it’s easy to understand why making the necessary 
shift is so hard. Manufacturing, in its more modern sense, has 
been with us now for over 200 years, dating back to the late 
18th Century. Mass production took off, firstly in the US, in the 
1850s, and was, indirectly, a contributing cause to the Ameri-
can Civil War. In the early 20th Century, it came to reshape the 
US and other economies, helped by electrification of factories 
and better techniques in steel production.

During World War II manufacturing developed further 
techniques of scale, and this 
helped to fuel the post-war boom 
of the 1950s and 1960s. It hit histor-
ic highs as the chemical industry 
developed new materials, in partic-
ular polymer-based plastics.

Beside boosting economies, 
manufacturing also influenced the 
way things were done everywhere 
in society, along with a responsive-
ness to the organisational princi-
ples of the military, to which most 
working people had been exposed 
during the war years. Schools, 
hospitals, restaurants, police and 
even governments all shaped 
themselves around manufacturing 
principles. It has become, especial-
ly for the past 75 years, simply the 
way things get done.

As battery capacity increases, and sales 
grow, forecasts are that electric cars will 
reach price parity with fuel-powered ve-
hicles before 2025. While many current 
manufacturers are taking the route of 
producing luxury cars, such as the Lucid 
Air (bottom), there is also room for run-
abouts, such as the Citroen Ami, which 
provides city transport as a registered 
quadricycle (top).
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Yet while many decry the shift of manufacturing to China 
and other low labour cost countries as an economic problem, 
a more accurate view is that what has been transferred are 
those activities that have the lowest future growth poten-
tial. The problem comes down to localities which have lived 
through three successive generations where most families 
were supported by a vibrant manufacturing base, and who 
now find themselves struggling to adapt to change. 

So it is not an economic problem. It’s a social problem. One 
indicator of this is that, while countries such as the US, the 
UK and Australia worry about the shift of manufacturing 
jobs to China, countries in Latin America are also confront-
ing what they overtly refer to as post-manufacturing. Their 
problem isn’t China, however, it’s the increasing automation 
in developed countries, which means those countries are now 
shifting less manufacturing to places such as Mexico and 
Brazil.

Why change is hard
It is obvious that this social problem is not insignificant, 

but it is very important not to get it confused with the 
economics of the situation in a bid to widen its relevancy. 
Solving this particular social problem has proved difficult 
because of a paradox that attends this kind of massive social 
change: in the early stages of the shift, societies try to solve 
the problems of the future with the techniques of the past. 
Explicitly, the shift from manufacturing to post-manufactur-
ing is being seen though the lens of manufacturing. As long 
as that continues, the problems will remain unresolved, and 
without solution.

This is a very complex set of issues, but to look at just 
one aspect of it, what we think of as infrastructure assets 
in a manufacturing economy is very different to infrastruc-
ture in a post-manufacturing economy. 
Roads, railways, bridges, office buildings, 
factories, even public transport systems 
are part of the infrastructure needed to 
boost manufacturing. Post-manufactur-
ing assets are primarily communication 
networks and education facilities. 

One place where we’ve seen the two 
types of infrastructure assets collide was 
with the establishment of Australia’s 
National Broadband Network (NBN). 
This was a classic case of a post-manu-
facturing asset — high-speed internet 
access — being delivered using a manu-
facturing approach. For example, instead 
of allocating high-speed connections 
to regions (mostly cities) that could use 
them to boost new technology industries, 

One indication of the shift to post-man-
ufacturing is the high susceptibility 
of manufacturing and construction to 
automation, while information/knowl-
edge work is, as you would expect, far 
less susceptible.
Source: Mechanical boon: will automa-
tion advance Australia?, from Australia’s 
Department of Industry, Innovation and 
Science. Link.

https://www.industry.gov.au/sites/default/files/June%202018/document/pdf/mechanical-boon_-_will_automation_advance_australia.pdf?acsf_files_redirect
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the NBN privileged remote areas. The result was that many 
high-density urban areas had to wait six years before their 
5 megabits per second (Mbit/s) ADSL connections could be 
replaced with 100 Mbit/s NBN connections.

Contrast that with the way 5G is being rolled out. 5G offers 
a baseline speed of around 200 Mbit/s to 1000 Mbit/s (1 Gbit/s) 
at a moderate distance from transmission towers. As it is a 
wireless standard, much less physical infrastructure is re-
quired. Removed from the artificial social restraints imposed 
on the NBN, it’s being rolled out mainly in dense urban areas, 
where its full potential can be used.

Given this, it’s no wonder that we’ve seen truly bizarre con-
spiracy theories linking 5G towers and transmissions to the 
spread of Sars-CoV-2. While the subscribers to these theories 
cannot quite articulate it, they can sense that something 
different is happening with 5G, and that it is likely to affect 
their lives. While the direct link to the pandemic is, of course, 
utter and complete nonsense, there is some truth to intuition 
these are linked, really as symbols of a potential change.

We’ll know that we’re getting somewhere in the transition 
when, instead of shifting more funding to public infrastruc-
ture construction, money is shifted to the direct re-education 
of people through new facilities and new opportunities. Yet 
that will not be possible nor economical unless the existing 
assets of the post-manufacturing economy are fully utilised.

Post-manufacturing retail
What does this mean for retail, and specifically home im-

provement retail? 
Most of the debate about how retail might change con-

centrates on how much revenue comes in through online 
sources, and how much originates from physical stores. That 
narrative cites some changing numbers for online purchas-
es during the pandemic which could prove “sticky” into the 
future.

A map of Telstra’s 5G coverage in the 
south-east. Where the NBN was oriented 
as much to regional Australia as to urban 
Australia, 5G has a strong urban focus. 
That is largely due to the need for relative-
ly close proximity to transmission towers, 
as 5G works over shorter distances than 
technologies such as 4G.
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It is no surprise, of course, for retailers to discover that 
online retail has jumped significantly. In the UK, this has seen 
online sales climb from a 20% share to a 30% share, while in 
the USA online has lifted from 17% of overall retail sales to 
22%. (These figures are net of car and car part sales, as well as 
restaurant and bar/pub sales.) In Australia, the growth in on-
line sales has surged by 49%, to reach close to 12% of overall 
retail. 

Some individual stores did well out of online. The depart-
ment store Myer, for example, sold $422.5 million online for its 
FY2019/20. This amounted to 17% of overall sales, and repre-
sented a 61.1% increase on the previous financial year.

But if we are thinking in terms of post-manufacturing, it 
is debatable whether the split between physical and online 
sales/distribution matters as much as the industry currently 
believes. If the metric of post-manufacturing is all about how 
much engagement with software it enables, online offers 
itself as a ready place for that. Yet most customers today, and 
for some substantial time, are unlikely to shift from physical 
stores. Evidently, then, the real move for retail over the next 
five years is to increase software engagement in physical 
stores, while boosting engagement online as well.

What would that look like? Even prior to the pan-
demic, one of the retail areas that had begun to crash 
in overseas markets such as the US was shopping 
malls. One aspect of these malls is, of course, variety 
and choice. This provided range and also, hopefully, a 
measure of price competition. 

However, while at one time there might have been 
a degree of competition between outlets, mall man-
agement substituted a “tiered” approach for direct 
competition. Neither Target nor Kmart compete 
directly with Myer, and Myer competes only indi-
rectly with David Jones, for example. And none of 
those compete with Chanel, Louis Vuitton, etc. It’s an 
efficient model, but it’s not customer advantaging. 

Malls flourished when there was not much to 
compete with them. Structurally, the major retail 
areas of cities were less integrated, and their archi-
tecture based on major, dominant stores, rather than 
collections of medium-sized enterprises. Major stores 
located in major cities, which once commanded a 
major share of retail, made efforts in the early 2000s 
to introduce store-within-store offerings in an effort 
to mimic malls. These didn’t work, because they im-
posed extra inefficiencies, both in infrastructure costs 
and intra-store competition.

Online shopping, meanwhile, has moved to pose a 
solid threat to shopping malls, offering both range 
and competition. Where malls once survived by 

 The NAB online retail sales index for July 
2020 shows just how much online retail 
sales grew in Australia during 2020, as 
compared to 2019.
Link

https://business.nab.com.au/wp-content/uploads/2020/09/nab-online-retail-sales-index-july-2020.pdf
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providing an experience that was incrementally better than 
elsewhere, they now face the challenge of attempting to excel 
in their own field. If they have any doubt about this, they 
need only consider the ongoing growth of Amazon, a model 
that has proved to be both successful and ruthless. Amazon 
simply destroys efforts at tiered product/price distribution, 
in part due to its self-competing marketplace products. And 
where that doesn’t produce enough competition, Amazon 
moves in with its high-value AmazonBasics offerings, notably 
in areas such as computer cables and even luggage.

Deprived of their former advantages, what direction could 
shopping malls pursue to ensure their continued viability? 
The one remaining advantage that malls do have is their 
social aspect — they are also gathering and entertainment 
places as well. 

In the past, attempts to add software access to malls have 
not really worked. For example, using iBeacons to provide 
location-based alerts actually encounters the same problems 
that the early COVID-19 tracing apps did: to work, the mall 
app had to be at least in the background. (At least one Austra-
lian company that rolled out iBeacons across over 40 loca-
tions seems to have “pivoted” to being an internet provider 
for developing economies.)

More than that, though, these apps (and most retail apps) 
made a crucial mistake: they concentrated on the shops, 
rather than the visitors to the mall.  What happens if we 
combine these two insights, that engagement with software 
represents the prime growth area, and that attention needs 
to shift from the shops to the shoppers?

Imagine an app where shoppers could click onto a map 
image of the mall and instantly see an overlaid heatmap of 
mall activity based on smartphone tracking. Supposing they 
could then filter that to see heatmaps of people in their age 
group, by gender, people who have similar interests, come 
from similar neighbourhoods, or even who have a similar 
ethnic background.

That kind of market insight would prompt shoppers to at 
least checkout hotspots on that map. This would in turn lead 
to stores creating heatmap-friendly in-store marketing — 
events, videos, specials, and so forth. 

What is really happening in this scenario is 
that the retailers’ view of shoppers is evolving 
from “people who use stores”, to regarding them 
as a retail “audience”. In that circumstance the 
most important thing to track is “ratings” — 
how much attention each retail area is capable 
of attracting. Taken far enough, malls would be 
“programmed”, with coordinated events staged 
to move different demographics to different 
areas.

Denmark-based company Emplate (www.
emplate.it) offers heatmaps of customer 
traffic based on customers running loyal-
ty-point apps on their smartphones. While 
this is largely retroactive rather than live, 
it points to the kind of “audience” tracking 
that would be possible.

https://www.emplate.it
https://www.emplate.it
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To get to that point, malls would have to obtain shopper 
data, and incentivise shoppers to run the app while in the 
mall. That can be done — as long as it is freely recognised 
that this is a substantial, but effective business cost. Mall 
features today lure shoppers to attend physically. More incen-
tives — prizes, discounts — are needed to encourage them to 
attend digitally as well.

Of course, the perpetual good question to ask at this point 
is, if this is such a good idea, why haven’t malls gone down 
this path in the past? 

There are a number of answers to that. Probably the most 
important one is very simply that they just didn’t need to. 
Simply putting together the mall, getting the right tenants 
into it, then managing those tenants was enough to ensure 
success. But in today’s market, all of that infrastructure and 
organisation is little more than table stakes — just like build-
ing a car will, within five years, means very little if it doesn’t 
have great software running it as well. 

In addition to that market driven need, there is also the 
fact that for this to work you need to reach near-ubiquity for 
smartphones. While the overall Australian number might be 
over 90%, one suspects that for, say, the Saturday crowds at 
Melbourne’s Chadstone mall in 2019, it would be close to 98%.

Hardware retail
While that might work for conglomerated retail in shop-

ping malls, what about individual hardware and home 
improvement stores? How would a move to a post-manufac-
turing retail environment affect them?

In terms of looking at the consumer market, HNN would 
predict one major trend will be a big expansion of the catego-
ry of “home improvement” into simply “home”.  Shoppers real-
ly see “home” as being a major category, that subsumes what 
were once several categories. Today, for many households, the 
main expenditure categories are food, home, entertainment 
and transport. 

This is evident in that there are already a large number of 
“crossover” products. For example, where do you go to buy 
smarthome electronics? Bunnings, JB 
HiFi, Officeworks, Myer, Target, eBay, 
Amazon, Banggood, Aliexpress, Mitre 10, 
IKEA, Harvey Norman, The Good Guys, 
the local hardware store? Where you 
go for an air conditioning unit? Or for a 
sink mixer tap for the kitchen, outdoor 
furniture, a barbecue grill?

We are back, once again, to choosing 
whether we want to look at retail from 
the perspective of store owners, or from 
the perspective of shoppers. For past 
generations, “going to the hardware 
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store” was a distinct, often welcome event. For current and 
coming generations that kind of allure is fast fading. Out-
side of shopping malls, they are looking for more integrated 
experiences.

Building trade
When it comes to trade customers, most hardware retailers 

have already made some progress towards the post-manu-
facturing economy. Over the past 10 years, they’ve come to 
increasingly view themselves not as stores selling goods to 
tradies, but as a key part of the logistical supply chain that 
delivers goods to companies and/or direct to project sites.  
They offer facilities such as app-based delivery tracking to 
help integrate more seamlessly with a customer’s business.

Yet, in a post-manufacturing environment, again, this 
doesn’t really offer so much, in comparison with what’s 
possible. If the major area of connection is logistics, what 
can hardware retailers do to increase their engagement both 
through and beyond logistics?

There are two major causes of failure for most building 
projects. The first is poor fiscal management, which usually 
means a poor allocation of risk to reward. The second — and 
even more common — is poor management of single or mul-
tiple projects.

This is one area where there has been genuine progress in 
terms of available software offerings. Two good examples of 
this are Monday.com and Asana . Most legacy project man-
agement systems are management-centric, but these cloud-
based internet software systems were developed from the 
start to be team-centric — which means that much of the 
responsibility for deadlines and project order can devolve 
from managers to team members and leaders.

InstaGantt is an add-on to Asana which 
can display project details in a convenient 
Gantt overview

http://Monday.com
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Any small to medium building project that is not mak-
ing use of software such as this is simply not going to be as 
well-managed and efficient as it could be. One main advan-
tage is that subcontractors can be invited onto the system as 
“guests”, giving them access to project participation and re-
view. The difference, once again, is that this access is granted 
through their smartphones — which means instant, constant 
updates, alerts, group communication and an easy way to run 
virtual meetings where necessary. 

The downside is, of course, that there is a certain amount 
of learning necessary to become competent at making these 
systems work. Which is one of the places where trade-based 
hardware retailers can become involved. For commercial 
customers throughout retail, the ability to provide learning 
resources is likely to become crucial to future success. This is 
already partly true, with many retailers offering demonstra-
tions of new products and technologies, but it will become 
more specific in the future.

At the furthest end of this potential for engagement, we 
are seeing the beginning of the development of systems that 
more clearly lock together the different stages of logistics. 
For example, while when it comes to blockchain-based cur-
rencies, most people think of Bitcoin, one alternative is a 
currency known as Ethereum. Ethereum has been developed 
to enable different kinds of contracts to be built into pay-
ment systems. In one such contract, those who run logistical 
processes would be automatically rewarded for performance. 
On-time, rapid deliver would automatically receive a payment 
premium, and poor performance would result in a reduced 
payment.

Conclusion
As far back as 1966,  the eminent US economist John Ken-

neth Galbraith understood that the prolific industrial econ-
omy came with a number of tradeoffs. In his book “The New 
Industrial State”, he used as an example the development 
and sale of Ford’s original Mustang sports coupe. He outlined 
how, because its development required three and a half years, 
marketing was essential to “lock in” demand as much as pos-
sible. Too much was at stake, in the form of fixed costs, to just 
allow the market to make its own fickle decisions.

His point was that manufacturing through mass produc-
tion made key products available at reduced prices, but it did 
so at the cost of a certain sacrifice of critical regard, and even, 
some would say, individuality. In a key passage from that 
book, Dr Galbraith explains the collision between planning to 
produce a product based on its technical aspects, and plan-
ning to produce a product based on market demand.

!n practice, however, the two kinds of planning, if such they 
may be called, are inextricably associated. A firm cannot use-
fully foresee and schedule future actions or prepare for contin-
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gencies if it does not know what its prices will be, what its sales 
will be, what its costs including labour and capital costs will be 
and what will be available at these costs. If the market is unreli-
able, it will not know these things. Hence it cannot plan. If, with 
advancing technology and associated specialisation, the mar-
ket becomes increasingly unreliable, industrial planning will 
become increasingly impossible unless the market also gives 
way to planning. Much of what the firm regards as planning 
consists in minimising or getting rid of market influence.
The issue, in other words, is one of control. However, if val-

ue shifts from the laborious process of industrial construc-
tion, to the lightning-quick (by comparison) development 
of software, which can also be infinitely altered not only 
post-production, but post-sale as well, then control ceases to 
play quite such an important role. 

Instead of being economically justified, such control be-
comes a kind of social carapace. Little wonder, then, that we 
are living in a time when a significant part of the polity finds 
itself attracted to political “strong men”, who will intervene 
in markets to ensure the continuity of the manufacturing 
ethos — even if that results in an objectively less-productive 
economy.

For others, though, this marks a time of some liberation. 
Elsewhere in this book, Dr Galbraith describes some of what 
is at stake.

I am led to the conclusion, which I trust others will find per-
suasive, that we are becoming the servants in thought, as in 
action, of the machine we have created to serve us. This is, in 
many ways, a comfortable servitude; some will look with won-
der, and perhaps even indignation, on anyone who proposes 
escape. Some people are never content. I am concerned to 
suggest the general lines of emancipation. Otherwise we will 
allow economic goals to have an undue monopoly of our lives 
and at the expense of other and more valuable interests. What 
counts is not the quantity of our goods but the quality of life. 
Quality of life. If retailers, entering the post-manufacturing 

economy, are looking for their over-arching mission state-
ment, then “helping customers enhance their quality of life” 
might be a starting point to consider.
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• The Home Depot  
has been making 
major invest-
ments in supply 
chain distribu-
tion and delivery 
since 2018

The Home Depot will 
open three distribu-
tion centres over the 
next 18 months to keep 
up with customers’ 
demands for speed 
and convenience. Since 
2018, Home Depot has 
been investing USD1.2 
billion to open about 
150 supply chain facil-
ities over five years. It 
is building different 
kinds of distribution 
centres to handle its 
wide range of products, 
from small drill bits to 
bulky items like pallets 
of timber. Stephanie 
Smith, senior vice pres-
ident of supply chain 
development and 
delivery, told CNBC:

We like to say that re-
tail has changed more 
in the past four years 
than in our 40-year 
history. Covid has even 
brought this more to 
light. Customers expect 
to shop whenever, 
wherever, however they 
want whether they’re 
buying a hammer or a 
pallet of pavers,

We’re investing to 
meet the changing 
delivery needs of our 
DIY and pro custom-
ers, whether they’re at 
home, at their job sites 
or picking up in the 
store.

Home Depot wants 
to offer same-day and 
next-day delivery to 

90% of the U.S. popula-
tion. At the company’s 
analyst conference in 
December, it said about 
50% of the US pop-
ulation had one-day 
delivery options.

Nearly half of its 
sales — about 45% — 
comes from profession-
als, even though they 
make up less than 5% 
of its customer base. 
Those electricians, con-
tractors, plumbers and 
other pros are one of 
the reasons why Home 
Depot is focused on 
working out ways to 
quickly move unwieldy 
or heavy items like cab-
inet doors or concrete. 
Ms Smith said:

It’s a very strategic, 
important customer 
where we see a lot of 
growth coming from. 
And generally, in our 
history as a company, if 

we develop something 
for our contractor or 
pro customers and get 
it right, then it works 
really well for our DIY 
customer as well.

One of Home Depot’s 
new facilities will be a 
657,600-square-foot dis-
tribution centre that 
will open by end of 
year. It will help with 
rapid replenishment of 
stores in the south east 
of the country, so the 
products that cus-
tomers want are more 
likely to be in stock.

Another new facility 
is geared toward prod-
ucts carried by box 
trucks, such as local 
deliveries of vanities, 
cabinets and applianc-
es.

The third is a flat-
bed delivery centre, 
which will open next 
year. It will help fulfill 

same-day and next-day 
delivery for oversized 
building materials like 
roofing, fencing or 
drywall. Some deliver-
ies will go to stores and 
others will go directly 
to the job sites of home 
professionals or DIY 
customers.

Home Depot opened 
the first flatbed deliv-
ery centre in Dallas 
earlier this year. It has 
since opened another 
in Baltimore and has 
plans for about 30 to 35 
in major US markets, 
Ms Smith said. The 
large buildings can fit 
flatbed trucks or rail 
cars.

All three new distri-
bution centres will be 
built in Georgia, the 
state where Home De-
pot is headquartered.

Home Depot in the 
delivery economy

continues next page
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The home improve-
ment retailer has been 
looking for creative 
ways to serve and 
reach customers in a 
time of social dis-
tancing. It has seen 
the struggles of small 
business in rural areas 
as the pandemic and 
COVID-19 cases spread 
beyond large American 
cities.

Lowe’s recently an-
nounced it is donating 
another USD25 million 
to its small business 
grant program which 
will focus on rural 
communities where 
some home profession-
als and contractors 
shop at its stores. 
Lowe’s chief brand and 
marketing officer Mari-
sa Thalberg said rural 
businesses face certain 
challenges like limited 
access to capital and 
fewer nearby services. 
She told CNBC:

As we started rec-
ognising where the 
[pandemic] impact 
was being felt, we just 
felt that there wasn’t 
enough conversation 
around the impact in 
rural America.

These grants will pro-
vide support for rent, 
payroll and operational 

expenses to keep busi-
nesses running. The 
donation also helps 
connect both the appli-
cants and grantees to a 
network of local small 
business development, 
support, advocacy and 
capital access organ-
isations. The grant 
recipients will receive 
one year of technical 
assistance post-grant 
to help their survival 
over the longer-term.

In a new initiative 
called “Making It... 
With Lowe’s,” the 
home improvement 
retailer is teaming up 
with US Shark Tank 
judge Daymond John 
to offer hundreds of 
small-business owners 
from underrepresent-
ed communities the 
chance to sell their 
products on Lowes.
com and in store. 
The search will cast a 
wide net and winnow 
the applicants down 
in a one-day, virtual 
pitch challenge. The 
top 10 entrepreneurs 
will then pitch their 
products to a panel of 
Lowe’s executives.

Along with these 
marketing initiatives, 
select Lowe’s stores 
will turn its parking 

lots into drive-in movie 
theatre. The movies 
will be free, but Lowe’s 
will accept donations 
to support relief efforts 
for local small busi-
ness with the Local 
Initiatives Support 
Corporation (LISC), 
a national non-profit 
that’s helping Lowe’s 
distribute its business 
grants. For any dona-
tion made, Lowe’s will 
match two-to-one up 
to USD50,000.

Stores will be closed 
during the events, but 
each car of moviegoers 
will receive a Lowe’s 
movie bucket with 
masks, hand sanitiser, 

sanitising wipes, bot-
tled water and snacks.

Turning to rental
For Lowe’s, the pan-

demic struck as the 
company was trying 
to reboot its image, 
overhaul its website 
and ramp up its busi-
ness among pros and 
contractors (ie. tradies). 
The retailer has used 
the opportunity to 
introduce itself to new 
customers and woo 
back former ones as it 
remained open as an 
essential business. 

It is launching a com-
mercial tool and equip-
ment rental service 

across the US, joining 
its biggest competitor 
Home Depot, which 
already rents trucks, 
power tools and other 
equipment. 

The roughly 
4,000-square-foot rent-
al departments will 
have newly construct-
ed spaces expanding 
the Lowe’s store or 
separate buildings on 
store property. The de-
partments will include 
a mechanics shop, 
onsite cleaning and a 
demonstration zone 
for customers. Equip-
ment reservations 

Lowe’s marketing during the pandemic

Home Depot delivery (cont.)
The distribution cen-

tres were in the works 
long before the pan-
demic caused a surge 
in online commerce. 
Ms Smith said:

I don’t think [the pan-
demic] has changed 
our strategy very much 

— we want to go where 
our customers are 
telling us to go. I would 
say it’s been amplified 
during Covid.

Home Depot’s online 
sales doubled in the 
quarter ended Au-
gust 2, representing 

more than 14% of the 
approximately USD38.1 
billion of net sales, a 
spokesman for the 
company said. That 
proportion was up 
from about 9% in the 
same period last year. 
Total sales growth in 

the quarter — 23% — 
was the company’s 
strongest in nearly 20 
years, it said.
Sources: Wall Street Journal, 
CNBC, Atlanta Journal-Con-
stitution and Homeworld 
Business

continues next page
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check-in and check-out 
can be made online or 
at an in-store kiosk. 

By renting equip-
ment brands like 
Husqvarna, Bosch and 
Metabo HPT, custom-
ers can save on the cost 
of owning, maintain-
ing and storing tools, 
explains Fred Stokes, 
senior vice president of 
pro sales and services 
for Lowe’s.

Items for rent include 
floor and prep installa-
tion, lawn and garden, 
and towable equip-

ment like trenchers 
and concrete mixers. 
Tools for drain clean-
ing, restoration, sanita-
tion and concrete also 
will be available. The 
price will depend on 
the tool and length of 
rental. Rentals come in 
half day (four hours), 
full day and weekly 
increments. 

Mr Stokes said the 
program was planned 
before the pandemic as 
part of the company’s 
strategy to be the “new 
home for Pros”, adding 

that more than 70% of 
pros using tool rental 
businesses. One of the 
top searches on lowes.
com is people looking 
for rentals. He said:

As the new home for 
Pros, offering tool rent-
al is just another way 
we are committed to 
keeping them working. 
Whether a Pro’s tool 
fails on the job, needs a 
repair or they’re look-
ing to try something 
new, tool rental will 
allow them to get back 
to the jobsite faster, 

saving them time and 
money.

Retail tech for 
pros

Earlier this year, it 
launched a free video 
tool for virtual home 
visits to try to entice 
more plumbers, electri-
cians and other home 
professionals to join its 
loyalty program. 

Lowe’s for Pros 
JobSIGHT makes use 
of video, computer 
vision and augmented 
reality tech to help 
pros (tradies) evalu-
ate projects so they 
can provide quotes to 
consumers on a wide 
variety of repair and 
home improvement 
projects.

Pros using the tool 
chat directly with 
homeowners and are 
able to conduct tasks, 
such as determining 
product serial num-
bers and product 
details. They can use 
an on-screen laser 
pointer and augment-
ed reality quick-draw 

tools to work through 
the consultation with 
homeowners. When 
the virtual meeting is 
complete, pros receive 
a one-page summary 
including video and au-
dio, hi-res photos and 
notes for follow-up.

Lowe’s is making Pros 
JobSIGHT free to trade 
professionals until the 
end of October. Those 
who sign up for the 
program also save 5% 
on the big box retailer’s 
everyday prices and 
are eligible for ze-
ro-interest purchases 
using their business 
accounts with Lowe’s. 
Extended payment 
terms are also available 
for them.
Sources: Fortune, CNBC, 
Home Textiles Today, News 
Observer and USA Today

Lowe’s marketing in pandemic (cont.)

Ace Hardware uses Medallia for analytics
Ace Hardware has 

selected Medallia’s 
experience manage-
ment platform and 
Gallup’s global analyt-
ics services to improve 
the customer and 
employee experience 
at its stores.

Aided by Medallia’s 
technology combined, 
Ace Hardware expects 
to better connect with 
customers and employ-

ees. They will be able 
to capture their expe-
riences and take action 
to ensure shopping 
and working at Ace 
continues to be “a fun 
and memorable expe-
rience”. Leslie Stretch, 
CEO for Medallia, adds:

Ace Hardware is a 
great representation of 
what retailers should 
be doing — staying 
connected to employees 

and customers and 
taking action to ensure 
employees and custom-
ers remain at the cen-
tre of their business.

Medallia’s SaaS 
platform, the Medal-
lia Experience Cloud, 
gathers experience 
signals created on daily 
journeys in person, 
digital and Internet of 
Things (IoT) interac-
tions and applies pro-

prietary AI technology 
to reveal personalised 
and predictive insights 
that can drive action 
for business results.

The company said its 
service can help reduce 
churn, turn detractors 
into promoters and 
buyers, and create “in-
the-moment” cross-sell 
and up-sell opportu-
nities.

Ace Hardware has 

also ranked “Highest in 
Customer Satisfaction 
among Home Improve-
ment Retail Stores” in 
the J.D. Power 2020 US 
Home Improvement 
Retailer Satisfaction 
Study. Since J.D. Power 
began surveying the 
home improvement 
industry in 2006, Ace 
Hardware has achieved 

continues next page
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The Home Depot 
said it is “accelerating 
its investments” in 
outdoor power prod-
ucts as it simplifies its 
main brands across the 
category.

In early 2020, the re-
tailer began refreshing 
its presentation of the 
outdoor power catego-
ry to make it easier for 
customers to deter-
mine which equipment 
would best meet their 
needs. It has placed 
more emphasis on its 
battery-powered equip-
ment and grouped 
them by brand.

Sara Gorman, a Home 
Depot spokesperson, 
told Atlanta Business 
Chronicle the compa-
ny paused the rollout 
as stores had more 
pressing matters with 

their response to the 
COVID-19 pandemic. 
She said:

We are focused on the 
most relevant brands 
with the greatest 
adoption.

The branded-bay pre-
sentation features the 
latest in battery-pow-
ered technologies that 
have become increas-
ingly popular among 
DIY consumers and 
professional landscap-
ers.

The Home Depot said 
Ryobi, DeWalt, Milwau-
kee and Makita pro-
vide common battery 
platforms across their 
power tool and out-
door power equipment 
products, which collec-
tively make up the vast 
majority of batteries 
already owned by its 

customers. 
This provides cus-

tomers options and 
flexibility for their 
battery powered 
tools that can be 
interchanged on the 
same battery plat-
form. Ted Decker, 
executive vice pres-
ident – merchandis-
ing, said:

We have been 
extremely pleased 
by the customer 
response to our 
premiere outdoor 
power brands, as 
we improved the 
shopping experi-
ence with a simplified 
presentation.

Similar to prior 
resets in our power 
tool business, outdoor 
power equipment 
(OPE) is being reset and 

positioned by brand, 
and we will complete 
this rollout to approx-
imately 1,300 US stores 
by year’s end.

Home Depot has 
nearly 2,300 retail 
stores worldwide.

In addition to cord-
less outdoor power 
suppliers — Ryobi, 
Makita, DeWalt, and 
Milwaukee — gas-pow-
ered products from 
Toro, Echo, John Deere, 

Ace Hardware analytics (cont.)

this ranking 13 out of 
the last 14 years.

The 2020 J.D. Pow-
er study is based on 
responses from nearly 
2,626 consumers who 
have purchased home 
improvement products 
or services over the 
past 12 months. Ace 
ranked highest among 
major retailers with 
an overall satisfaction 

index score of 844 on 
a 1000-point scale. 
According to surveyed 
consumers, Ace per-
forms particularly well 
in the categories of 
staff and service.

This year’s score is 
based on overall per-
formance in five areas: 
merchandise, price, 
sales and promotions, 
staff and service, and 

store facility.

Q2 momentum
The second quarter 

registered gains at Ace 
Hardware as its role 
as an essential retailer 
in the US during the 
COVID-19 pandemic.

For the quarter, net 
income attributable 
to Ace was USD139.1 
million versus USD53.7 
million in the same 
period, last year. US 
store comparable 
sales jumped up 35.3% 
versus the period a 
year before. In the 
same timeframe, 
e-commerce revenues 
improved by 493% year 
over year.

John Venhuizen, Ace 
Hardware president 

and CEO, said:
Same-store sales 

growth of 35.3% is 
impressive, a 493% 
increase in our digital 
business is incredible, 
but what I’m most 
pleased and impressed 
with is the degree to 
which the Ace team de-
livered on our highest 
priority of protecting 
our people and serving 
our neighbours.

The second quarter of 
2020 was arguably the 
most difficult, unusu-
al and yet perhaps 
rewarding quarter in 
Ace’s history. In order 
to meet this unprec-
edented demand, 
we’ve hired over 900 
additional warehouse 

specialists compared to 
last year, and that pace 
of hiring has continued 
into the third quarter. 
We have also accel-
erated our plans to 
grow our distribution 
footprint in the US 
and will add over one 
million square feet of 
warehouse space in the 
next 12 months.
Sources:

https://bit.ly/2ZGgeEk
https://bit.ly/2FHj70s

Home Depot refines OPE offering

continues next page
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Cub Cadet, Honda 
and Troy-Bilt will also 
be sold through The 
Home Depot.

EGO at Lowes
The EGO brand of 

cordless outdoor pow-
er equipment devel-
oped by Chervon will 
be exclusively available 
at Lowe’s stores across 
the US after being 
dropped by The Home 

Depot. 
Lowe’s said it will 

start selling the bat-
tery-powered equip-
ment online and in 
stores in September, 
and through all of 
its stores by Febru-
ary 2021. The home 
improvement retailer 
said it will also start 
offering SKIL bat-
tery-powered outdoor 
power equipment, also 

owned by Chervon, in 
late 2020. Bill Boltz, ex-
ecutive vice president 
of merchandising for 
Lowe’s, said:

EGO is an undisputed 
industry leader in 
creating cutting-edge 
technology and design. 
This line of cordless 
power equipment is 
trusted by both DIY 
and Pro customers to 
take on any lawn and 

garden project, with 
convenience and ease.

The Home Depot is 
cutting the EGO brand 
from its inventory as 
part of a “reset” of its 
OPE product offering. 
It had been sold at 
Home Depot since 2014. 
EGO products are also 
sold at Ace Hardware.’

Ms Gorman said it’s 
not unusual for The 
Home Depot to “refine 

our assortment” of 
brands.
Sources:

https://bit.ly/3krJHtB
https://prn.to/32C0Iec

Home Depot OPE offering (cont.)

Lowe’s last-mile delivery centre

Home improvement 
retailer Lowe’s Com-
panies Inc. intends 
to open a cross-dock 
terminal in North 
Jacksonville, Florida 
for last-mile delivery.

The facility will han-
dle delivery of bulky 
items like appliances, 
riding mowers, grills 
and patio furniture. 
Corporate communi-
cations manager Steve 
Salazar said via email 
the facility “will enable 
us to provide faster, 
more reliable and more 
predictable delivery 
for our customers on 
the First Coast as we 
continue to grow our 
distribution network”.

Lowe’s announced in 
2018 that it is invest-
ing USD1.7 billion to 
expand its distribution 
network through 2023. 

Mr Salazar said:
We are building a 

network of bulk dis-
tribution centres and 
cross-dock facilities to 
coordinate deliveries 
at a market level and 
reduce inventory at 
regional distribution 
centres and stores.

He said the changes 
will free up space and 
store staff and enable 
next-day delivery 
service for a broader 
range of products.

The dedicated deliv-
ery network also will 
give customers a more 
consistent experience 
across all of Lowe’s 
channels and commu-
nities.

Mr Salazar said 
Lowe’s has opened four 
cross-dock delivery 
terminals in the past 
12 months, including 

three in Florida in 
Orlando, Ellenton 
and Odessa. Daily 
interactions in these 
facilities include coor-
dination between the 
cross-dock terminal, 
third-party logistics 
delivery, bulk distribu-
tion centres and Lowe’s 
stores.

As part of its supply 
chain network expan-
sion, Lowe’s will open 
a West Coast e-com-
merce fulfillment 
centre in Mira Loma, 
California, in October 
2020, which will offer 
faster shipping options 
direct to consumer. 
This fulfillment centre 
will improve two-day 
delivery options to 
reach nearly all of its 
customers nationwide. 
It is the company’s 
second direct fulfill-

ment centre — the first 
was opened in 2018 in 
Nashville, Tennessee.

Over the next 18 
months, the compa-
ny plans to open 50 
cross dock delivery 
terminals, seven bulk 
distribution centres 
and four e-commerce 
fulfillment centres. 
Together, the goal is to 
provide more same-
day and next-day 
service offerings and 
enable faster e-com-
merce shipping across 
the US.

Altered shopping 
patterns and greater 
importance of digital 
marketplaces have 
compelled companies 
to push forward their 
e-commerce presence. 
Lowe’s has already 
opened more than 
13 different facilities 
across the US since 
2018. These facilities of 
varying sizes allow the 
supply chain to nimbly 
respond to meet the 
various needs of cus-
tomers from small par-
cel packages to larger 
items, like appliances, 
grills and outdoor 

power equipment. Don 
Frieson, Lowe’s exec-
utive vice-president – 
supply chain, said:

Providing customers 
more ways to shop 
has never been more 
important, and … the 
progress made in our 
supply chain transfor-
mation highlights our 
ongoing and unyield-
ing commitment to 
enhancing the custom-
er experience in this 
new era.

Opening these new 
facilities will allow 
our stores to oper-
ate more efficiently 
through improved 
flow management and 
inventory visibility and 
improve the customer 
experience with more 
predictable deliveries, 
better in-stock rates 
and faster fulfillment 
options.
Sources:

https://bit.ly/3kkFiZe
https://bit.

ly/2H6mtuC
https://yhoo.

it/33wAkSx
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• B&Q mini stores 
in Asda super-
markets

• Travis Perkins 
is impacted by 
the virus, but its 
Toolstation and 
Wickes stores 
have benefited 
from surging 
demand during 
lockdown

• Kingfisher is 
placing stores at 
the centre of its 
online strategy

Just as chief execu-
tive Thierry Garnier 
was getting ready to 
reveal his strategy for 
European DIY group 
Kingfisher, he was 
interrupted by a global 
pandemic. The crisis 
hit when he was only 
six months into his job. 
He gave an interview 
to The Times where he 
said:

They were classed as 
essential retail, but we 
needed to make them 
safe. We had to do it, 
but it was still very 
painful to have 85% of 
our stores closed for 
four weeks.

Yet in hindsight the 
coronavirus outbreak 
may be seen as having 
helped his cause, giving 
Mr Garnier licence 
to be bolder than he 
might have been and 
accelerating his plans 
to revamp the business 
by focusing on online 
shoppers.

To cater for the accel-
eration in online sales, 
managers dedicated ex-
cess space at the back 
of its stores to fulfilling 
online orders.

The sprawling nature 
of Kingfisher’s opera-
tions was an extra ad-
vantage. The home im-
provement chain has 
982 stores in the UK, 
split between its B&Q 
and Screwfix brands, 

221 French Castorama 
and Brico Depot shops 
and a further 165 stores 
in Romania, Spain, 
Poland and Russia. Mr 
Garnier explains:

France was initially 
quite relaxed about 
customers using cash, 
but we saw that Span-
ish and British con-
sumers were worried 
about the virus being 
on notes and coins, 
so we pushed them to 
bring in contactless 
payments.

As stores started 
to shut in Britain, 
Kingfisher launched a 
new system of picking 
online orders straight 
from B&Q shop shelves 
and rolled out hun-
dreds of click & collect 
sites. As a result, online 
sales have jumped 
fourfold since the 
start of the pandem-
ic. According to its 

figures, online sales 
across Kingfisher grew 
by 202.1% in May and 
225.2% in June, driven 
by a massive up-tick in 
click & collect.

Even when stores 
began to reopen, online 
sales continued to soar, 
helping Kingfisher to 
deliver group like-for-
like sales rose 19.5% 
in its second quarter 
to July 31, and are up 
16.6% in the third quar-
ter so far. E-commerce 
sales soared 164% in 
the first half and now 
represent 19% of total 
sales versus 7% in the 
same period last year.

China experience
Mr Garnier’s strategy 

to drive online growth 
at Kingfisher relies 
heavily on his stint in 
China, where he spent 
eight years running 
Asian operations at 

supermarket chain 
Carrefour. In this role, 
he became used to 
seeing shoppers using 
messaging apps to 
make purchases, and to 
organising hundreds of 
motorbikes to deliver 
groceries from super-
markets at three-min-
ute intervals.

He believes that 
speed is the key to 
achieving success in 
online retailing in 
future. He said:

I think fast home de-
liveries will be the way 
forward. You already 
have thirty minutes 
in China or one hour 
in the United States. 
There is a way for us to 
compete in this and if 
you believe that speed 
is the trend, using our 
store network is a very 
big advantage.

Kingfisher online: the 
need for speed

B&Q opened its new convenience store in in Merton, south west London, in January 2020

continues next page
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Critics of Mr Garni-
er’s strategy argue that 
most DIY customers 
know well in advance 
if they are taking on 
a home improvement 
project and therefore 
are more relaxed about 
waiting a few days for 
deliveries. However, 
anyone who has had 
the hassle of being 
halfway up a ladder 
before realising that 
there isn’t much paint 
left in a tin might 
appreciate a faster 
service.

Reacting quickly to 
customers’ needs is 
an issue that has been 
a challenge for King-
fisher for some time. 
Mr Garnier’s predeces-
sor, Veronique Laury, 
attempted to unify 
Kingfisher’s interna-
tional operations into 
one group structure. 
However in the new 
CEO’s view, Ms Laury’s 
“One Kingfisher” deter-
mination to simplify 
sourcing meant that 

B&Q’s managers had 
no freedom to add a 
single product to the 
chain’s ranges without 
bureaucratic, sluggish 
approval from head 
office.

As a result, this 
strategy is no longer 
being pursued and has 
attracted a lot of criti-
cism. Mr Garnier said, 
“…it is more a question 
of how we can do 
things together versus 
us all being the same.”

He is also nonplussed 
about Kingfisher’s 
boast that 63% of its 
product ranges are the 
same across the group. 
He said:

I am not interested 
in that figure at all. I 
do not care, because it 
is of no interest to the 
consumer. Our strategy 
should be focused on 
the customer, not the 
group structure.

The French chief 
executive said that his 
“Powered by Kingfish-
er” strategy, to priori-

tise online growth and 
individual own brands, 
would encourage a 
more agile culture.

He said that there 
were different custom-
er tastes and shop-
ping habits between 
the group’s regions, 
so “being under one 
banner is not the 
right direction for the 
company”. Analysts 
at Investec called the 
shift a “U-turn”.

Screwfix openings
Kingfisher also 

enjoyed a return to 
the FTSE 100 as the 
country’s fervour for 
DIY helped sales soar. 
The retail group was 
relegated from the 
blue-chip index in 
March but returned in 
June.

The boom in demand 
for home renovations 
during the lockdown 
has encouraged King-
fisher to open 40 new 
Screwfix stores this 
year, mainly in Ireland. 

There are 680 Screw-
fix outlets in the UK 
and it has a long-term 
target of 800.

The trade-focused 
retailer kept its stores 
open throughout 
lockdown, offering a 
contactless service. 
Online sales also 
have been higher at 
Screwfix than in the 
rest of Kingfisher’s 
businesses.

Digital strategy
JJ Van Oosten, who 

joined Kingfisher at 
the start of the year 
as chief customer & 
digital officer, has set 
about building his 
team and growing 
ecommerce as a per-
centage of total sales, 
said DIY projects “will 
always be more than 
just a financial trans-
action on a website or 
mobile phone”.

In a statement on the 
group’s website, he said 
the coronavirus crisis 
prompted a shift in 
thinking for the retail 
chain.

Whilst our ecom-
merce activity grew 
exponentially, far from 
rendering physical 
stores obsolete, we 
have seen first-hand 
how our stores have be-
come more integral to 
our business, not less.

As the seriousness of 
the pandemic grew and 
moved swiftly towards 
Europe, I remember 
having conversations 
at Kingfisher about 
our future ecommerce 
plans and whether our 
stores were going to be 

assets or liabilities to 
them.

For me, they are 100% 
assets: located close 
to our customers, they 
are in the right places 
to serve them either 
physically, or digitally 
— as picking, collecting 
and delivery hubs — 
no matter where the 
financial transaction 
takes place.

Mr Van Oosten added 
that the COVID-19 
landscape became an 
“unexpected testbed” 
for future plans, 
enabling the business 
to roll out initiatives 
before they were “per-
fect”.

Its shops became mi-
cro-fulfilment centres 
or “dark stores” from 
which online orders 
were picked for click 
& collect and home 
deliveries. The compa-
ny sold bedding plants 
online for the first 
time, too.
Sources: The Times, Internet 
Retailing, Evening Standard; 
London (UK) 22 July 2020 and 
Essential Retail

Kingfisher online (cont.)

Transdek customised loading solution increases efficiencies at Screwfix’s Lichfield distribu-
tion centre opened in 2018
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Travis Perkins takes a hit to earnings
UK builders’ mer-

chant, Travis Perkins 
recently warned that 
the prospect of a 
second coronavirus 
lockdown in Britain is 
the biggest threat to 
its recovery as profits 
slumped 80%. Chief 
executive Nick Roberts 
said its customers’ 
operations would be 
hit by any further re-
strictions, which would 
financially impact the 
company.

Travis Perkins is the 
owner of DIY retailer 
Wickes and Toolstation 
and group revenues 
plunged to a GBP126 
million first-half loss 
after post-lockdown 
sales were not as 
strong as hoped.

It said that trading in 
July and August was 
close to last year’s lev-
els. However, the cost 
of shutting nearly 10% 

of the business sent 
the group deep into 
the red. With overall 
revenues plunging 20% 
to GBP2.78 billion in 
the first six months, 
operating profits fell 
to GBP42 million, from 
GBP220 million in the 
same period last year.

In June, it an-
nounced the closure 
of 165 outlets from its 
2,000-strong network. 
With back office func-
tions also going, the 
job cuts account for 
about 9% of its 27,500 
workforce. At the time, 
the company said the 
decision to cut jobs and 
close outlets followed 
“the need to resize to 
reflect the reduced 
demand environment”. 

The store closures 
and redundancies 
will cost the company 
GBP111 million.

Travis Perkins also 

said it is taking the 
opportunity to get rid 
of smaller or weaker 
outlets.

Branch closures will 
be concentrated in the 
merchant businesses 
… focusing on small 
branches where it is 
either difficult to imple-
ment safe distancing 
practices, or where 
marginal profitability 
will be eroded in a re-
duced volume environ-
ment.

Sales at Wickes DIY 
stores were up 21% 
year-on-year in June 
and its Toolstation 
chain selling to trades-
people and for DIY was 
up 27%. Both retailers 
benefited from online 
delivery services. But 
its builders’ merchant 
business was trading 
down 17% while its 
plumbing and heating 
operations were down 

23%. Chief executive, 
Nick Roberts, said:

Whilst we have 
experienced improving 
trends more recently, 
we do not expect a re-
turn to pre-Covid trad-
ing conditions for some 
time and consequently 
we have had to take the 
very difficult decision 
to begin consultations 
on the closure of select-
ed branches and to re-
duce our workforce to 
ensure we can protect 
the group as a whole.

This is in no way a 

reflection on those em-
ployees impacted and 
we will do everything 
we can to support them 
during this process.
Sources: The Daily Telegraph 
(UK), The Times, Western Mail 
and Retail Gazette

B&Q stores to be part of Asda supermarket
Home improvement 

retailer B&Q is in a 
new partnership with 
supermarket group, 
Asda Stores Ltd., to 
offer small B&Q outlets 
within Asda super-
stores.

The trial of four 
“shop within a shop” 
compact B&Q stores 

will initially launch in 
two locations, Shef-
field (South Yorkshire) 
and Dagenham (East 
London). Asda expects 
to expand the concept 
to two additional 
stores at a later date. 
Customers will also be 
able to access B&Q’s 
full range in-store for 

home delivery or click 
and collect.

The partnership is 
part of Asda’s “test and 
learn” strategy, which 
has already seen part-
nerships with Uber 
Eats, musicMagpie 
(mobile recycling ser-
vice) and Claire’s (jew-
ellery, hair and beauty 

online store). 
Asda’s manage-

ment forecast more 
deals with partner 
brands in the fu-
ture. Chief strategy 
officer Preyash 
Thakrar told the 
Daily Telegraph 
(UK):

Our partnerships 
strategy is focused 
on making our busy 
customers’ lives easier. 
That means offering 
convenience when 
they visit our stores 
by bringing in comple-
mentary brands to help 
them complete more 
shopping missions in 
one location, and con-
venience that makes 
our great value prod-
ucts more accessible in 
local communities.

We anticipate work-
ing with more busi-
nesses who share our 
passion for delivering 
value for customers in 

the coming months.
Asda’s developments 

come as owners 
Walmart attempt to 
sell the brand, follow-
ing a failed merger 
with Sainsbury’s last 
year. The merger 
was disallowed by 
the Competition and 
Markets Authority 
(CMA), which said the 
move would lead to 
increased prices.
Sourced from Telegraph.co.uk
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89

hnn.bz

NEW PRODUCTS

The 2020 model iSeries rotary lasers from Imex have 
improved their serviceability and efficiency. A spare lithium 
battery now comes with every model, which increases 
productivity and adds extra value to the kit.

A new battery cover clip makes it easier to open and close 
the battery compartment and the USB charging port in 
the front of the laser has been removed to provide better 
moisture protection.

The lighthouse cover has also been given a makeover 
with slightly more height and ribbing for extra shock 
proofing integrity.

This range features five models and has become a favou-
rite with Australia’s tradies, with the standard mm reading 
detector, lithium long run power sourcing, high accuracy 
and 5-year warranty.

www.imexlasers.com.au

The WORX® 20V Power Share Oscillating 
Multi-Tool is ideal for DIYers who need to 
single-handedly tackle multiple home 
projects and repairs.

Features include a built-in LED worklight 
to illuminate the work area, an onboard 
clip-in wrench for fast blade changes and 
the tool’s overall design, which allows it to 
stand on end.

The compact, ergonomic multi-tool has 
a lean tapered body with an overmould 
comfort handle grip. It has the WORX 
Universal Fit™ accessory system, which 
enables it to accept other brands’ acces-
sories including the Starlock® system, 
without adapters.

Dulux’s easy-to-use Design Effects paint 
range gives DIYers and renovators a way 
to have an on-trend, cost effective and sus-
tainable way to modernise tired furniture 
and accessories around the home.

Natural and imperfect finishes, such 
as stone, concrete and an aged patina 
effect on rust and copper is ever popular, 
according to Dulux colour expert, Andrea 
Lucena-Orr.

To help mimic natural elements, select-
ed effects in the range such as Copper, 
Gold, Stainless Steel, Metallic, Pearl, Stone 
(pictured) and Suede offer a versatility in 
finish to suit individual preferences.

DeWalt has launched the 3400 PSI 
9.4 LPM Pressure Washer with patent 
PressUReady technology designed for 
maximum durability, long lasting perfor-
mance and ease of use on the toughest 
of cleaning jobs. In addition to efficiency, 
the automatic stop/start system aids in 
extending product life, reducing running 
costs and controlling noise.

Featuring 3,400 PSI of cleaning pressure 
with a water flow rate of 9.4 LPM, this 
washer is exclusively engineered with 
PressUReady technology, an advanced 
battery-operated electric starting system 
with auto stop/start trigger control.

http://www.imexlasers.com.au
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membership application call

1300 305 719

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

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

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

http://hbt.net.au/

