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KLINGSPOR WIRE BRUSH RANGE
The selection of wire brushes offered by Klingspor comprises of a comprehensive 
range of products that are designed for the most diverse machining tasks. 
Cleaning of weld seams and surfaces (rust removal, descaling, paint stripping). 
Deburring of cutting edges. Structuring of surfaces (creating matt, satin or rough 
finishes).

DISPLAY STAND SPECIAL!
Klingspor have finally released their range of professional grade wire 
brushes in steel and stainless steel.

The stand contains 29 line items in 9 different product groups.
Ranging from small spindle mounted brushes, large cup brushes and 
also hand-held wire brushes available in both steel and stainless steel, 
crimped and twist knot.

There is a product for every application.
The stand comes complete with the header board and all accessories 
including a pull-out draw at the base of the stand.

The safe use of Klingspor wire brushes

Manufactured in compliance with the requirements set out in the 
EN-1083-2, Klingspor wire brushes guarantee the highest level of safety 
for the user.

Enjoy “10% OFF” on this package deal.

Good. 
Safe.
Klingspor.

www.klingspor.com.au

AVAILABLE 
NOW!

More information on our wire 
brush range is available from our 
website or scan the QR code.

https://www.klingspor.com.au/


TOOL BELTTOOL BELT

www.klingspor.com.au

BONUS KLINGSPOR TOOL BELT

• Tool belt features main pocket with velcro closure,      
   one small pocket on the side with velcro closure  
   and 4 tool holders.
• Material: 600D Oxford Fabric
• Size: 20cm x 10cm x 22cm/ Belt 128cm x 7cm
• Colour: Black - Tools not included

150 
DISC BUCKET  

(125mm x 1mm)
BONUS GIFT!

A60TZ BUCKET “O” THINS 

• Free of iron, sulfur & chlorine
• Minimal burr formation
• Short cutting times
• Long service life

“TOOLS NOT INCLUDED”

Live Demonstration

More information on our cutting wheel 
range is available from our website:

https://www.klingspor.com.au/


contents
HI NEWS VOL 7 NO 1

The New Geography of Approvals
Everyone knows that COVID-19 has changed the patterns in the Australian 

dwelling construction industry — an industry that is vital to the livelihoods 
of many Australian hardware retailers. Trying to answer the question of just 
how those patterns have changed, however, it pretty tough to do, because the 
pandemic years were so extraordinary.  

To understand those changes, HNN has chosen to use a data series from the 
Australian Bureau of Statistics (ABS) that tracks building approvals by local 
government areas (LGAs). By applying some basic statistical analysis and us-
ing colour-coded maps, we think it’s possible to understand at least 
some of those changes, and get an idea of what is likely to happen 
next.

Publisher’s Note
Change isn’t always comfortable, but it is often reward-

ing. At the HBT Conference, we saw a lot of suppliers 
embracing change, and working out how to better thrive 
in a new environment.

Comment
Competition over price has been almost an obsession 

for hardware retailers for the past 20 years, but is that 
about to come to an end? Inflation has made price 
comparisons more difficult, with it often being cheaper 
simply to purchase now rather than later.

Could we be moving back to a time when 
brands reassert their dominance?

Metcash Investor 
Day 2022

What HNN hoped to see at Met-
cash’s Investor Day in 2022 was its 
hardware division, Independent 
Hardware Group (IHG), moving 
on from what we might term 
“the Laidlaw era”, with its current 
CEO, Annette Welsh, re-orienting 
strategy. 

While it wasn’t a total disappoint-
ment in that regards, it seems the 
past still carries a certain momen-
tum. There remains a split between 
the investment “good news”, which 
is that corporatising the hardware 
retail network is producing growth 
in profits, and the reassuring mes-
sage for the members that it isn’t 
really corporate at all.

But is that split really necessary? 
What IHG offers its members ob-
viously suits many of them — even 
if it doesn’t always offer the same 
level of independence 
other buying groups 
provide.

HBT 2022 National Conference
The major vibe at the 2022 HBT Conference was one of combined exhaus-

tion and some satisfaction. Members had been working very hard, in tough 
conditions. The HBT team had really put in a huge effort, to not only cope with 
COVID, but also to help reformulate the independent market in new ways. 
Combined, it added up to a really solid achievement. 

When HNN reviewed our coverage, however, we realised we just couldn’t 
say all this at the time. The task had just been too difficult, and it was too soon 
for that kind of message. So we decided to wait until everyone had recovered, 
and we can all look back and see the gains that have been made.
So that’s what our Conference coverage is about. The message is a 
simple one: HBT won. But, in a very hardware community way, there 
really aren’t any direct losers. Just change, leading to a better way 
forward.
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On the cover: l-r, Greg Benstead, Mike LoRicco and Jody Vella.
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If you’ve experienced any type of change in 
your life, either personal or professional, you 
will know it can be an uncomfortable and dis-
orienting experience. At least that’s what it 
feels like when you first encounter it before it 
settles into something more familiar.

At the 2022 HBT Conference, some “big swings” were made 
in terms of changes to the traditional format, and I think they 
generally paid off. Based on the conversations I had with mem-
bers, they seemed to agree with me.

For suppliers, there seemed to be some impressive develop-
mental work in terms of the displays and representation at the 
stands, and there were a few that stood out for different rea-
sons. In no particular order, they include Romak, Cowdroy and 
HPP Lunds.

Romak is well-known to many HBT members and 
thanks to Frank Marini’s hard work, he has helped 
change the idea of it being another “nuts and bolts” 
company to one with a full merchandising offer. And 
retailers know that effective merchandising means a 
number of solutions for them. As Frank explained it:

It wasn’t about the actual sale. It was more about chang-
ing the perception of Romak that is now at least 50 
per cent better than what they had in their mind. Once 
people saw the product bay, and could touch and feel 
it, they got a pretty good understanding of what we’re 
about.
At HNN, we’ve come to expect only high quality 

when it comes to Cowdroy and they did not disap-
point at the 2022 HBT event. Once again, its clean and contem-
porary style was evident at the stand where the insect screens, 
door tracks and app were the central focus. They made good 
use of their 3x3 metre space. Peter Doyle told me the concept 
and design were developed in-house and the stand became a 
digital version of its in-store planograms. 

Not surprisingly, Cowdroy is one of the more savvy innova-
tors and digital marketers in the hardware retail industry.

Something different was happening at HPP Lunds, the Aus-
tralian distributor of JB Weld. It has the task of growing sales 
and awareness of the product and brand outside the automo-
tive market where it has an established following. Ben Leonard 
said:

publisher’s note

Judy “Book Thief” Ford 
and Richard Ford
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We have to transition ourselves into hardware and industrial 
markets so JB Weld was the biggest brand that we featured on 
the stand.
What was interesting was how much the company had 

progressed from a fairly slow start in 2018 in Darling Harbour 
to the 2022 event. As Ben puts it:

It was actually a good response because we had people com-
ing up to the stand saying they specifically marked it down on 
their business books, they came to have a conversation with us 
in regards to what products we can supply them.
So the three suppliers mentioned here are all in different 

states of change, along with HBT. Sometimes it’s just worth 
the risk.

I would like to end this note with a quote at-
tributable to a regional hardware retail manager 
that also seemed to describe my experience at the 
conference. He said:

A hardware business needs to cultivate a culture in 
which their employees can be their authentic selves. 
With authenticity, employees will be confident in 
creating an authentic customer experience which 
will result in loyalty beyond a manufactured or 
scripted experience.
Authenticity is definitely not out of place at 

HBT. Its events are attended by members of an in-
creasingly diversified group of retailers. As a group, this type 
of diversity is making it look like what a modern retail buying 
group should resemble as we head towards 2030 and beyond.

We look forward to what it comes up with at the next con-
ference in Cairns.

Betty

The two Leannes: (l&r) 
Leanne Tamas and 
Leanne Murray



World Class  
Respiratory Protection

Ready 2 Work Sets to suit any applications

- Painting
- Asbestos remediation
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www.maxisafe.com.au
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Is price still the major competitive issue for hardware 
retail in Australia?

Price became a key issue in the 2000s largely due to the influence of 
the Wesfarmers-owned Bunnings. The key competitive features of Bun-
nings are well-known — capital deployed to establish scale, combined 
with low-cost Chinese manufactured imports, a highly efficient logistics 
supplychain and large, low-amenity “warehouses”. 

Yet what seldom gets mentioned is that these strategies worked 
largely because over the two decades to 2022, inflation had largely been 
kept below 3.0% on an annual basis, and lower than that from 2010 to 
2021. However, during the COVID-19 years, hardware has been one of the 
economic areas most hard-hit by supply-based price rises.

It’s difficult to champion price differentiation when prices are fluctu-
ating, unless, as Bunnings seems to be doing, the retailer decides to “eat” 
some of the margin, and sacrifice some profitability for price stability.

Beyond those economic features, as we discuss elsewhere in this issue, 
in the independent hardware market, price differences have also been 
declining in competitive value. We’ve suggested that this is in large part 
due to the amalgamation of Mitre 10 and Home Timber & Hardware 
Group (HTH) into Metcash’s Independent Hardware Group (IHG). 

Ironically, while this was aimed at delivering a significant price ad-
vantage to IHG, it may instead have resulted in generally lower prices in 
the market — when coupled with moves like those of the HBT National 
Buying Group to cut down on transactional friction for suppliers.

Price may still be important now, but it may have become more sec-
ondary than primary. If so, what has moved into first place in its stead?

What could be developing in the independent hardware retail mar-
ket is an increased importance for brands and branding. The relatively 
recent move by IHG to eliminate its two minor brands, True Value and 
Thrifty-Link, and to elevate Mitre 10 as the major brand, might signal 
this. Though, in fact, it’s as much a return to 2015 status quo for Metcash, 
with HTH effectively occupying the distant-second position that True 
Value did back then.

What seems likely to HNN is that we will see more brands enter the 
independent retail area. Smaller buying groups may develop more brand-
ing to enhance their market identity, while larger groups like HBT may 
further develop brands to identify sub-groups in their members.

One aspect of this that will be very interesting to observe is that most 
of these “brand wars” are going to be fought out online. While social me-
dia and online videos will form part of that effort, it’s likely that the most 
effective campaigns will make use of information. That could be more 
effective DIY “how to” information, or for trade, help with the rules and 
regulations that govern the construction industry.

comment







12

hnn.bz

At the conclusion of the HBT National 
Buying Group Conference in May 2022, HNN 
faced a real problem. We knew what we need-
ed to write about that conference. But we also 
knew we couldn’t do it. Not then.

So we decided to do some light immediate 
coverage, and to provide some space before 
returning to the subject, hoping that condi-
tions would have changed somewhat, making 
it more possible to write the story the way it 
needed to be written.

Things did shift in the direction we had 
predicted, with a general slowdown, but also 
a relief from some of the immediate pressures 
of the pandemic. 

So now we have the chance to write that 
story.

CONFERENCE 2022
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To begin with, let us say this: what we have to say is in 
no way anything that originated from within HBT. No HBT 
executive or staff member was consulted, and we did not tell 
anyone what we wanted to write. It’s also not something that 
we talked over with HBT members, either.

We also know that, at least at first, until we’re given a 
chance to explain ourselves, this is going to be a difficult 
statement for some to accept, both inside HBT but especially 
outside of HBT. 

We’re not indifferent to that. But we are currently at a key 
inflection point in the Australian hardware industry, espe-
cially for independent retailers. Sometimes you just have to 
say the tough things and get it over with.

What just happened
The simple, core statement that we can make about what 

came to a point of culmination in 2022 for HBT is simply this:
HBT won.
And, quickly, we want to add that 

it won in the best possible way, in 
what we might call the “hardware 
community” way. 

It’s not a victory that generated 
losers — not at all. 

But it is a victory that has sub-
stantially pushed the hardware 
industry in a particular direction 
— what we think is the best direc-
tion, even though some think they 
would have benefitted more from a 
different path.

What the victory means
When we say “victory”, what are we talking about? If we 

had one word to express the essence of the victory, it would 
be “diversity”. 

An oft-quoted saying by the Roman philosopher Marcus 
Aurelius is: “The best revenge is not to become like your 
enemy”. Yet the hardware industry, especially in the period 
following the collapse of Woolworths’ Masters Home Im-
provement in 2016, nearly fell into the trap of becoming like 
its — well, not “enemy”, but major competition, certainly.

It’s an understandable error to make. Bunnings was a risky 
venture conceived by current Wesfarmers board chairman 
Michael Chaney (AO). It answered the question of how you 
would use capital to go about consolidating the hardware 
retail industry. 

HBT CEO Greg Benstead made a spectacular entrance, 
next to the replica Delorian.

http://klingspor.com.au/
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Those initial consolidation plans intersected with the retail 
genius of John Gillam in the early 2000s. Mr Gillam under-
stood the changing market situation, as tariffs were removed 
from Australian imports, China was rising to importance as a 
source of inexpensive manufacturing goods, and Australians 
were beginning to think of their homes as much as invest-
ments as a place to live.

While Bunnings set about absorbing several different hard-
ware retail chains in its early years, its first true retail “victim” 
was the original Australian Mitre 10. Mitre 10 simply didn’t 
understand the complexity of the Bunnings model — which 
was built, fundamentally, on a well-constructed, very effec-
tive logistics chain. It tried to compete by opening its own 
“Mega” stores to rival the Bunnings warehouse stores. Those 
failed, largely because Mitre 10 was not able to maintain suffi-
cient in-store stock.

That — and a few other issues — led to then Metcash CEO 
Andrew Reitzer signing a deal to 
acquire Mitre 10 in exchange for an 
initial cash injection of $55 million.

It’s little wonder that Mark Laid-
law, stepping into the role of Mitre 10 
CEO in April 2010 after its acquisition 
by Metcash, saw Bunnings as some-
thing of both problem and solution. 
He certainly needed a solution, as 
the CEO he replaced, Mark Burrows, 
headed over to the nascent Masters 
Home Improvement to head up the 
hardware chain they had recently 
acquired, Home Timber & Hardware 
(HTH) —  aka Danks. For Mr Laidlaw, it was a competitive 
nightmare.

Part of the marketing of Mitre 10 as a solution for retailers 
during the early 2010s was that it could offer a safe harbour 
from competition with Bunnings, essentially by doing a ver-
sion of what Bunnings was doing, on a smaller but — theo-
retically at least — smarter scale. Bunnings was the stick, and 
the carrot was the warehouse system that Metcash devel-
oped to service Mitre 10, which would provide benefits in the 
marketplace, Metcash claimed.

The culmination of this strategy was the acquisition of 
HTH by Metcash in late 2016. Finally, Mitre 10 — joined at the 
hip with HTH to create the Independent Hardware Group 
(IHG) — would have the scale it needed to provide the buying 
power to get even lower prices from suppliers. 

The luncheon was put on with all the glamour and 
sophistication formerly reserved for the end-of-Confer-
ence dinner.

http://klingspor.com.au/
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If that happened, then IHG would be joined by more and 
more independent hardware stores, who needed to be in IHG 
to stay competitive. The more that joined, the greater the 
increase in buying power, driving yet more retailers to join, 
until the point would be reached where Metcash could com-
pete effectively with Bunnings.

Enter Greg Benstead
For HBT the development of IHG threatened to create 

some problems in the marketplace. The years of  2016 and 
2017 were, of course, something of a double-whammy for the 
group, as it also marked the passing of the much-liked HBT 
general manager Tim Starkey, who had been largely respon-
sible for the group’s development as a significant force in 
independent hardware. It would not be an exaggeration to 
say that much of 2017 passed with HBT — or certainly many 
of its members — in a mild state of shock.

Behind the scenes, however,  the HBT executive was hard 
at work finding not so much a replacement for Tim — Tim 
simply could not be replaced — but someone who could lead 
HBT in what was going to be a very different, and very tough 
environment.

 The individual they found was Greg Benstead. Mr Ben-
stead might have seemed at first to be somewhat corporate, 
and he had no relevant experience in Australian hardware re-
tail. But what the HBT executive must have spotted was that 
he had a very entrepreneurial streak combined with that 
touch of rebelliousness that seems ingrained in just about 
every HBT member.

It was certainly not an easy task for him to get up to 
speed with HBT. The turning point in his development of an 
understanding for the group seems to have been the HBT 
Conference in Adelaide in 2018. That’s where he first engaged 
with Jody Vella, who would later become central to his future 
plans.

Mr Benstead would probably not necessarily agree that 
what he did during the second half of 2018 was to move HBT 
onto a war footing — but from the perspective of HNN, that’s 
what happened. Mr Benstead and Mr Vella acted rapidly to 
revolutionise HBT’s buying function, staffing it up, and hiring 
experienced personnel to develop relations with key clients. 
Along with the “third musketeer”, long-time hardware retailer 
and management expert Mike LoRicco, the group set about 
doing something that would — though they couldn’t know 
it at the time — help to revolutionise independent hardware 
retail in Australia.

The acquisition of the IT company which designed HBT’s 
member portal did lead to some initial concerns about 
its senior management style --- no, but seriously, the 
entertainment for the luncheon included a fun take on 
the film “Back to the Future”.

http://klingspor.com.au/
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Insights
What helped that process along was the fact that Met-

cash had made one strategic error in their modelling of how 
the hardware market would develop: they forgot to include 
themselves, and the effects of their strategies, into the model. 
Simply by entering the market, and influencing it through 
introducing a second competitor based on scale and access, 
Metcash would change how that market worked. 

Effectively, between Bunnings and IHG, the wholesale 
market price of goods became clearly established in a way it  
had not been previously. Previously, there was pretty much a 
Bunnings price, then there was whatever deal independents 
could manage to hack out that wouldn’t be too bad for them.

But with the establishment of IHG, market price setting 
became more generalised. Many of the deals made with 
Bunnings were exclusive, while those with Metcash were less 
so. As a result, for brands that did not gain access to either 
Bunnings or IHG, in negotiating with HBT, they knew pretty 
much where that negotiation had to begin, if their product 
was to have any chance in the marketplace. 

What this meant in real terms in the marketplace, is that if 
you were a third- or fourth-tier supplier in the marketplace, 
with the three competitors above you in the market either at 
Bunnings or IHG (and sometimes both), HBT became a natu-
ral choice as a market partner. And that relationship began 
with Bunnings and IHG having effectively already done half 
HBT’s job of price negotiation for them.

HBT could not always reliably match the scale of IHG, but 
the team under Mr Vella worked hard to provide what advan-
tages they could to suppliers: ease of interaction and com-
merce, eliminating the various time-consuming and variable 
costs that IHG was known to sometimes cause suppliers. 
Added to that was HBT’s own efficiency, which meant its “cost 
drag” was very small, so that retailers benefitted directly and 
immediately from price negotiations.

Supplier relations
Some of the real genius in HBT comes through in how the 

buying group has developed relationships with suppliers. 
One of their insights was that dealing only with the head 
office of a supplier was not as effective as it might have been, 
and there was a need to reach out directly to their represen-
tatives in the field. 

The result was that, as HBT has rolled out smaller meet-
ings with HBT members throughout the year — reaching 
many members who just won’t be able to make it to major 

Greg Benstead and Jody Vela discuss a key point, while 
Ashlin Fisher observes in the background.

http://klingspor.com.au/
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conferences — they also invite account representatives to 
show up near the end of the day. According to Mr Benstead:

At these particular meetings, at about four o’clock, we actu-
ally invite all of the account representatives for that region. 
We invite them for a beer, and we spend about half an hour 
talking about HBT with them. Although we deal with the ac-
count managers, we find the account representatives and the 
area managers down the road, that the message is often not 
getting through.
We find this customer is really worth while, and we are only 
inviting preferred suppliers. We ask them, “Does anyone know 
if they are a preferred supplier at HBT?” Often three of them 
say they are, but the reality is four or more of them are. 
We find these meetings very beneficial because we find that 
those guys, and we show them our portal. And in relation to 
that, often we can show them we can make their job easier. If 
you walk into the store with some information from HBT, you’ll 
find that those guys are far more receptive because you are 
not seen as the enemy, more as a 
friend.
Also, they are often our best advo-
cates. Often they will go into a store 
and get asked, “Can give me a better 
deal?” Probably the real answer is, 
“Have you thought about joining a 
buying group?” And here’s a good 
one to look at — HBT. For them, it’s a 
plus, because they’re probably going 
to be selling more products. It’s a win-
win. 

How Metcash lost
The dream of IHG to readily acquire independent retail-

ers outside its network did not come to fruition. In fact, the 
steady threat of HBT getting IHG members to join its ranks 
seems to have resulted in IHG having to introduce some in-
ternal marketing to hold onto existing members. IHG talked 
openly of the “tribal” connection it could offer its members. 
The result has been something of an “us and them” culture, in 
the opinion of many retailers — which only further ensured 
that fewer of the “them” wanted to join the “us”.

The first sign that Metcash was not winning with IHG 
came as the company began to invest more in its corpo-
rate-owned stores. As a public company, Metcash has to 
provide evidence of return on investment and growth every 
year. The growth that could have come from an enlarged 
membership wasn’t going to eventuate. The only way to find 
that growth, it seemed, was to acquire directly  more of the 
network stores, so that IHG profits could benefit from the 
“fullstack” — both wholesale and retail margins.

HNN would also suggest that (in our opinion) the really 
big sign that IHG was not seen to have a bright future post-
COVID, was the acquisition of Total Tools by Metcash in 
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September 2020. Essentially, in selecting what to invest in, 
Metcash chose a somewhat risky bet on a trade tools only 
store — which will come under significant pressure when 
Bunnings launches Took Kit Depot on the east coast — over 
enhanced investment in IHG. Because the RoI on IHG was 
unlikely to increase with investment.

Why everyone wins
 If we go back 10 years to 2013, things were looking quite 

dire for independent hardware retailers. Masters had opened 
its first stores and acquired HTH. Bunnings was expanding 
still further to more effectively compete with Masters. Met-
cash was boosting Mitre 10. The future really looked increas-
ingly corporate, or at least semi-corporate.

But, in various ways, the market ended up saying “no” to 
that move. Masters fell apart, and Metcash scooped up HTH. 
Bunnings has continued to grow, but, as the results during 
the COVID-19 pandemic show, independent hardware retail-
ers have started to play a growing role in Australians’ lives.

What has really developed today, largely through HBT and 
other independent groups simply not giving in, is a vibrant, 
highly diverse group of independents servicing the market. 
It is good that there is a Mitre 10, an HTH, the many different 
HBT member stores, and many stores with little or no affilia-
tion at all. That’s great for consumer choice, but it is also the 
best strategy for ensuring that Bunnings does not dominate 
the market still further. When the managing director of Bun-
nings, Mike Schneider, says hardware retail in Australia is a 
tough market, he’s not kidding. It really is. It needs to be.

Beyond that, diversity in the marketplace also means that 
more and different types of investors can acquire stores. 
That’s good news especially for some store owners who are 
ageing out of the business. And it’s a guarantee that new 
ideas will begin to flow into hardware retail, something which 
it urgently needs.

What the future looks like 
So, yes, HBT, you won. You really did. But we all know what 

comes next: another fight. Or, at least, another hard task.
At its core is the notion that, having lost out on using 

warehouse logistics to secure a competitive advantage for 
IHG, Metcash’s real advantage has moved to offering the only 
truly branded semi-independent hardware retail option in 
Australia. There is no denying that Mitre 10 really is a great 
Australian brand, and HTH is not far behind it. 

Mr Benstead has been on this already. At the conference he 
spoke to HNN about the future of branding at HBT:

The history of Hardware & Building Traders was that it was 
clearly started by a hardware group of guys. And based on 
that, Hardware & Building Traders made sense. As we evolved, 
we started to get more industrial stores, rural stores, paint 



19

hnn.bz

stores, and other specialty areas that are connected and [inter-
ested in deals]. And the words “Hardware & Building Traders” 
doesn’t necessarily resonate with stores that are not in the 
hardware and building industry. “HBT” however —  those three 
letters are something everyone recognises.
Of course, we are always HBT. But we just removed the word 
Hardware & Building Traders from the bottom of the brand, 
and now have HBT National Buying Group. The company is 
still Hardware & Building Traders, and the branding is now 
HBT National Buying Group, which can resonate with anyone, 
whether you’re a paint store or rural store, industrial store or 
hardware and building store. 
So that was really the issue. It allows us to have our focus on 
one brand rather than multiple branding in the marketplace. 
That’s one issue, and we are evolving the brand.
Mr Benstead is going much further than that, however. 

While HBT has had, somewhat quietly, a number of brands 
under development over the years, these are set to become 
more prominent in the future:

We see the next need, is probably for us to start to take a little 
bit more of a front of house look to the brand rather than a 
back of house brand. We think that it’s necessary to assist our 
members. If a supplier has a new product out in the market-
place and they are advertising [this as being] available at 
Bunnings or Mitre 10, we need to be able to say [it is] available 
at HBT outlets. 
We are also evolving all of our brand and boxes, which is H 
Hardware, Industrial Tool Traders, Paint Traders ... for members, 
evolving them so that HBT is built into that brand. 
You can go to our website, and you can find the nearest HBT 
outlet that sells that particular product. We’ve developed our 
website to do that as well.

The digital
In fact, the digital part of the business is going to be essen-

tial to HBT’s future operations. It has gone so far as to acquire 
the IT company which helped it build out its online portal. 
According to Mr Benstead:

The improvement in reporting, the type of information and the 
way that members are going to see information in the future 
will just be dramatically better. We are going to see major 
improvements, going forward. It’s world class.
We’re also working out a better way for reimbursement for our 
members for 2023 as well. To process as fast as we can.
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The Conference
So, the Conference. The thing about the 2022 Confer-

ence was that is was something of an odd mix of different 
emotions. One element was that, for the most part, people 
couldn’t help but be happy with the way the industry was go-
ing in general, and how well HBT was performing. You could 
feel that.

The  opposing element might be what we could simply call 
exhaustion. Retailers were exhausted, not just after the years 
of COVID-19 but also because, in its own way, HBT had been 
pushing at them as much as it could, impressing them with 
the urgency of what they had to achieve.

And the HBT execs were exhausted as well, because they’d 
been doing all that pushing. It had worked, HBT had reached 
the place where it needs to be, in the midst of the pandemic 
and serious, ongoing competition. 

We wouldn’t want to be hyperbolic, but what HNN was 
reminded of, a little, was the photographs of soldiers after the 
Armistice in World War II as they made their way home on 
ships. They’d won, but they were far from elated, more tired, 
worn out, and a little sad. 

Perhaps the best comment that was made, in general about 
the conference and where HBT has arrived, was this one by 
Leanne Tamas, the well-known and respected owner of The 
Sheffield Shed, in Sheffield, TAS:

It comes back to the fact that we’re getting bigger and things 
have to change. That is what it ultimately has to come back 
to, we’re getting bigger. That’s what we want. We want more 
members so we’ve got the power. But we also have to accept 
that with more members, comes change.

HBT Preferred Suppliers:
Top Row: Weldclass, Hikoki Power Tools, ITM, DeWalt,  
WOLF-Garten.
Middle Row: Tool Hub, Holman, Pferd, Makita Power 
Garden, ForestOne.
Bottom Row: Paramount Safety Products, Kincrome, 
Hume Doors & Timber, John Cook & Sons.
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Ms Tamas was speaking about the general arrangements 
at the conference, but really this applies to just about every-
thing at HBT.

Just as much to the point is this comment by Leslie Littler 
of Wynyard H Hardware, a member since 2003:

Obviously, there’s a lot more suppliers on board now. We’ve 
got a huge amount of stores now. So that had to go some-
where … so from what we thought was going sideways, it 
wasn’t going sideways at all! They had the plan back then and 
we weren’t a party to what was happening behind the scenes 
... which we have no issue with. But they obviously had their 
little ducks in a row and it’s brilliant.
Even after the hard work of these years, what HBT de-

livered was a genuinely really good conference. One of the 
measure of any good conference is that they facilitate the 
unexpected. You get to see something, or overhear something 
that triggers a different view, or opens up a new opportunity. 
For example, Brendan Kent, who runs Kent’s H Hardware and 
Molong H Hardware, discovered a new supplier:

When attending, I usually look at who’s there, and if I’ve got 
any issues or problems that I have to sort out with a supplier, 
where our normal form of contact is not sorting it out. I usually 
go and try and get that sorted out with people higher up the 
chain. 
I didn’t have too many of those this year, which is good. And 
then I look at suppliers. Either we’re using them or not using 
them, in terms of ranges that we’re either looking into. But 
even as you’re walking around, to go to the next one, if you 
see something on the way you usually pull up and have a look. 
Like Bailey Ladders. I mean, ladders are ladders, but I pulled 
up and said g’day to the guy, and they showed me the new 
ranges of ladders and I was pretty impressed. I’m pretty glad 
I stopped and chatted to those guys, because I’ve actually 
ordered in new stock items from that.

HBT Preferred Suppliers:
Top Row: Wesbeam, Porta, Australian Panels, Bahco, 
NORMA Pacific
Middle Row: Whites Group, ForestOne, Hobson Engi-
neering, AgBoss, Haymes Paint
Bottom Row: CW Brands, HPM, Dy-Mark Australia, Jak 
Max, Lysaght
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The supplier view
From the point of view of suppliers, the Conference was 

a success — but there was also the sense it could have been 
even better. The main problem was that there were just so 
many members attending, they didn’t have enough time to 
respond to them effectively. Which is a nice problem to have, 
but it’s still a problem!

As Ben Leonard at HPP Lunds commented: 
It was actually a good response because we had people com-
ing up to the stand saying they specifically marked it down on 
their business books, to come and have a conversation with us 
in regards to what products we can supply them.
Jerry Joyce from Maxisafe also indicated just how over-

whelming the number of attendees had been:
 There was still constant flow coming through. You probably 
had the feedback from other people that the biggest chal-
lenge was just not having enough time to serve everyone by 
having the expo on one day.
Cowdroy’s national business manager, Peter Doyle, saw the 

Conference as producing good results.
We received very good feedback. In fact, I’ve been around 
nine years at Cowdroy now, and it’s probably the best inter-
active show we’ve done with HBT. A lot of good queries, our 
order bank was pretty good. And some very positive feedback 
for some of the changes we’ve made them to the track range.
This also affected, members, of course — no matter how 

well-organised. As Leslie Littler of Wynyard H Hardware 
commented, her ever super-organised husband, Wayne, strug-
gled to get as much done as he wanted to at the conference:

Wayne was very organised. He had all our orders done, with a 
card attached. And he just handed them over and said, ‘That’s 
what we want in the specials’. There were only a handful that 
we actually had to see that didn’t bring their specials out. 
Wayne worked it out that if we had to go around and see every 
supplier that was at the trade show, you would only have 10 
minutes with each supplier.

HBT Preferred Suppliers:
Top Row: Richmond Wheel & Castor Co, Stramit, Laserlite 
Building Products, Fletcher Insulation, Knauf.
Bottom Row: ITW, BGC Fibre Cement, Vuetrade, Vespol, 
Trio.
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Cairns 2023
For the next HBT Conference, the group has made a radical 

change in dates, from May to August. It’s being held in Cairns 
from Monday, 21 August to Thursday, 24 August. Mr Benstead 
already had big plans for the Conference:

I think that the business sessions that we did [at the 2022 Con-
ference] were good. From that, we discovered further devel-
opment that we want to do for the next round. In Cairns, we’re 
looking to do more of those types of sessions like the timber 
one, and have some discussions of that nature with the people 
involved in it. We are going to have more of those across the 
various segments.
We are reintroducing speed dating for our preferred suppli-
ers. We’re going to do them in a casual session around a brew 
house and a few other places. We’ll have a few of them so we 
won’t be brain dead by the time we get to the end of them! 
And they will be held across a couple of days. So members 
can grab a beer and each of the suppliers will be at a table, 
and they can go have a beer with them. Basically, have a con-
versation about what they’re up to and what they’ve got. I call 
it a more or more a HBT social type way.
We’re also planning to do a few more social events. We’re ac-
tually going to start with some social events, going out to the 
Barrier Reef, and up to Kuranda rainforest. We all love social 
events and it is a long way to travel for a lot of people. So if 
you are going out all that way, you might as well see the area 
as well. 
It’s HNN’s assessment that the 2023 Cairns Conference 

is going to be one of those “super conferences” that happen 
about once every five years for HBT, where there’s just a good 
link between where the membership is, the location and the 
design of the conference. For members, if you are selective 
about how often you go to conferences, this could be the one 
you really don’t want to miss.
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CONFERENCE 2022

1. Campbell Ford from Mt Beauty Hardware checks in; 2. Nigel Fuss from Bordertown Hardware has been busy; 3. l-r Ben Casey of Propserine 
H Hardware & Lee McNicol of Whitsunday H Hardware; 4. Deborah & Geoffrey Heritage of Bendigo Trailers and Hardware; 5. l-r Tanya Kitch and 
Tiana Freeman of Kitch & Sons; 6. l-r Judy Dash and Jeffrey Grillmeier of Jeffco Joinery & Hardware; 7. Gillian Wylie (l) and Leanne Tamas (r) of 
The Sheffield Shed, with Betty; 8. Leanne Tamas takes “green” transportaton seriously; 9. l-r Carl Kosutar Rodgers Building & Landscape Sup-
plies, Matthew Abi-Arrage, Anthony Arrage and William Abi-Arrage, all of George’s Building Supplies; 10. l-r Andre De Bats, Claire Beard and 
Jeff Muller of Suncoast Rural; 11. Adrian Blythe of Bondi Junction Hardware with Betty; 12. l-r Lee Zahra, Zeta Zahra, Lucus Pearson & Anthony 
Zahra of James Hardware; 13. l-r John Ioakim and Leanne Murray of The Lakes H Hardware; 14. Ian Phelps of Robert Sim Building Supplies.
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CONFERENCE 2022
MEMBER PROFILES

Taylor’s Hardware
Bundaberg Central, QLD

Camerons H Hardware
Batemans Bay & Moruya NSW

Lynn and Brian Taylor with HNN publisher Betty Tanddo Cameron H Hardware in Moruya

HISTORY: Founded by the Cameron family in 1971 as 
Southern Pine Supplies, the family sourced pine from 
the Tumut region. The Cameron brothers took over 
the running of the business from their father in 1986 
and branched into hardware in 1995.
HBT MEMBERSHIP: Founding member in 1997.
BUSINESS MIX: As Nathan Connaught says: “The 
Batemans Bay store is more trade now. There’s liter-
ally a Bunnings across the road. In Moruya we do a 
lot of trade, too. We have a little Mitre 10 to compete 
with there. But we cater to everything.”
COVID: “The last four years has been insane. We had 
‘fire’ sales relating to the fires, then we had sales be-
cause of the floods. Then COVID-19 came along.

“The only problem is getting stock from companies 
now. Some of our suppliers tell us they don’t know 
when the stock is coming through. I’ve had to change 
some suppliers. And all that stuff we do through a 
‘pallet off ship’ is taking us through the next three 
months or so. We can’t order every fortnight now and 
expect to get delivery. Also, we’re not in a city area 
so we are paying extra freight too. FIS (free into store 
shipping) only counts going into the Sydney area. So 
there’s another $150.”
CONFERENCE: “I didn’t mind the new format. The for-
mat was good when we could listen to presentations 
as well. The way they were spaced out was very good.
TRADESHOW: “At Cowdroy, we made purchases. Hay-
mes of course, we’re friends with the Haymes guys. 
Also Soudal. The Makita guys whom we know well 
from trading with them for 20 plus years.”

HISTORY: As Lynn Taylor tells it: “Taylor’s Hardware 
was established in 1952 by Brian’s dad. Brian fol-
lowed in his dad’s footsteps joining in about 1966. 
We bought the business outright in 1984  and in 
1991 we bought and moved into our current store 
located in the CBD of Bundaberg.”
HBT MEMBERSHIP: “We had been approached on a 
number of occasions by HBT prior to actually join-
ing in 2012. Being part of HBT means an increasing 
supplier base along with new and exciting product 
ranges. This continues to this day.”
BUSINESS MIX: “With our ever-changing business 
model was to expand into tools and machinery, in 
particular woodworking and metal working. Mens’ 
Sheds were just taking off so we had a lot of interest 
in both areas.  Then came OPE and so it continues.”
COVID: “At the very beginning of the pandemic sales 
declined, but then increased sharply as hardware 
became a focus for consumer spending.”
CONFERENCE: “The 2022 Back to the Future confer-
ence was amazing – big shoes to fill for our 2023 con-
ference in Cairns but we know Ashlin and her team 
will already have that underway.

“HBT conferences provide us with the opportunity to 
interact with the suppliers on a different level and ex-
pand our product range further. Hearing and learning 
from the experts in their respective areas at break-out 
sessions is always something we look forward to.

“We get to meet the people behind HBT, catch up 
with friends and business associates along with the 
opportunity to have a few extra days away from work.”
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MEMBER PROFILES
Kent’s H Hardware &  
Molong H Hardware

Orange NSW & Molong NSW
HISTORY: Brendan Kent’s father, David Kent, was one of 
the founding members of HBT. He originally bought the 
store that would later become Kent’s in 1988. It started 
out as a Home Timber & Hardware store. The family 
added the Molong H Hardware store in 2019.

After working in the store while growing up, Brendan 
became a builder for 13 years, before joining his father 
back in the business, first handling deliveries in the 
timber yard, then taking on more managerial responsi-
bilities. 
HBT MEMBERSHIP: Founding member.
BUSINESS MIX: “We’re predominantly a trade store so 
85% of the customers are account holding tradies. Over 
the COVID years, we’ve seen a lot more homeowners, 
retail customers coming in. We are also seeing more 
tradies as well.”
COVID:
“Orange (NSW) has been quite busy the last six to seven 
years. But since COVID, we’ve been extremely busy. 
Most people are DIYing or renovating, or building new 
houses. We’ve had days where it’s been a bit quieter, 
either due to rain or weather or something, and it feels 
quiet. It’s not really, it’s just a normal day, because we’ve 
become accustomed to things being “crazy”.
“As soon as COVID kicked off, we increased our stock 
holding on our main sellers by quite a bit to prevent 
stock shortages. So we found that when our competitors 
ran out, they were coming to us. We did that across the 
board. Timber, plumbing, paint, and insulation. Anything 
we caught wind that was going to be difficult to get or 
have supply issues, we would look at what we could 
stock up on.
“It’s worked well for us. But during COVID we’ve often 
been running around like a headless chook, and think-
ing what are we doing? I think everyone’s been pretty 
flat out since COVID in hardware.”
CONFERENCE: Brendan was something of a fan of the 
new format introduced for the Conference, which start-
ed things off with a luncheon, rather than closing the 
event with a semi-formal dinner.
“I thought it was great. I didn’t mind the luncheon. 
Yeah, I’ve been to a lot of conferences and things over 
the years. Usually, they have it on the last day and then 
usually half the crowd takes off. It sort of peters out a 
bit. Having the lunch means some people go to things 
in the afternoon or a beer or catch up and socialise with 
people they haven’t seen in a while.
TRADESHOW: Brendan thought the Tradeshow was really 
useful — as we noted in the main article, he found the 
Bailey Ladders stand to be really engaging.
“I thought it was great. I didn’t get around to everyone. 
Every supplier seemed to be happy, and there seemed 

to be a lot of good deals up for grabs as well. It might 
only be a small discount but there seemed to be pretty 
good deals this time. So I was actually ringing back 
to the store and saying that we need to check a stock 
order on this supplier. I was putting quite a few orders 
through.

“This year I made more purchase orders than I’ve ever 
done before. If you can pick up 20-25% on a purchase 
order, that’s a big saving.

“I go more for their product ranges. If their display has 
what they’re selling. I know Romak had layouts of their 
ranges. Which was good, because of the visual thing, 
and you can see whether you can do it in your store. It’s 
good seeing a visual thing, especially if you’re gonna 
have a bay of the product. 

“Every store has areas they need to tidy up so I need 
to have a look at what options are out there. See a list of 
who was there beforehand and made sure I went to see 
them. It’s good too where suppliers will show you new 
products they’ve got coming and you take note to have 
a look at that when they bring it in.

“We have about 400 suppliers we use over the course 
of a year, and all of them send a marketing email every 
month and you just don’t get through them all.”

L-to-r: Brendan Kent with parents Dave Kent and Joan Kent

Kent’s H Hardware in Orange NSW
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MEMBER PROFILES
SA Building Supplies

St Marys and Greenfields, Adelaide, SA
HISTORY: According to Cliff Kearvell: “My father started 
this business in about 1985 and in 2001 he sold his 
business to some people. I worked with them for three 
years, then I started SA Building Supplies in 2009. 

“Most of those customers that were dealing with my fa-
ther over previous years, started coming on board with 
us. And the business sort of flourished. In about 2011 
we moved into the old existing store that we used to run 
dad’s business from, because it’s been here for so 
long, and every one knew where it was. And ever 
since then we’ve just sort of grown and grown.

“We started another branch in 2011, north of Ad-
elaide. So now we’ve got a northern and southern 
branch.”

HBT MEMBERSHIP: “Joined in 2018. Before that, 
my mentality told me that I like being an indepen-
dent. I don’t like being bound by anything. Not 
really understanding what HBT was all about. I just 
thought we were at a size where they probably 
wouldn’t be much benefit to us. And then I had an 
interesting issue and I rang Steve [Sanders] up and 
said, ‘Hey, we still need to have a chat’. So he came 
in, and we decided that we would hop on board 
and just see if it worked for us. 

“And it has, I’ve been very impressed with it. It’s 
given us a rebate on some suppliers that we don’t 
normally have rebates with. It’s helped with some 
of our low volume lines buying them through the 
HBT Group. And it’s a really good culture so you 
get to meet some really good people.”
BUSINESS MIX: Mostly trade.
COVID: “It’s been extremely challenging. It still 
is, where we still have a lot of stock issues. So 
combine stock issues, not getting insulation, not 
getting steel products. We’ve had massive price in-
creases like everyone else. So logistically through 
the admin section, they’re really under pressure to 
keep prices updated and keep stocks updated.” 
STAFF: “We also have the same problem that 
seems to be a national thing with no staff. You 
cannot employ staff. We have staff issues. I’ve lost 
probably four staff in the last three years where the 
opposition have come in and basically taken them 
from us. Yeah, it’s just a real nightmare. 

“At the moment, we’ve got three ads for staff. We just 
can’t get anyone to apply for a job. It’s crazy and we’re 
paying them well above award and so forth. As soon as 
you get down to 4% unemployment, it’s up things are 
very slim pickings, you know. That’s the problem.”
CONFERENCE EXPERIENCE: “I thought it was done really 
well. There’s a couple of things they could do better. To 
be hinest, I think the business lunch on the Tuesday was 
probably not the right thing during the day to have a 
formal lunch. I think it would have been better to have 
a supplier and HBT member night with finger food and 

drinks that night or something like that, just as a meet 
and greet. You can socialise with your suppliers.”
TRADESHOW: “The tradeshow was brilliant but they 
don’t give you enough time. So I got there at 7am, they 
opened the doors at 7.30. But I only got two thirds of 
the trade show done by 3.30.”

SA Building Supplies St Marys

SA Building Supplies Greenfields
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MEMBER PROFILES
A Wood Shed

Darra & Brassall, QLD 
HISTORY: Richard Ford started as  a pig farmer in En-
gland, moved to Adelaide in 1973, trained as a bricklay-
er, moved to Brisbane in 1975 and earned a builder’s 
licence. The inspiration for starting the first store at Darra 
was the difficulty he found in obtaining some timbers in 
his work as a builder.
HBT MEMBERSHIP: ”I think it must have been about 
2014. It was when Tim Starkey was around. We were 
very reluctant to join. But Tim being the man he was, he 
talked us into it. And there are no regrets. [Gavin Keane 
and Tim] came in ‘hot and sweaty’ because they had 
found this reasonable sized store that was not affiliated 
to anybody. I think they were trying to line us up straight 
away. We joined up fairly soon after that first visit.”
BUSINESS MIX: Mainly trade.
COVID: “We work through the problem of getting 
supply. We used to order it on a Monday and get it on 
a Thursday. Now you might wait two months. Once that 
two months is up, then it’s just ongoing. It’s all right then 
because everyone’s stuff is just delayed two months and 
then once two months is up, everyone’s getting their 
material on a regular basis. You’ve just got to educate 
[customers] to realise it’s going be that long to get it.

“We used to give a quote that was valid for 30 days, 
now the quote is only a price indicator. It’s not a fixed 
quote until they order it.”
STAFF: “You just work your way through [the staff short-
age] as best you can. We’ve done very well. We’ve got 
some very loyal staff, and we’ve had a lot of staff that 
have been with us a long time. 

“But we run five or six trucks. You only need one driver 
away and it causes all sorts of problems. It puts the pres-
sure onto other people.

“If we want to employ or look for more people, we 
generally go to Seek. We used to get a lot of respon-
dents. If you put an ad in, you might get up to 120 
people. Nowadays, you might get five or 10, and half of 
them don’t turn up anyway.”
CONFERENCE: “I thought it ran very well. It was extremely 
good, and we got a lot out of it. It ran smoothly, presen-
tations were very good. 
“I think having a free night on Wednesday was good. 
Getting everybody there on the Tuesday night to enjoy 
SeaWorld. Then you have your free night to catch up 
with your favourite supplier. It was a really, really nice for 
the finale for the members only on the Thursday night at 
Outback. From a social point of view, it worked well.

“I thought the starting luncheon was very good, too. 
I think everyone was there and getting those sort of 
formalities over with early, and getting your housekeep-
ing done early. And then we were into just enjoying the 
thing and not feeling we were pressured to do this or 
waiting for that. The old “knees up” on the last night that 
we used to have were really not very good.”

TRADESHOW: “I was sort of cruising rather than than 
going around grabbing bargains because I had our 
hardware manager there. I had two staff there, talking to 
all the suppliers, and they got a lot out of it.

“We’re 90% timber. So really, hardware is more of a 
membership thing for me. But you still come away with 
heaps of ideas about what you can get, what you could 
do. And yes, we actually got some good hardware deals 
out of it. But it’s a smaller proportion of our business, 
and timber obviously doesn’t do the show specials. But 
having said that, it’s very good to go talk to some of the 
timber suppliers, and have a chat with them and catch 
up with them.”
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Wynyard H Hardware
Wynyard, TAS

HISTORY: Wayne Littler started his employment with the 
original owners of the store that would become Wyn-
yard in 1972. It was later sold to Webster Ltd, operating 
as a rural supplies store. Lesley originally worked for an-
other store owned by Webster on King Island and met 
Wayne when she transferred in 1996. Wayne and Lesley 
along with Brett Butler bought the store from Webster 
in 1999, and that’s when Wynyard Timber & Hardware 
started.
HBT MEMBERSHIP: Joined December 2003. After Tim 
Starkey passed, Lesley had her moments of concern. 
“Well, in the beginning, It was like a small family. There 
was just Tim and Susan.”

Today, however, she’s very confident in the group. 
“Now I feel really good. In the beginning, it was a bit 
scary. We weren’t sure which way it was going. And you 
probably heard that many times. But with what they’re 
doing and how far they’ve come... Yeah, love them.”
BUSINESS MIX: “We actually got quite a lot of custom-
ers that were totally Bunnings before. But we brought 
them over to our store now because of our delivery. So 
we have a Monday, Wednesday and Friday delivery for 
around Wynyard. Then we head off to Burnie, which is 
heading east. And then on a Thursday, we go west. We 
don’t charge a delivery fee. Whereas Bunnings usually 
charged, I think it was about $90 to get from Burnie to 
Wynyard.”
COVID: “We coped very well. The store is going excep-
tionally, exceptionally well. COVID was a real boon for 
us. We had a plan in place if we had to shut. Which 
was going to be, the staff still come to work. And we 
were going to just do maintenance. Clean the store, 
tidy everything up that generally we don’t have time to 
do during the day. At least that way that we will still be 
employing the staff, they won’t have to muck around 
getting COVID payments, that sort of thing. 

“As it turned out, it didn’t happen for us. We were 
fortunate. We could not keep up with it, honestly. People 
were just turning up left, right and centre. They were 
obviously doing all the renovations that they hadn’t 
done previously because they couldn’t fly anywhere. 
They couldn’t go anywhere. They thought, ‘We’ve got 
all this money to spend’ Let’s do renos. And that’s what 
saved us.”
STAFF: “Well, we put on a guy probably about [late 2021] 
who we’ve now trained up. We got him to train for his 
truck licence. So we have a backup for our normal truck 
driver when he’s on holiday. Before it was just Wayne.
The business has grown that much now that he just can’t 
afford to do that sort of thing, he can’t be away for too 
long.

“We are still chasing two others. And we’ve been 
having all sorts of dramas. Nobody wants to work, Betty. 
Nobody wants to work, period. Apart from older ones. 
They say, ‘No, I don’t want a full-time job or no, I’m get-

ting too much money from the government to get a job.’  
And that really irritates me.”
CONFERENCE EXPERIENCE: “It was one of the best ones. 
The format was different. And it was just very relaxed. 
It was very chill. It was probably one of the best ones I 
think we’ve been to. I thought it was brilliant. I liked the 
luncheon at the beginning.  Even when I was younger, 
the music at the end of the dinner was so loud that you 
couldn’t have a conversation!”
TRADESHOW: “Wayne was very organised. He had all the 
orders done with a card attached. And he just handed 
over said, ‘That’s what we want in the specials’. And 
there were only a handful that we actually had to see 
that didn’t bring their specials out. You had to be at the 
trade show to receive them. And he worked it out that 
if we had to go around and see every supplier that was 
at the trade show, you would only have 10 minutes with 
each supplier.”

MEMBER PROFILES
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SUPPLIER PROFILES

KLINGSPOR

As is usual, the Klingspor stand was chock 
full of products for retailers to see and pick 
up. At the top of that list was the company’s 
new wire brush range. This includes wheel 
brushes for weld seams and bevel brushes 
for more precise use. Then there are cup 
brushes for rust, paint or weld spatter re-
moval.And end brushes are predominantly 
useful on the interior of pipes.

Also promoted was Klingspor’s “Bucket ‘o’ 
thins”, which provides 100 of the company’s 
best-selling A60TZ wheel, a 125mm x 1mm 
wonder. This comes in an actual square 
white bucket — a great way to promote bulk 
purchases of a popular product.

This is part of Klingspor’s overall strategy. 
As Frank Chirico, national marketing manag-
er, explains it:

We also like to put packages together 
when doing conferences so it makes it 
easier for the member to purchase. The 
approach is to put a good range of fast 
moving lines together that we know will 
sell well so it becomes an easy decision 
to order on the members part.
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SUPPLIER PROFILE
UNi-PRO

Everyone who has worked in hardware 
has had one of those “idea” moments, 
when they visualise a handy tool or mate-
rial that would easily solve a problem they 
have. What makes UNi-PRO such a highly 
regarded brand, for both pro tradies and 
home DIYers, is that UNi-PRO doesn’t just 
imagine these products, they go out and 
make them.

Take, for example the UNi-PRO Picket 
Fence and Post Roller. This is one han-
dle attached to three mini-rollers. If you 
are painting a picket fence, one roller 
goes on one paling, another roller on 
the adjacent paling — and the third fits 
in-between, painting the edges of both 
palings. How fast could you paint a fence 
with that?

That’s the kind of product you dream up 
if, like national marketing manager Ashley 
Simpson, you’ve been in the business for 
over 40 years.

That just came from when I was 
painting the fence by hand with a 
brush. Those things do pop up. And 
that comes from dealing with these 
products for too long a time! That 
knowledge builds up. It helps us see 
opportunities and know enough about 
it to say well, that could work, or that 
might not work.

Another product that came from expe-
rience is UNi-PRO’s five-litre paint bucket 
for professionals. It’s wide enough for a 
full-size 270mm roller, made from recycla-
ble plastic, and comes with two full-width 
handles. Unlike buckets with just one 
handle, the two handles form a trian-
gle that stops the bucket from tipping 
when carried with a load of paint. On the 
ground, the painter can step on a handle 
to stop the bucket moving on a slippery 
hard surface while loading up the roller.

We always listen to customer feedback 
from painters, from professionals. 
We’re always listening to ideas that 
come back from our field team. Quite 
often they are incremental changes. 
But they can quite often impact fairly 
heavily with the customers particularly 
if it’s a trade-oriented product.

UNI-PRO tracks trends as well as user 
feedback.

We’ve introduced some other things 
like chalk brushes, obviously chalk 
paint is pretty on trend, with upcy-
cling. So having specific brushes for 
chalk painting and application has 
been a really good introduction for us 
in additional ranging.
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SUPPLIER PROFILE
MAXISAFE

Maxisafe found success at the HBT conference 
through increased demand for its powered air 
purifying respirator (PAPR) systems, and inter-
est in its merchandising solutions. According 
to Jerry Joyce, NSW state manager:

On display at the show we had some 
of our merchandising, which has a very 
broad range of our product on it. We had a 
couple of displays set up. It was more just 
to show what we can do in store. On those 
displays, we literally had something from 
every category. We had gloves, glasses, 
hearing, protection, respiratory, and all the 
different categories laid out on display like 
we do in store.

Especially when it comes to safety equip-
ment, clear display of the goods is key to 
making sales, as they are self-explanatory. 
Also, by grouping safety products together, 
customers become aware of the wide range 
available, and will “self upsell” into additional 
and better products.

Aside from the merchandising displays, Jerry 
says there was unexpected high demand for 
PAPR systems.

Another one we had was our PAPR prod-
ucts. That was a big push as well. We had 
that displayed on a merchandiser. But it 
was a whole range that we were pushing it 
as well.
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SUPPLIER PROFILE
CEMENT AUSTRALIA

Cement Australia represented a growing 
trend for suppliers in 2022 and 2023, which 
is incorporating products for both tradies 
and for new DIYers. On the trade end, 
Cement Australia continues to promote its 
Trade Mortar product. As Tom Prendergast, 
sales manager - packaged products central 
describes it:

It’s a new, improved pre-blended mortar 
that we developed a couple of years 
ago. So we’ve been promoting that with 
a lot of merchandise and a lot of points 
of sale material in recent months.

On the other end of the spectrum, Cement 
Australia has been developing more DIY 
products, with an emphasis on making 
product selection easier, along with easy-to-
use products.

We try to bring value added products 
to our resellers. Especially in a retail 
environment ... Where you’re getting 
more and more DIYers coming in. They 
want to do X, Y and Z and they want to 
be able to find more products that will 
allow them to do it with a high degree of 
certainty. 
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COWDROY

Cowdroy’s national business manag-
er, Peter Doyle, saw the Conference 
as producing good results.

It’s a good opportunity for us as 
we’ve revised some designs in 
our track lanes, where we sim-
plify installation and improved 
functionality. It was a good op-
portunity to be able to actually 
get out and tell people about it.

Cowdroy is one of those companies 
that is constantly innovating. Most 
recently, that’s been with one of 
the most familiar categories on the 
Australian market, insect screens for 
windows. 

While window screens are as 
Aussie as the scent of insect spray 
and the twanging noise of the the 
mesh guard kitchen door screen 
which opens on the backyard, they 
changed very little for over 30 
years, until Cowdroy realised that 
existing screens were outdated. 
The company launched a range of 
screens made from different mate-
rials, which have revolutionised the 
market.

The screens provide different 
levels of toughness and protection, 
including being rated to protect 
against against airborne embers. 

For example, Cowdroy’s new Insect 
Screen range begins with the Fibre-
glass option, which offers simple 
installation and good visibility, with 
the PVC coated yarn offering dent-
free protection.

Six times stronger than standard 
fibreglass screening is the Pet Guard 
option. The Small Insect option has 
a weave twice as tight as standard fi-
breglass. Superior Mesh features UV 
stabilised heavy-duty polyethylene 
yarn, which is resistant to UV and 
corrosion, while Clearview offers 
improved visibility.

Pollen Proof is a significant inno-
vation in the insect screen market-
place, with its unique knit providing 
a barrier to block the passage of 
87% of pollen and dust.

As though that weren’t enough, 
Cowdroy also provides its Clear-
view app for mobile phones. This 
enables users to point there mobile 
phone’s camera out a window, and 
to preview exactly how that view 
will be affected by different kinds of 
window mesh.

Another factor that is not always 
highlighted, is that Cowdroy has 
worked hard to make its mesh prod-
ucts easy to install for novice DIYers. 



SUPPLIER PROFILE
HPP LUNDS

In the US, it’s not uncommon to hear 
about mechanics even fixing cracked 
engine blocks with JB Weld products — 
though that is not a recommended use! 
However, many people are not aware of 
how wide the range of JB Weld products 
really are.
HPP Lunds is hard at work making the 
brand more accessible. According to Ben 
Leonard, the company’s sales manager:

Probably the biggest thing that we’re 
doing now is we’re just organising for 
our new catalogue to go to print. So 
we’re about to release a 56 page JB 
Weld catalogue which is a lot more 
content based. There’s more informa-
tion for everybody from the resellers 
to the actual market that’s going to 
use the products, the DIY market.

Twin Tubes
With a paste-like consistency, Twin 

Tubes are great at filling gaps and cracks. 
Once cured, they create a permanent 
bond and can be sanded, drilled, tapped, 
shaped and painted.

Syringes
J-B Weld Syringes deliver high-strength 

bonding in an easy-to-use applicator 
that dispenses the two-part adhesive in 
a precise 1-to-1 ratio. Syringes are ideal 
for bonding and gap-filling. After curing, 
they can be sanded and painted. 

Putty Sticks
J-B Weld Putty Sticks put a lot of 

strength and versatility right in your 
hands. Simply mix the putty by hand until 
the two components are a uniform colour. 
Then mould, shape or fill the putty into a 
crack, gap or hole. Once cured, the putty 
can be sanded, drilled and painted.

Silicone Sealants
J-B Weld Silicone Gasket Makers and 

Sealants resist high temperatures, oil and 
water to provide long-lasting solutions for 
automotive and home repair.

Superweld
J-B Weld’s SuperWeld line offers inno-

vative high-strength super glues. They’re 
easy to use, set quickly and are ideal for 
instant bonding on crafts, home and auto 
repairs and more.

Exhaust Repair
J-B Weld Exhaust Repair pastes and 

adhesives are designed to seal and 
structurally repair almost any part of your 
vehicle’s exhaust system. 

Threadlockers
J-B Weld Threadlockers provide a 

reliable and superior lock and seal for 
threaded fasteners on all mechanical 
parts, body assemblies, and hundreds of 
other applications to prevent loosening 
of fasteners from shock and vibration.



SUPPLIER PROFILE
ROMAK

Frank Marini, national sales manager for 
Romak found himself facing a particular 
challenge with the brand. Romak is a 
brand well-liked by HBT stalwarts. It has 
something of a storied history of support-
ing retailers with high personalised ser-
vice. However, just as with all brands over 
time, in 2020 it needed to be refreshed 
and brought up-to-date. 

Frank responded by updating the range, 
and then building a complete showroom 
to showcase the in-store layout.

During COVID, I built a showroom 
displaying all our stock in its full glory. 
At the HBT show, it was big but with 
limits. I couldn’t display everything. 
I did  a smaller version. It’s proba-
bly held us back a little bit, because 
people just wanted the stand they saw 
at the show, rather than the full rack. 
But, from where Romak has been the 
last two years compared to the last 
five, we’re not even close. It’s so much 
more entertaining now. And there’s a 
new lease of life. People are talking 
about  [Romak] now.  From my point 
of view, you can no longer sell just 
that unit, you have to now sell the bay. 
Ninety percent of people don’t care 
what is on the bay, they just want their 
shop to be as good as Mitre 10 up the 

road and Bunnings at the other end. 
My whole motto for the show was ‘Sell 
the package rather than sell the unit’.
The products at Romak haven’t really 
changed. We’ve added new stuff to 
the range and but for me, the show 
was more about merchandising.
!Just showing people that I’ve got 
racks, and I’ve got holders and brack-
et holders. I’ve got all that stuff now 
that were probably holding people 
back from making their shelves from 
looking old into new. And so far, it’s 
been, it’s been a major winner for us, 
to be honest.



NEW RANGENEW RANGE

KLINGSPOR WIRE BRUSH RANGE
The selection of wire brushes offered by Klingspor comprises of a comprehensive 
range of products that are designed for the most diverse machining tasks. 
Cleaning of weld seams and surfaces (rust removal, descaling, paint stripping). 
Deburring of cutting edges. Structuring of surfaces (creating matt, satin or rough 
finishes).

DISPLAY STAND SPECIAL!
Klingspor have finally released their range of professional grade wire 
brushes in steel and stainless steel.

The stand contains 29 line items in 9 different product groups.
Ranging from small spindle mounted brushes, large cup brushes and 
also hand-held wire brushes available in both steel and stainless steel, 
crimped and twist knot.

There is a product for every application.
The stand comes complete with the header board and all accessories 
including a pull-out draw at the base of the stand.

The safe use of Klingspor wire brushes

Manufactured in compliance with the requirements set out in the 
EN-1083-2, Klingspor wire brushes guarantee the highest level of safety 
for the user.

Enjoy “10% OFF” on this package deal.

Good. 
Safe.
Klingspor.

www.klingspor.com.au

AVAILABLE 
NOW!

More information on our wire 
brush range is available from our 
website or scan the QR code.

https://www.klingspor.com.au/


TOOL BELTTOOL BELT

www.klingspor.com.au

BONUS KLINGSPOR TOOL BELT

• Tool belt features main pocket with velcro closure,      
   one small pocket on the side with velcro closure  
   and 4 tool holders.
• Material: 600D Oxford Fabric
• Size: 20cm x 10cm x 22cm/ Belt 128cm x 7cm
• Colour: Black - Tools not included

150 
DISC BUCKET  

(125mm x 1mm)
BONUS GIFT!

A60TZ BUCKET “O” THINS 

• Free of iron, sulfur & chlorine
• Minimal burr formation
• Short cutting times
• Long service life

“TOOLS NOT INCLUDED”

Live Demonstration

More information on our cutting wheel 
range is available from our website:

https://www.klingspor.com.au/


44

hnn.bz

COVID-19 was hard enough to deal with, but 
it’s turning out that the aftermath of the virus 
presents strong challenges, as well.

For hardware retailers — and the con-
struction industry as well — the problem 
this presents aren’t just about where we are 
now, today, but also where we have been. The 
changes to the housing industry, on both the 
demand and supply side, have been so big and 
constantly shifting that it’s hard to even track 
backwards, let alone go forward.

One way to start getting a clear picture is to 
take a good statistical look at the past, and a 
glimpse at the near present. To provide some 
of the materials for this, HNN has undertaken 
a fairly thorough statistical review of building 
approvals, using data from the hard working 
statisticians at the Australian Bureau of Sta-
tistics (ABS). 

The New Geography
of Approvals 
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There is such a wealth of statistics that one of the primary 
tasks is working out how to be effective while using the least 
data, in order to remain concise. One decision we made — for 
this series — was to concentrate on the three states most 
affected by COVID-19: New South Wales (NSW), Victoria (VIC) 
and Queensland (QLD). 

(It’s not that the other states were not affected, but it’s 
much more individual with them. We intend to do a separate, 
unique workup on the other states and territories in the 
future.)

In this case we think we’ve delivered a pretty good view of 
the past and present in a total of 96 main charts. Before we 
get straight into the data, we just wanted to describe — in 
business terms — what our approach has been and the deci-
sions we’ve made.

     The first decision was to base our analysis on the ABS 
statistical division which relies on local government areas 
(LGAs). Obviously, state-wide measures are of little use, as 
they mask significant geographic differences. Equally, the 
useful but very small Statistical Area 2 (SA2) measures the 
ABS provides are a little too detailed. LGAs tend to work best 
because most of us are familiar with them, and because they 
can also reflect specific planning and administration differ-
ences.

Secondly, we decided to look at four categories for build-
ing approvals. These are the number for houses, the number 
for “other residential” (multi-units, such as apartments), the 
value of alterations and additions (basically renovations), and 
the total value of all residential building approvals.

Thirdly, we decided to divide the statistical analysis into 
three parts. The first part is a “snapshot” of approvals for 
FY2022 (July 2021 through to June 2022). We do this for each 
of the four categories, providing both a state overview and a 
close-up of the state’s major metropolitan area.

Statistically we use “percentiles” in these charts. Percen-
tiles enable us to rank the LGAs into 10 sets. This gives us 
something like a “heatmap”, showing which LGAs have lots of 
activity, and which have less. There is only one heatmap per 
state, so the heatmap of the metro area is a close-up of the 
state version.

In the second part of the statistics we wanted to give a 
good idea of the “journey” that the states have gone through 
during the pandemic. When we looked at the data, we found 
the best way to do this was to provide two different compar-
isons. The first comparison is between building approvals 
for FY2019 as compared to FY2021. The second is between the 
interlacing years, FY2020 as compared to FY2022. 

The main reason for this unusual approach is that we 
found that comparing FY2021 directly with FY2022 was not 
helpful, as both years were distorted from the norm. Using 
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FY2019 and FY2020 as the comparators means we’re looking at 
the difference between more normal years and COVID years.

 Also in this section we do provide some “mini-graphs” 
along with our commentary notes. A problem with tracking 
only percentage gains is that you can lose sight of the actual 
numbers: an LGA that has 100 approvals and gets another 20 
has a 20% increase, while an LGA that goes from 1000 to 1100 
approvals has only a 10% increase. These mini-graphs provide 
a corrective for that by illustrating the 20 and the 100, and 
not the percentage.

The third set of charts provide a direct comparison be-
tween the first half of FY2022 with the first half of FY2023 (so 
July to December 2021 with July to December 2022). This is 
the most recent data, and it works because it is comparing a 
COVID influenced period with a post-COVID period, and pro-
vides a look at the market changes post the federal election, 
and the Reserve Bank of Australia’s increase in interest rates.

This all might sound a little complex, but we think the 
charts are clear and easy to understand. The main reason 
we’ve gone into detail is that we know from experience that 
readers might have questions after they’ve seen the charts.
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While the narrative around multi-
unit dwellings has been a decline 
since 2020, what has happened 
is a degree of “infill” for regional 
NSW.  This includes an increase in 
approvals for areas such as the Yass 
Valley, Greater Hume and Narromine, 
while areas such as Tamworth have 
moved up a percentile. Shellharbour 
and Wollongong appeared in the 
top tenth percentile, but did not for 
FY2019.

Small but significant shifts in 
regional LGAs include Upper Hunter, 
Mid-Western and Muswellbrook, 
from the 10th to the 30th percentile. 
Shoalhaven and Goulburn Mulwaree 
have shifted higher as well, along 
with Albury

In the top tenth percentile, The 
LGAs of Shoalhave and Wollondilly 
appeared, which were not present in 
that percetile for FY2019.

NSW FY2022 SNAPSHOT — PERCENTILES

Both Lake Macquarie and North-
ern Beaches made in into the top 
percentile for FY2022, but missed 
out in FY2019. Regionally, Mid-Coast, 
Mid-Western Wollondilly, Armidale 
Region and Goulburn Mulwaree lift-
ed a percentile, while Coff’s Harbour, 
Tweed and Oberon fell.

In addition to Northern Beaches, 
Fairfield and Willoughby went up. 
Lane Cove, North Sydney, Canada 
Bay, Strathfield, Burwood, Penrith 
and Campelltown declined.

In Sydney there have been mild 
changes for renovations from FY2019 
to FY2022.

Penrith, Liverpool, Fairfield and 
North Sydney have declined one 
percentile, while Camden has gone 
up one.

Regionally, Dubbo and Mid West-
ern went up a percentile, as did Coffs 
Harbour. Both Eurobodalla, Bega 
Valley and Tamworth went down a 
percentile.
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NSW HOUSES NUMBERS 
%GROWTH
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NSW
There are clear differences 

between the first and second 
wave of COVID development in 
regional NSW. The first wave sees 
a growth spurt in the state’s west, 
while the second wave sees a 
series of three clustered growth 
areas emerge inland.

SYDNEY
While Northern Beaches, 

Lane Cove, Inner West and — to 
a lesser extent — The Hills saw 
growth in the first wave, overall 
there was a general mild decline. 
In the second wave, Ryde, Strath-
field, Liverpool Mosman and 
Sutherland grew strongly.

TOP 10 LGAs WITH HIGHEST GROWTH  
IN ACTUAL HOUSE NUMBERS FY2022

ADDITIONAL HOUSES 
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NSW
First wave growth tends coastal, 

with regional exceptions in 
Mid-Western, Bogan, etc. Second 
wave shows regional growth, 
especially extending south from 
Mid-Western. Coastal growth 
accelerates, with Shellharbour, 
Coffs’ Harbour and Central Coast 
making the top-10 graph.

SYDNEY
The first wave is dominated by 

Northern Beaches, Ryde, Sydney 
and Georges River, along with 
Cumberland. Second wave sees 
The Hills, Blacktown, Willoughby, 
Lane’s Cove, Waverly and Bayside 
dominate, along with Fairfield.

THE-HILLS-SHIRE

BLACKTOWN

WILLOUGHBY

SYDNEY

LANE-COVE

BAYSIDE

FAIRFIELD

SHELLHARBOUR

COFFS-HARBOUR

CENTRAL-COAST
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SYDNEY  NSW  

NSW OTHER RESIDENTIAL NUMBERS 
%GROWTH

TOP 10 LGAs WITH HIGHEST GROWTH  
IN ACTUAL DWELLING NUMBERS FY2022

ADDITIONAL DWELLINGS 



DATA SOURCE: ABS (DERIVED)

FY
2

0
1

9
/F

Y
2

0
2

1
FY

2
0

2
0

/F
Y

2
0

2
2

  

April

May

June

July

0 10 20 30 40 50 60 70 80 90 100

TOP 10 LGAs

ADDITIONAL xxx 

hnn.bz 50

NORTHERN-BEACHES

SYDNEY

WOOLLAHRA

CENTRAL-COAST

RANDWICK

INNER-WEST

WILLOUGHBY

LANE-COVE

WINGECARRIBEE

SUTHERLAND

$0 $480 $960 $1440 $1920 $2400

NSW
The first wave is concentrated 

in the north-east, and this moves 
to include the south-east in 
the second wave, with western 
regions declining. Wingecarribee 
makes it to the list of top 10 
increased expenditure, at $419 
million growth, and Central Coast 
added $606 million.

SYDNEY
How good is Sydney? The first 

wave saw a strong response from 
Cumberland, Blacktown, Cam-
den, Georges River and Ryde. 
The second wave saw Northern 
Beaches surge ahead with $2.3 
billion in added spending , fol-
lowed by Sydney at $1.3 billion.

SYDNEY  NSW  

NSW ALTERATIONS & ADDITIONS VALUE
%GROWTH  

TOP 10 LGAs WITH HIGHEST GROWTH  
VALUE FOR ALTS-ADDS FY2022

ADDITIONAL VALUE $millions
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SYDNEY  NSW  

NSW TOTAL RESIDENTIAL BUILDING VALUE 
%GROWTH  

NSW
This chart demonstrates the 

sharp shift in growth between 
the first and second waves. Up 
through FY2021 there is clear 
growth in regional areas, but 
through 2022 this accelerates. 
Central Coast makes it onto the 
top 10 highest increase in dollar 
value with $209 million.

SYDNEY
In the first wave there is a low 

level of growth in the value of 
building approvals in Sydney, 
with Ryde, Sydney, Northern 
Beaches and Georges River the 
exception. In the second wave, 
investment has picked up to 
higher levels.  The Hills Shire in-
creases its value by $722 million.

THE-HILLS-SHIRE

BLACKTOWN

NORTHERN-BEACHES

SYDNEY

CAMDEN

WILLOUGHBY

LANE-COVE

LIVERPOOL

SUTHERLAND

CENTRAL-COAST

$0 $150 $300 $450 $600 $750

TOP 10 LGAs WITH HIGHEST GROWTH  
VALUE FOR TOTAL RESIDENTIAL FY2022

ADDITIONAL EXPENDITURE $millions
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Most of the top percentiles for total 
building value for building approvals 
are located in Greater Melbourne, 
indicating just how central the city 
remains, though the outer suburbs 
are as active as the inner suburbs.

Regionally, however, there is sig-
nificant activity in Greater Geelong, 
Ballarat and Greater Bendigo as well.

All of greater Melbourne is above 
the 60th percentile, indicating a very 
strong concentration of renovation 
activity. It is particulary high in the 
inner-Melbourne suburbs, Morning-
ton Penisula, and through the Yarra 
Ranges. 

In regional areas, the Macedon 
Ranges, Greater Bendigo, Greater 
Geelong and Ballarat also show high 
levels of activity.

While the house hotspots hollowed 
out the centre of Melbourne, for 
multi-unit dwellins the image is 
reversed, with more central LGAs 
attracting the most approvals. Yet the 
more distant suburbs also rank high, 
especially Casey, Hume and Wynd-
ham. Again, there is also a surprising 
loop around to Greater Geelong.

Surprisingly, there is also a higher 
level of activity in Greater Shepparton 
and Wangaratta.

In Victoria, it’s evident that in 
FY2022, Melbourne still ruled the 
building approvals for houses. 
However it is the outer suburbs that 
attracted the most approvals, espe-
cially to the west, including a loop 
down to Greater Geelong and even 
the Surf Coast. Ballarat also shows up 
in the high percentiles. It also con-
tinues into the ex-urban LGAs to the 
north-north-west, including Macedon 
Ranges, Mitchell and Bendigo. Also 
attracting approvals is East Gipps-
land. While COVID obviously plays a 
part, it’s also likely high house prices 
influences this distribution as well.

VIC FY2022 SNAPSHOT — PERCENTILES
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MELBOURNE  VIC  

VIC HOUSES NUMBERS
%GROWTH

VIC
The chart to the right for the 

LGAs with highest numerical 
gains in house approvals tells the 
story of VIC as only three of the 
10 are in the Greater Melbourne 
area. While growth slowed in the 
second wave, it also achieved 
greater state-wide dispersion.

MELBOURNE
These charts show the “hollow-

ing out” of Greater Melbourne, 
with inner-city suburbs either in 
negative growth or mild positive 
growth, while outer suburbs 
such as Melton, Whittlesea and 
Nillumbik show moderately high 
growth.

MELTON

GREATER-GEELONG

CASEY

BALLARAT

MITCHELL

MACEDON-RANGES

CARDINIA

BASS-COAST

EAST-GIPPSLAND

LATROBE

0 200 400 600 800 1000 1200 1400 1600 1800 2000

TOP 10 LGAs WITH HIGHEST GROWTH  
IN ACTUAL HOUSE NUMBERS FY2022

ADDITIONAL HOUSES 



DATA SOURCE: ABS (DERIVED)

FY
2

0
1

9
/F

Y
2

0
2

1
FY

2
0

2
0

/F
Y

2
0

2
2

  

April

May

June

July

0 10 20 30 40 50 60 70 80 90 100

TOP 10 LGAs

ADDITIONAL xxx 

hnn.bz 54

VIC
The first wave saw multi-unit 

dwelling approvals decline 
sharply, while regional areas 
gained over Melbourne’s 
suburbs. In the second wave 
regional approvals spread more 
widely, and the Melbourne 
market recovered somewhat.

MELBOURNE
Even with a recovery in the 

second wave, the top 10 LGAs by 
extra units is still half regional 
areas. While Melbourne’s inner 
suburbs recovered somewhat, 
the strongest growth came from 
its outer suburbs.

MELBOURNE  VIC  

VIC OTHER RESIDENTIAL NUMBERS
%GROWTH  

ADDITIONAL DWELLINGS 
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MELBOURNE     VIC  

VIC ALTERATIONS & ADDITIONS VALUE  
%GROWTH

VIC
In the first wave, regional VIC 

saw substantial take-up of ren-
ovations, in constrast to Greater 
Melbourne. In the second wave 
growth in approvals was more 
concentrated, with areas not 
typically considered growth 
“hotspots”, such as Central Gold-
fields and Towong, benefitting.

MELBOURNE
In the first wave growth was 

subdued, with only the more 
outer suburbs Yarra Ranges and 
Melton — along with Maroondah 
— benefitting. The second wave 
saw renovation approvals grow-
ing strongly in Melbourne’s eas-
ter and south-eastern suburbs.

ADDITIONAL VALUE $millions 
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ADDITIONAL VALUE $millions 

TOP 10 LGAs WITH HIGHEST GROWTH IN  
VALUE FOR TOTAL RESIDENTIAL FY2022

VIC
In the first wave approvals 

in Greater Melbourne show 
reduced growth, contrasting to 
growth in the state’s west. There 
is a low growth areas surround-
ing Melbourne, just beyond the 
outer suburbs. This is then “filled 
in” during te second wave.

MELBOURNE
With the exception of Melton, 

Hobson’s Bay, Yarra Ranges, 
Maroondah and Whittlesea, the 
first wave shows much lower 
growth in Greater Melbourne. 
The second wave partially revers-
es this, with stronger growth in 
the south-east and north-east 
suburbs.
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The value of approvals distribution 
shows that most of the western half 
of the state is at or below the median, 
with the north tending lower than 
the south. The coastal strip remains 
mostly above median.

The only real surprise in the area 
around Brisbane is that Noosa is in 
the second highest and not the top 
percentile.

Renovations follow a pattern similar 
to multi-units, except that there is 
a greater spread of above median 
percentiles. The lowest percentiles 
are in the state’s north-west, with the 
exception of Mount Isa and Cloncurry 
Shires.

In the coastal area around Brisbane, 
the distribution is similar to multi-
units, except that Somerset is in the 
higher 70th percentile.

In regional QLD multi-unit approv-
als cluster in towns — as you would 
expect. So the areas around Cairns, 
Townsville Mackay, Rockhampton, 
Gladstone and Bundaberg are in the 
80th percentile. Inland, Toowoomba 
Region and the Southern Down 
region are also in that percentile. 
Higher percentiles are also in the 
Longreach Region, and Mount Isa, 
Bulloo and Paroo Shires.

Along the coast near Brisbane there 
is a high density of approvals, except 
in Somerset, which is in the lowest 
percentile.

The distribution of house approvals 
in QLD continues to be most dense 
along the east coast, particularly so 
in the south, where it also extends 
further inland along the NSW border.

That is echoed in the area from the 
Gympie Region down to Gold Coast/
Scenic Rim, though inland Ipswich, 
the Lockyer Valley and Gympie have 
high densities.

QLD FY2022 SNAPSHOT — PERCENTILES
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QLD
In the first wave, growth is 

concentrated towards the east 
coast. It extends north to Cairns, 
and west to include Barcaldine 
Region and Winton Shire. In the 
second wave, it moves to a strip 
in the south of the state, from 
Brisbane out to Maranoa Region.

BRISBANE
In the first wave, growth is lim-

ited to the Lockyer Valley and the 
Gympie Region. In the second 
wave, there is a sharp correction 
to this, but the growth is more 
inland, with the exception of 
Logan.

BRISBANE  QLD

ADDITIONAL HOUSES 
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BRISBANE  QLD  

QLD
A somewhat desolate map 

shows a broad retreat from multi-
unit dwellings in the first wave. 
Two regional exceptions to this 
are Townsville and Bundaberg, 
along with Cook Shire. The sec-
ond wave shows improvement 
in Charter Towers, Whitsunday, 
Rockhampton and South Burnett.

BRISBANE
The first wave shows a sharp 

decline in multi-unit, with only 
Redland, Logan and Ipswich 
showing medium growth. The 
second wave has a sharp recov-
ery for South Burnett and Noosa, 
with Moreton Bay and Gold Coast 
also boosted while Logan and 
Ipswich continue growth.

QLD OTHER RESIDENTIAL NUMBER 
%GROWTH 

ADDITIONAL DWELLING UNITS 

TOP 10 LGAs WITH HIGHEST GROWTH 
IN ACTUAL DWELLING NUMBERS FY2022
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QLD
In the first wave, Cook and 

Bulloo shires show strong growth 
in renovations, also the coastal 
Rockhampton, Gladstone and 
Townsville. Paroo, Barcoo McKin-
lay and Croydon shires show 
decline. In the second wave, 
growth spreads, but regions of 
decline remain.

BRISBANE
The coastal region around 

Brisbane also shows strong con-
trasts in the first wave, with only 
the strip from Logan through to 
Lockyer Valley — along with Som-
erset — showing strong growth in 
renovations.  In the second wave 
growth picks up in Noosa, Scenic 
Rim and Gold Coast as well.

BRISBANE  QLD  

QLD ALTERATIONS & ADDITIONS VALUE 
%GROWTH 
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QLD
The east coast shows growth 

in the first wave, as does a line 
from Isaac Region south-west to 
Barcoo Shire. Growth continues 
south of that strip, except for 
Blackall-Tambo, Quilpie and 
Paroo shires. The second wave 
shifts that line north to Charters 
Towers, Flinders and Winton.

BRISBANE
For the first wave strong growth 

is only present in Somerset and 
Lockyer Valley, with Ipswich and 
Logan also growing. In the sec-
ond wave, Logan, Scenic Rim and 
Noosa also show strong growth.

BRISBANE   QLD  

QLD RESIDENTIAL BUILDING VALUE 
%GROWTH 

ADDITIONAL VALUE $millions 
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One surprise in this chart is 
growth in the north and north-west, 
stretching from the coast at Kempsey, 
through Armidale Region, Gwyder, 
Moree Plains, Walgett, Brewarrina, 
Bourke and down to Central Darling 
and Cobar. This is from a low base, 
but growth is growth. Greater Sydney, 
though, reflects the general disin-
vestment, with only Penrith, Ryde, 
North Sydney, Strathfield and Georg-
es River showing strong growth.

This chart indicates a sharp fall in 
renovation activity across much of 
NSW. It’s also a map of high contrasts, 
from high growth in areas like Bogan, 
Warren and Narromine, to decline 
in Narrabri, Tamworth and Gwydir. 
Greater Sydney shows the sharpest 
contrast, with strong growth limited 
to Cumberland, Strathfield, North 
Sydney, Hunter’s Hill and Penrith, 
and milder growth in Campbelltown, 
Fairfield and Lane Cove.

While these charts are not all good 
news, they do show an improvement 
over the pandemic period. Multi-
unit dwellings are still confined to a 
relatively broad band parallel to the 
coast, and there is decline evident, 
but also a strong showing in the area 
north-west from Sydney. Greater Syd-
ney itself shows growth in nine areas, 
including Penrith, Fairfield, Ryde and 
Northern Beaches.

These charts display a declining 
market. State-wide only Gwyer, 
Mid-Western, Forbes and Weddin 
display high levels of growth. For 
Greater Sydney only Strathfield 
shows highish growth, with some 
growth in Penrith, Hornsby, North 
Sydney Randwick and Campbelltown.

It’s telling that of the top five LGAs 
for added value, only three are in the 
Greater Sydney area.
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This chart affirms the decline in 
regional VIC, with the exception the 
cluster of Mt Alexander, Hepburn 
and Macedon Ranges, as well as East 
Gippsland, Wellington and Latrobe 
— and not to forget Bass Coast and 
Warrnambool. In Greater Melbourne, 
Maribyrnong is the standout, along 
with Maroondah and Hobsons 
Bay. Melbourne itself, Whitehorse, 
Monash and Stonnington were also 
firmly positive.

Renovations show general mild 
declines in regional VIC. Hotspots 
include Yarriambiack, Hepburn, 
Hindmarsh and Mansfield, along 
with Gannawarra, and mild growth 
in East Gippsland, Wantaratta and 
Southern Grampians. Greater Mel-
bourne trends towards mild growth, 
with only Wyndham and Manning-
ham trending above, while Yarra, 
Booroondara, Hume and Cardina are 
comfortably positive.

Regional VIC has retreated further 
from multi-unit dwellings. One 
growth cluster is in East Gippsland, 
Wellington and Latrobe. Another 
includes Hepburn, Mt Alexander and 
Macedon Ranges. This links into mild 
growth in Moorabool, and better 
growth in Wyndham. Generally Great-
er Melbourne shows declines, with 
Hobsons Bay, Maribyrnong, Yarra, 
Stonnington and Maroondah going 
against that trend.

The state chart shows a declining 
market. Only two LGAs show strong 
growth, Moyne and Hindmarsh, 
though Colac Otway and Mitchell 
show moderately high growth. The 
Greater Melbourne chart shows a 
broad retreat in the market, though 
the south-eastern suburbs show mild 
growth, especially Port Phillip, Glen 
Eira and Monash. Central Melbourne 
itself, Maribyrnong and Brimbank 
have declined sharply.
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It’s not that much of surprise that 
regional QLD is seeing a downturn 
in multi-unit dwellings, but it is a bit 
surprising that there has been growth 
in the Brisbane area. Regionally, 
growth is confined to Townsville, 
Mackay and the Southern Downs 
Region. Around Brisbane, there is 
strong growth in the Gympie Region, 
Sunshine Coast and Redland. There 
is also growth in Ipswich and Gold 
Coast.

It’s been something of a truism in 
hardware retail that when the house 
market goes down, renovations go 
up, and this chart partially supports 
that. There are eight areas of strong 
growth including two clusters: 
Mackay and both Isaac and Whitsun-
day regions, and Banana along with 
South and North Burnett regions. 
Around Brisbane, both Moreton Bay 
and Scenic Rim show good growth 
as well.

There is considerable strength 
in the south-east, as well as further 
north up the coast. Anchored by 
Banana with South and North Burnett 
regions, a cluster of growth that 
extends through the Gympie region, 
Western Downs, and on into Maranoa 
Region and Murweh Shire, up into 
Blackall-Tambo. The coast from Mack-
ay up to Cairns is doing fine. Around 
Brisbane itself the Sunshine Coast 
and Gold Coast are doing best.

Compared with the past, this 
chart is somewhat discouraging. Yet 
even though there are only two high 
growth areas — North Burnett Region 
and Murweh Shire — there is still 
ongoing slow growth in ares such as 
Gladstone, Rockhamptom and South 
Burnett. Around Brisbane Lockyer Val-
ley and Ipswich and Gympie Region 
can be added to that, even as there 
are strong declines in Moreton Bay, 
Redland and the Gold Coast.
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Metcash held its Investor Day for 2022 
on 17 October 2022, in South Australia. The 
hardware segment of the company was rep-
resented by Annette Welsh, the CEO of the 
Independent Hardware Group (IHG), and Paul 
Dumbrell, CEO of Total Tools Holdings (TTH). 
This was the first Investor Day run by Met-
cash’s new CEO, Doug Jones.
Review

Despite the broadly positive results that 
the COVID-19 pandemic has provided the 
hardware retail industry, both IHG and TTH 
seemed to find themselves in something of a 
defensive position in presenting their fore-
casts for short and medium term strategies. 

Metcash Investor Day
Growth through hybrid network
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In fact, Metcash’s hardware division found itself facing 
something of a “double whammy” in presenting its strategies 
for the coming years through to 2024. At the moment Met-
cash itself seems a little uncertain about the type of company 
it wants to be. In broad, general terms, it’s about whether its 
investment profile is as a dividend-based investment vehicle, 
or as a growth stock. 

Investors in the former are seeking steady returns primar-
ily through regular and reliable stock dividends. Investors in 
the latter seek stocks that will increase in price by deploying 
capital to increase revenue and earnings at a growth rate 
above that of the general market.

Metcash’s profile has been primarily as a dividend stock. 
Again, in general terms, growth strategies for dividend stocks 
tend to involve taking an existing knowledge base that works 
in one market, and applying that to a broadened market, or to 
adjacent markets. Growth companies usually rely on innova-
tions and/or scale to expand rapidly — effectively changing 
markets to benefit themselves and disrupt competitors.

Classic dividend stock activities would be the initial ac-
quisition of Mitre 10 by Metcash (applying its experience in 
grocery retail to hardware) and the acquisition of the Home 
Timber & Hardware Group (broadening an existing market). 
Classic growth stock activity would be acquiring TTH, taking 
on a great deal of risk with the hope of scaling-up the busi-
ness into a dominant position.

The second part of the “whammy” is that, through both op-
portunity and force of circumstance, the structure of IHG has 
become radically altered in the market since 2022. The idea 
behind the acquisition of HTH in late 2016 which resulted in 
IHG was that increased volume of purchases would create 
logistical and price benefits. Those benefits 
would then see more independent stores 
join IHG, which would increase the purchase 
volume — and a “virtuous circle” of growth 
would be created.

That didn’t work out — and for the rea-
sons, please see our article on the HBT Na-
tional Buying Group Conference in this issue. 
Instead, with an overall positive hardware 
market, aided by the need to purchase Mitre 
10 stores that wanted to leave the group, IHG 
began expanding its corporate-owned and 
joint venture (JV) stores. This meant it ben-
efitted from “full-stack” margins, combining 
both wholesale and retail mark-ups. 

Combined with the pandemic boost to 
sales, this strategy did increase revenue and 
earnings for IHG. However, it also changed 
the structure of the company, as you would 

Comparing provided company ratios 
from Investor Day presentations for 2019, 
2021 and 2022.
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expect, with over 40% of revenues now coming from corpo-
rate retail. This is of some concern to the more independent 
stores in the network.

The reason why independent store owners are concerned 
about corporate control comes down to what gets optimised 
in a buying group. What corporates seek to do is to optimise 
for the entire network. They tend to make decisions that 
result in the network improving sales and revenue. 

The difficulty with this is that those network decisions can 
disadvantage individual stores, even as they boost overall 
network results. If those stores have corporate ownership, 
that doesn’t matter, as it is the total net revenue or profit 
that matters. If the disadvantaged stores are independently 
owned, however, it does matter, as they lose out with no real 
compensation.

In the independent buying group situation, stores make 
their own choices. The buying group might ask them to pur-
chase from specific suppliers, as concentrating orders leads to 
better prices, but they have no final control over the stores.

While this continues to be of some concern in IHG, HNN 
would suggest that it is, in the current market, outweighed 
by other considerations. Specifically, there was an unplanned 
consequence of the HTH acquisition, which is that currently, 
outside of Bunnings, IHG now has a near-complete monopoly 
on strongly branded hardware retailers in Australia. 

This comes at a time when the DIY hardware market is 
both growing and changing. While brand has some meaning 
in the trade market, it is more significant in DIY.

The end result of this shift for IHG is actually a vastly 
improved overall marketplace for independent hardware 
retailers in general. There is now a broad spectrum of options 
available, from degrees of corporate involvement in IHG, 
complete with store brands and marketing, to non-branded, 
fully independent options in HBT and other buying groups. 
That can aid not only existing retailers, looking for the best 
“fit”, but also encourages new retailers.
Past practices

What looms over IHG, however, is a legacy of the past, 
which means that rather than owning up to the increasing 
corporate influence, the division publicly states it is just as 
independent-focused today as it was 10 years ago. 

Behind this is a degree of caution that a perceived change 
might damage the business. There is some truth to this, in 
that some current stores might migrate out-network if they 
conclude IHG has become “too corporate”, but this seems 
less likely today than it was six years ago. 

The other problem, one suspects, is that HNN and several 
other analysts suggested back in 2016 that IHG would take 
on the shape it has today. That includes not only corpora-
tisation, but also the collapsing of brands — eliminating 

Annette Welsh, who served as IC2 to 
former IHG CEO Mark Laidlaw, became 
IHG CEO in late January 2020.
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Thrifty-Link and True Value, and making HTH a sideshow to 
the dominant Mitre 10 brand. 

Those statements — which were simple analysis — 
sparked some denial and obfuscation from IHG (in HNN’s 
opinion) and it is perhaps, culturally, a bit hard to back down 
and admit those predictions were correct.

In any event, this Investor Day had an element of some-
thing like “double-speak” about it, as the advantages of 
corporate-based revenues were lauded, along with an insis-
tence that not much has changed in terms of how the net-
work is managed. This is not in any way a direct criticism of 
Ms Welsh, who has been basically left with a very difficult 
communications conundrum. Ms Welsh is adept at commu-
nication in general, as indicated by some of the insights she 
provided while speaking about her prime area of expertise, 
trade-based sales to builders. But this particular task is a 
difficult one to pull off.
 IHG background

In her opening remarks, Ms Welsh gave an accurate and 
refreshing account of how the industry has changed, and the 
opportunities it now offers:

So to our growth initiatives, we have three key growth initia-
tives. Network growth.... Ten years ago, 11 years ago, when I 
started in the business, we were a defensive network business, 
holding on to what we could from our major competitors and 
the entry of Masters into the market. We were fortunate in the 
fact that we got through that and were able to stabilise the 
business. 
Our opportunity now with the network, is to go on what I call 
the offensive. And that’s not to be rude, it’s just to grow, we 
have the opportunity to grow both in our fragmented market, 
and organically. 
Ms Welsh began her description of IHG with what many 

would see as its weakest element, 
the DIY/consumer business. This 
might seem a little puzzling, but 
the answer to the puzzle is provid-
ed by a response Mr Jones make to 
an analyst’s question posed after 
his own introductory remarks at 
the start of the event.

Analyst Michael Simotas from 
Jeffries asked (in part):

To what extent are you planning 
across the business for a potential 
scenario where consumer spend 
may change quickly, depending 
on where we go to from here? And 
whether that’s, you know, trading 
down and looking for value or, you 
know, potentially a more abrupt 

Design 10 is a project founded by current 
IHG CEO Annette Welsh. According to the 
presentation for Investor Day 2021, its 
purpose is to: Enable builders to show-
case products to their customers; provide 
an opportunity for members to leverage 
floor space and drive sales; to generate  
greater customer share of wallet, as part 
of the “Whole of House” strategy; and to 
develop an omni-channel solution online 
and across 10 showrooms by 2024.

Shown here is the in-store entrance to the 
upstairs Design 10 space at Tait Hardware 
in Tooronga, located in the eastern 
suburbs of Melbourne.
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change in demand for some of the more cyclically exposed 
businesses.
Mr Jones replied:

In terms of the cyclicality of the businesses, hardware in partic-
ular, as I’ve said, you know, our view is informed by the fore-
casts that we’ve shared with you. That said, we have weathered 
slowdowns, our network has weathered slowdowns in the past. 
And we feel confident that if we need to right size businesses, 
or adjust course, we’ll be able to do it fairly quickly. 
...
If we need to adjust, we feel relatively confident that we can, 
because we have a relatively low installed cost and asset base, 
because we don’t own — certainly outside of the 150 stores in 
hardware — we don’t own the retail network, together with our 
independent partners. 
This is, indirectly, an acknowledgement of the particular 

problems faced by the hardware division, as opposed to the 
food and liquor divisions.

The explicit connection that seems to be missing — though 
it is hinted at — is this: IHG has become more vulnerable to 
downturns in the hardware market because it has increased 
both its fixed asset base and its fixed cost base, so that when 
revenues decline, costs decline at a slower rate. 

However, if we look at a decline that affects mainly new 
dwelling construction — especially houses — it has long been 
something of an article of faith that those trade declines lead 
to DIY/consumer increases, as well as an uptake in renovation 
activities. (Though, notably, statistics indicate that in the US 
housing decline during 2022, that did not happen.)

So the importance of the DIY/consumer market for IHG is, 
we believe Ms Welsh is indirectly suggesting, that it provides 
a “hedge” against declines in sales to builders (i.e., the two are 
contra-cyclical). Her core statement in this regards is:

Consumers have found their inner 
DIYer, their gardener, they have 
spent time looking at ways to ren-
ovate the family home, and also to 
build a new home, which was part 
of the government incentives back 
in 2020. 
Certainly we in the hardware pillar 
have been the beneficiary of that 
change. We’ve continued to make 
some very good strategic decisions 
and investments that deliver for our 
consumers. Our strength, as you 
are familiar with, is in trade, and 
we have a competitive DIY offer, 
topped off by some very high stan-
dards from our local knowledge-
able and experienced teams. 

Displays of high-end plumbing fixtures at 
Design 10 in Tait Hardware.
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In speaking about forecasts, Ms Welsh does come close to 
acknowledging this relationship:

Our diversified portfolio of end consumers, certainly in our 
view enables us to limit the exposure to these cyclical industry 
cycles. And we have proven expertise in having done this over 
many a year before. We know and we have proven that we can 
compete in DIY against the best. And we have taken advan-
tage of that renovation growth and will continue to do so. 
Ms Welsh goes further into this idea of change in response 

to questions from analyst Lisa Deng of Goldman Sachs, who 
asked:

But I think maybe they are referring more to trade with, you 
know, new starts and renovations. Can we talk about what 
really drives DIY?
Ms Welsh replied:

A number of factors, I think are driving our DIY growth. One, 
as we’ve talked about, is the pandemic shift and retaining 
the customer. Secondly, actually, that sea change in the tree 
change ... has seen consumers move to towns where we are 
stronger than we are in a CBD site, our metro/regional mix is 
very skewed towards the regions. 
The third factor I’d probably call [out] is the fact that actual-
ly we have for some time enjoyed the ability to provide our 
members the opportunity to be very competitive. And our on-
line offer shows that, so if ... a customer goes online, and com-
pares our pricing to that of our nearest competitor, they will be 
delighted by the fact that they can see it as a price match. 
Ms Welsh went on to answer a follow-up question from Ms 

Deng by saying:
The DIY customer is the person working from home.... They’re 
spending more time at home, they’re traveling less interna-
tionally, they’re probably travelling, spending a little bit less 
time in restaurants and cafes, etc. So they’re putting that 
money [elsewhere] in our view. We think [a large] amount of 
money spent from the share of wal-
let is being spent on the home. And 
that’s mainly DIY.
So, effectively, DIY revenue will 

continue to grow because: 
1.  pandemic changes in consumer 

behaviour may stick around; 
2.  families moving to regional areas; 
3.  competitive pricing; 
4.  work from home; 
5.  spending less on travel; and 
6.  spending less on restaurants and 

cafes.

There is something of a con-
fusion here between explaining 
why DIY grew from March 2020 
to April 2022, and why DIY may 
continue to grow from May 2022 to 

While superficially impressive, and with 
an adequate strategic purpose, the final 
implementation of Design 10 seems 
to not make the best use of space, and 
remains unintegrated and unfinished. 
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May 2023. With the exception of competitive prices, all these 
named trends are backwards looking, and all have reversed to 
some extent during 2022. (For example, spending on cafes and 
restaurants has shot up, according to the latest stats from the 
Australian Bureau of Statistics [ABS].)

The subject of price comparisons in the DIY sector can be 
somewhat misleading. If we look at the range of power tools 
for DIY listed online for Mitre 10, the lowest-cost IHG brand, 
Rockwell (made by Chervon) features 25 tool-only offerings, 
of which 11 are outdoor power equipment (OPE). In secondary 
brands, there are around 15 Black & Decker tools, 
and about 25 Bosch “green” (consumer grade) tools.

Bunnings’ Ozito PXC captive brand offers over 
60 tool-only products, of which 17 are OPE, includ-
ing items such as lawn mowers, which Rockwell 
does not offer. In non-PXC Ozito products, there 
are another 20 or so tools, including a range of 12V 
cordless power tools. Then there are the 60 tool-only 
products in Bunnings’ exclusive Ryobi brand, which 
offers a more premium DIY tool range.

Online, the cheapest mitre saw IHG sells is a $299 
Rockwell corded saw. Bunnings sells five mitre saws 
under $200, starting with a $109 Ozito, and this 
range includes two cordless mitre saws, one Ozito 
PXC and one Ryobi.

While power tools is a unique category in some re-
gards, it is also broadly indicative for the DIY range 
as a whole. IHG simply can’t be price competitive on 
goods they do not sell.

The secondary factor considered by Ms Welsh 
is the general shift towards “local” stores, which 
was instigated by the pandemic restrictions, and 
does seem to have continued into the immediate 
post-pandemic period. Mr Jones provided some 
guidance to this growth category in his preliminary 
remarks. In response to a question about whether 
the trend to “shop local” would continue posed by 
analyst Brian Raymond of JP Morgan, Mr Jones 
responded in part:

As I’ve said repeatedly, Brian, we think that shoppers 
have fundamentally changed their habits. Now, we’re 
not naive, as you know, when I spoke about [our] 
losing relevance to [our] suppliers, it’s the same thing 
with customers. When you become irrelevant to your 
customers, they don’t post you a note and say, by the 
way, I was going to shop with you, I’m going some-
where else. [Instead] they just don’t come back. 
They first start to change their behaviours. And as I’ve 
said, certainly in food and liquor, we’re not seeing a 
material shift in that behaviour. We think that it’s part 
local trend and convenience. 

Top: Mitre10.com.au’s sole DIY mitre saw 
offering, a Rockwell.
Bottom: The range of DIY mitre saws that 
Bunnings.com.au offer.



73

hnn.bz

What is most striking about that statement is that Mr 
Jones has gone out of his way to nominate Metcash’s liquor 
and food business, and to exclude its hardware division. Ms 
Welsh’s own comments about this are a little vague rather 
then completely positive:

Our strengths, combined with the execution of our strategies 
have made a complete and different, significant step for the 
consumers and they are staying with us. That connection with 
us, and the commitment to the local store is obvious, I think, 
in our numbers. We’ve improved the quality of our stores, we 
have provided shopper led range and competitive prices that 
keep adjusting to the consumers’ demands as they themselves 
change. 
HNN would certainly agree that there are shifts in the 

market that do favour smaller, more local hardware retailers. 
For example, during its network buildout to counter Masters, 
Bunnings sought to have stores that were just a 25-minute 
drive away from customers in major catchment areas. Today 
that 25-minute drive has blown out to as much as 40 to 45 
minutes on weekends in densely populated areas, due to in-
creased traffic congestion. It’s a growing disadvantage to the 
big-box store network model.

IHG might have a chance to hold onto some of those pan-
demic shoppers, but the real problem with this is outlined in 
another comment by Mr Jones when he discusses this area:

Certainly in the US, which is always a good marker to look at, 
the forecast is for there to be fewer large destination stores 
and large format supermarkets, and more convenience stores. 
We’re well positioned for that trend. But also, what we have to 
offer is different to what it was five years, ago at a fundamental 
level. So I think it would be unfair and inappropriate for me to 
characterise it as well, we’re only benefiting from that trend, 
and we hope it continues. Of course, we hope it continues. 
But we think fundamentally, shoppers have now got a credible 
offer ... to the two majors.
The essential phrase in the 

quote is “what we have to offer is 
different to what it was five years 
ago at a fundamental level”. That 
certainly is true for the food divi-
sion of Metcash, and it is also true 
for the trade/B2B segment of IHG. 
It is not true for the DIY/consumer 
segment of IHG.

That was something of a delib-
erate decision by IHG. Post the 
HTH acquisition, with Bunnings 
continuing to control DIY, the only 
sensible option for IHG was to 
ramp up its efforts in trade/B2B. 
Ms Welsh was central to that ef-
fort even before she became CEO, 

High-end kitchen featuring AEG applianc-
es at Design 10 in Tait’s. It’s unclear what 
the strategy is here.
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and her success in that area is no doubt one reason she rose 
to that position. But until the buying surge that started in 
March 2020, DIY was not considered as an area for expansion. 
It seems only after May 2021 that more resources on a long 
term basis were allocated.

This brings us to the new consumer-oriented television 
commercials (TVCs) that Metcash launched for the Mitre 10 
brand in the second half of 2022, to coincide with its spon-
sored TV show “The Block”. Dubbed “The Other Hardware 
Store” campaign, this consisted of three TVCs: a boy with his 
head stuck between staircase bannisters; nudists doing DIY 
(apparently); and one which played on the meanings of the 
“stud finder” device. 

In describing the TVCs, Mitre 10’s general manager of 
marketing was quoted by advertising website Mumbrella as 
saying:

The data showed that more than 90% of Australians are on au-
topilot on where they shop for their DIY needs, and while Mitre 
10 is known for service and quality of range amongst existing 
customers, we are often not considered in the moment of 
hardware store choice by people not familiar with Mitre 10.
It’s a cheeky reminder that there is an ‘other’ choice for hard-
ware in Australia while also telling the Mitre 10 brand story of 
service and expertise, and the unique connection our stores 
have to their local community.
While it is always tricky working out what marketing 

execs at any company really think — they tend to give widely 
varying quotes depending on the segment to which they are 
speaking — there does seem to be a little confusion in direc-
tion here. The goal, it appears, is not to retain those who have 
made use of Mitre 10 during the pandemic, but rather to get 
Mitre 10 back into consideration among all consumers when 
they are choosing a DIY hardware store, instead of just auto-
matically going to Bunnings.

Ms Welsh in her remarks at the 
event had a slightly different take 
on the TVCs:

It was on the basis of this that we 
now had confidence to relaunch 
the Mitre 10 brand. And so we did 
so in May of this year. It was there 
to remind consumers that they have 
a choice. And it comes at the end 
the fact that that choice is amazing. 
It’s a hardware store. It’s a hardware 
brand that cares more. And we’re 
one that knows more, we have local 
connection. And we have a little bit 
of personality. 
In reality, in HNN’s opinion, 

what is going on with these TVCs 
is something of a desperate mea-

In what seems like a downstairs exten-
sion to the upstairs Design 10 space, 
mid-level kitchens assembled from 
Principal Kitchens components. 
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sure to make up for previous years of largely neglecting DIY. 
The advantages that are listed by both execs are in the “soft” 
aspects of retail: service, localisation, having a “personality”. 

One reason for this is that the “hard” aspects just aren’t 
there. Commenting on where she sees IHG having advantag-
es, Ms Welsh says:

We continue to work and look to those opportunities where 
we have differentiation. Good examples are Weber, Stihl, 
more recently Kings Camping .... Garden has been significant 
and remains so. But our opportunities in kitchen, bathroom 
and laundry are sizeable, as it really speaks to the high value 
service offer that independents can provide.... Outdoor living, 
whether it’s barbecue, outdoor furniture, or power garden ... is 
certainly an area of growth.
Weber and Stihl are brands that Bunnings doesn’t carry, 

and it is certainly true that many IHG stores have a strong 
offering in both garden and outdoor living. But kitchen, bath-
room and laundry are all areas where IHG lags Bunnings, and 
offers little in the way of differentiation. 

Mitre 10’s association with Principal kitchens might have 
some weight in regional areas, but in metro areas the battle 
in DIY kitchens is between Bunnings and IKEA. Both offer 
in-person consultation services, for a fee that is discounted 
out when the customer purchases a kitchen. IHG is not only 
not competitive, it’s hard to imagine how that could change, 
organisationally.

As part of her summation of IHG’s position in DIY, Ms 
Welsh had this to say:

The small movement in DIY and trade between FY 19 and FY 
22, I think points to the retention of the DIY consumer. With 
all the news and all this growth in the trade market, we would 
have expected this number to be higher as a percentage from 
a trade proportion, probably closer to that 67%. What we are 
however, seeing is our ability to retain those DIY customers 
and for those DIY customers to 
keep spending with us. And what 
that’s done is retain that balance 
between trade and DIY that you see 
here. 
Unfortunately for IHG, the 

figures that came out after its 
Investor Day for the H1 FY2022/23 
results didn’t support Ms Welsh’s 
comments. Like-for-like (comp) 
sales — the only reliable measure 
for market share movement — 
were up only 4.1% against a back-
ground increase for hardware 
retail of 6.9% for the period. Comp 
trade sales increased by 5.2%, 
while comp DIY/consumer sales 
rose by just 1.5%. Of course, there 

Even after several years of development, 
there’s a sense that either the concept 
has not been really finalised and focused, 
or else that it’s not receiving funding that 
matches its intent and goals.
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are background variations in the mix between trade and DIY 
sales, but when trade growth is 3.5 times DIY growth in an 
inflationary market, that really says something.
The trade market

Perhaps the most brilliant thing said during the entire 
Investor Day event was this from Ms Welsh:

I’ve spoken about it before, [that] builders, they live very busy 
lives. And certainly what they’re looking to do is stay on the 
tools as long as possible. And that’s our job. Our job with our 
trade technology is to make sure they stay on site where time 
is money. Our job is to organise the disorganised builder. 
What is brilliant about that statement is that it identifies 

a very strong — but unexpressed (mostly) — need by build-
ers, where IHG not only operates on a level playing field with 
Bunnings, but likely also has some small advantages. Most 
builders get the basics of what they do right, they can man-
age their tradie workforce, can deal with clients — but proj-
ect organisation remains a major weak point.

Independent stores, backed up by rigorous internal pro-
cesses, can get to know builders, work out their weaknesses, 
anticipate problems and help them work through these. This 
kind of integration is one of the best ways to secure ongoing 
loyalty in a B2B context.

Of course, that’s not surprising coming from Ms Welsh, as 
she is one of hardware retail’s real experts at marketing to 
builders in particular. She developed the concept of seeking 
“whole of house” coverage for stores in Australia — basically, 
the drive to cover as much of the construction materials for 
a house as is possible. It has been such a successful concept, 
that Bunnings has copied it.

And Ms Welsh has the hard numbers to back this up. 
Build trade [is the] largest part of our business, the area with 

Mitre 10’s “Whole of House” concept, 
which seeks to engage with builders, and 
expand the range of goods sold.
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our strong heritage, you’ve heard us you’ve heard me certainly 
talk about a “Whole of House” strategy for a few years. And we 
still have that same desire to grow the end to end offer to our 
builders every day from that 35% to 50%. 
And we absolutely know we can get there because we already 
have builders buying in excess of 50% of their entire build 
through our stores. It pretty much is a slow burn, though. What 
we need to be able to do effectively and with good action is to 
ensure that we have the right data in place. So we tested and 
trialed this through our company-owned store and joint ven-
ture network. And actually, we have some very good results.
In FY 22, we took 260 targeted builders, they were our low end 
21% of house is really what we thought we had from the CRM 
that tells us what they buy, and more importantly, what they 
don’t buy from us. We targeted them, our trade account man-
agers built exceptional relationships with them. And despite 
the fact it was exceptionally hard to get hold of any inventory, 
and convert builders from their original home store, these 
guys were able to actually convert 21% to 36%.
It’s amazing to find not just a hardware CEO, but any retail 

CEO who has actually undertaken a serious study, to provide 
evidence-based solutions to the market. Australian retail 
would be in much better shape today if more CEOs emulated 
Ms Welsh in this regards.
IHG members

The big shift for IHG members recently has been the re-
moval of the two minor hardware brands in IHG, True Value 
and Thrifty-Link. Instead there is now a two brand strategy 
in place, just Mitre 10 and HTH. As Ms Welsh describes that 
transition:

Part of our strategy four years ago, we looked at the brands 
that we had, and we committed to a two brand strategy. We 
were determined that we would leave no one behind, we 
would bring every member with us. And it took us a little bit of 
time just to make sure that that confidence in our membership 
with this strategy was there.... And we are well on our way to 
delivering the 2024 target. In all likelihood, we’ll probably get 
there earlier. 
It’s worth noting that at the time of the acquisition of 

HTH, Metcash indicated a total of 750 stores in the network, 
and there seems to be fewer than 650 listed currently. 

Michael Simotas from Jeffries asked the 
question that most needed to be asked:

Given the success of the Mitre 10 brand, 
and how much of investment has gone into 
marketing and developing that brand, how 
are you thinking about the Home Timber 
and Hardware brand going forward? Do 
you need it if you sort of think a long way 
into the future? And will you continue to 
invest in that brand over the short to medi-
um term?
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Comparing provided store numbers from 
Investor Day presentations for 2019, 
2021 and 2022.
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Ms Welsh responded:
So maybe just to put into context, one of the decisions that we 
made as we move from four to two was where we would invest 
our money. And we were very clear with the membership, 
that pretty much 95% of our marketing investment in brand 
would go into the Mitre 10 brand. So that’s what we’ve done. 
And therefore the Home brand isn’t heavy in terms of our own 
capital and our investment to support that brand. 
The members are very happy with that, they’re really comfort-
able with what we’ve done from a Home member perspective. 
So for certainly the foreseeable future, I don’t see any change 
to that. And we’ll retain all of our focus and investment on the 
Mitre 10 brand.
Mr Simotas followed up with a question asking why that 

was the case, and Ms Welsh responded:
 I think it’s a combination of a couple of things. One, it’s a great 
brand. It’s been around a long time and it’s got good heritage 
so it’s recognised. You know, the number of people that come 
up to me and ask me about the “Dogalogs” is, quite frankly, 
bizarre. But they love them. And so why would we? Why would 
we move away from that? 
The Home members are very passionate about that brand as 
we expect them to be, we still have co-exist locations [with 
Mitre 10 stores], probably about 35 to 40 of them. So we’re 
conscious of that. And this does provide an offer, this is really 
very welcome. So that’s our current plan.
While that is part of the explanation, the other part is 

likely that the franchise fees for HTH are substantially lower 
than for Mitre 10. It was a well-established strategy for Mitre 
10 stores at one stage of its development to “downgrade” to 
being True Value stores for the same reason. 

In fact, one view of the current IHG structure is that it 
has simply returned to what Mitre 10 was doing in 2015, with 
HTH taking on the role that True Value had at that time.

When IHG discusses using its corporate 
stores as a platform for future develop-
ments, Tait Mitre 10 Tooronga is likely 
one of the locations it has in mind. It’s a 
large store, combining a Sapphire Mitre 
10 with a trade centre, featuring an 
extensive timber yard, and the integrated 
Design 10/Hardings space.
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The market

There are two elements to the market that need to be 
discussed. The first consists of the market projections made 
through to the end of 2024, and the second relates to Met-
cash’s view of the hardware market and its place within it.

The forecasts that Ms Welsh is relying on are those from 
Australia’s Housing Industry Association (HIA):

The left hand side chart is probably where I will start. It is the 
housing starts. And what it clearly shows is the impact of the 
government stimulus in 2020, in 2021, where you can see that 
the starts went really from the normalised average of about 
115,000 to 120,000. And it jumped up to 141,000. And then 
back to 132,000, and 121,000. 
The one thing I want to stress to you all is that [this] is housing 
starts, and those starts needed to be done, to actually take 
advantage of the government stimulus package. In terms of 
what this means for us, well, that 141,000, etc, is absolutely our 
pipeline. And to be honest with you, it has been one that is im-
possible to keep up with from a completions, a build through 
to completions perspective, for a number of reasons. 
...
So what do we see, we see this as giving us a strong pipeline 
for the future. We know that the housing stocks will rebal-
ance to the 10 year normalised levels of probably 110,000 
to 115,000. And as that happens over 
time, the demand versus supply will 
rebalance itself. And at that point, when 
we perhaps get to the 99,000 that 
you see on the chart, there may be an 
element of migration coming into the 
country that again will stimulate the 
model. 
The renovation market looks a little 
bit more optimistic. And that’s a good 
thing. A lot of it is about time being 
spent at home, and renovating the 
house for working from home. It’s 
forecasted to remain elevated. And we 
actually think this is probably potential-
ly even underrated, particularly as the 
unfortunate fires and floods and the 
impact of that will hit these numbers 
and that renovation work will need to 
be done. So there’s probably even more 
uplift to come.
These forecasts are something of a 

contrast to those from the Australian 
Construction Industry Forum (ACIF) 
which in its most recent forecast re-
leases stated:

The outlook for the industry is precar-
ious. Risks, like the bills, are mounting 
up. The cost of key building materials 

Top, forecast provided in presentation for 
Investor Day 2022.
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has spiked. Labour costs are rising. It is proving to be hard 
work to get customers to pay more for the large volume of 
work in hand that has been delayed. Interest rate increases 
threaten demand for new projects and banks are less willing to 
lend to tide things over. The risk of further insolvencies in this 
industry should not be dismissed lightly.
The surge in Residential Building is over. Stimulus measures 
are being withdrawn, and interest rates are beginning their 
return to normal levels. Softening demand for housing over 
the last year has seen a significant drop off in approvals and 
commencements. While there is work in hand in an enlarged 
construction pipeline, the drop off in new projects will result in 
reduction in the volume of work done this year and a deeper 
dive in 2024-25.
As HNN has stated in the past, one of the economic factors 

that many commentators have failed to grasp (though the 
ACIF evidently gets it) is that the goal of the Reserve Bank of 
Australia (RBA) currently is not just to get demand down to 
some historical, reasonable average. Instead it is to reduce de-
mand to a level where it is lower than supply under current 
constraints.

That is because inflation is not being driven by accelerated 
consumer demand, it is being driven by supply constraints 
(which are in part based on a view that elevated demand will 
itself be short-lived). Australia needs to go through a couple 
of quarters of near-austerity levels of demand if inflation is 
to be limited.

Ms Welsh’s projections are certainly valid, and reflect one 
school of thought on how at least 2023 will develop. Given the 
number of variables in play at the moment — including the 
invasion of Ukraine, China’s response to COVID-19, energy 
markets and the prelude to the 2024 election in the US — any 
kind of prediction is tough.
The Diagram

When we come to look at Metcash’s view of the Australian 
hardware market and its one place within it, we of course 
have to deal with The Diagram. The Diagram has been 
around for seven or eight years. Its 
origin was as part of a marketing slide 
deck used by Mr Laidlaw to convince 
independent hardware retailers to sign 
up with Mitre 10. 

Its effectiveness at that time rested 
in its illustration of the huge size of 
Bunnings as compared to the rest of 
the market. Since then it has begun ap-
pearing in Investor Day presentations, 
repurposed to represent, essentially, 
the size of the newly agglomerated 
IHG. 

ACIF forecasts.
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It has always been what we might call a “napkin sketch” 
(not in the South African sense of napkin, but the US sense). 
That is to say, it provided a general sense of relations be-
tween different market elements, but relied just as much on 
imagination as it did the statistics it purported to illustrate, 
in HNN’s opinion.

In its most recent use, the imagination part has been in-
creased, and it has morphed into something like a version of 
Saul Steinberg’s March 29, 1976 “View of the World from Ninth 
Avenue” cover of The New Yorker. It’s a perhaps faithful rep-
resentation of how Metcash sees the market, but it is difficult 
to see its value beyond that.

When spin gets dangerously close to actual misinforma-
tion, pulling it all apart can get quite tedious. In this case we’ll 
just look at the ratios of the bubbles in the bubble chart (as 
Ms Welsh referred to it).

Bubble charts can present data in four dimensions: the 
x-axis, the y-axis, the size of the circles and the colour of the 
circles. In this case the colour of the circles seems brand-
linked, and is therefore meaningless statistically.

As there are no units on this chart at all, we need to speak 
in relative terms. The Bunnings circle has a diameter of 500 
units, the Mitre 10 circle 245 units, and the HTH circle 200 
units. One of the things users of bubble charts often get 
wrong is that these circles represent data not in diameters, 

Top: Saul Steibberg’s famous New Yorker 
cover. Bottom: The market diagram from 
the Investor Day 2022 presentation.
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but in the area of the circle, which means that the ratio 
between them is based on the square of the radius. The ratio 
between Bunnings and Mitre 10 is 62,500 (250 x 250) to 15,006 
or 4.2:1. The ratio between Mitre 10 and HTH is 15,006 to 10,000 
or 1.5:1. The ratio between Bunnings and HTH is 62,500 to 
10,000 or 6.25:1.  

So the question is, what is being measured that Bunnings 
has only 4.2 times as much as Mitre 10, and also Mitre 10 has 
1.6 times as much of it as HTH? It’s not revenue, not least 
because Mitre 10 has 5.4 times the revenue of HTH. It’s not 
profit. It might be total retail revenue earned by all stores, 
but again, there’s no way Mitre 10 only has 1.6 times the total 
retail revenue of HTH. It’s not store numbers, nor square 
metres of store space. 

As far as HNN can tell, there just isn’t anything that match-
es up. As a matter of interest, if the chart was supposed to 
represent revenue earned for the previous financial year, 
leaving the Bunnings bubble the same size, all of IHG’s reve-
nue would be just the size of the Home/HTH bubble (based 
on FY2021/22 results). 

Total Tools Holdings
One thing that we can tell you with little doubt about TTH, 

is that it would like to see itself as a vertically integrated re-
tailer, and it has a single cross-business ERP system. We know 
that because Mr Dumbrell repeated each of those facts five 
times during his presentation at the Investor Day. 

That kind of repetition, more common in sales pitches, was 
one factor that somewhat marred the presentation. Overall, 
it wasn’t a particularly inspiring outing by TTH. The presen-
tation lacked an identifiable strategic focus, with a slide deck 
that was mostly multiple lists of items. 

Fortunately, the event was rescued through some patient 
and intelligent questioning by investment analysts. It’s lucky 
Australia has such a mature and experienced group of ana-
lysts covering the retail sector.

In a direct sense, TTH needed to present a strategic over-
view regarding what the real barriers to entry were for a 
newcomer like TKD, and how TTH intended to leverage those 
barriers to retain marketshare. Or, to put the same situation 
in a different light, with an additional strong market compet-
itor, where would TTH find its future growth opportunities?

Of course, it’s easy to see how frustrating that approach 
would be for a committed and passionate CEO, as it focuses 
on external events, and the internal response to those events, 
rather than wider internal innovations and the crisp execu-
tion of priorities. But it is an essential part of the CEO role 
to be able to understand and even adopt the external, analy-
sis-based view of the company being managed.

The most helpful way to view the presentation is as set-
ting a general context for the company, with the strategic 
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elements arising out of the questions by the analysts. There 
are five items mentioned by Mr Dumbrell that are of interest 
for context: Vertical integration, digital ecosystem, customer 
focus, pricing, and competition/growth.
Vertical integration

Vertical integration nominally refers to a business that has 
a measure of control over upstream or downstream business 
processes — or sometimes both. While vertical integration 
can increase profit potential, it also typically increases risk.

The franchise ownership structure of TTH — corporate 
owned stores, JV stores and individually owned stores — is 
not true vertical integration, at least as viewed in the hard-
ware retail industry. However, the franchise controls are 
quite tight, such as corporate setting prices across the net-
work and having complete access to all transaction data.

Upstream, potential for control is through TTH’s own 
exclusive brands (OEBs). According to Mr Dumbrell, if you 
bundle TTH’s top 10 OEBs together, they would constitute the 
third biggest brand being sold through TTH. He also notes 
that this aspect of the business is set to expand, making use 
of the additional new warehouse IHG has opened in Raven-
hall. It’s likely this means that with logistical storage avail-
able TTH can place larger orders for OEBs, improving the 
overall cost structure.

Most would not see all this as being vertical integration, 
but Mr Dumbrell does have a point in that there are some 
aspects of vertical integration to the TTH business model.
Digital ecosystem

As Mr Dumbrell introduces this aspect of TTH:
We have a digital ecosystem which [is] absolutely a competi-
tive advantage for our business. And it’s absolutely led by the 
ability or our vertical integration through loyalty, digital e-com-
merce, data insights, and essentially a managed tech stack on 
behalf of all of our 101 franchisees and that’s underpinned by 
one ERP or one point of sale system. So our teams have full 

From Investor Day presenation. Total 
Tools recounting of its history.
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line of sight across every single store across Australia, across 
every single customer that shops within our network as well, 
leading us to an absolute strong position within our market-
place as well. 
This is a reference to the use of an SAP ERP system that 

links supplychain, stock, sales, S&GA costs and customer data 
across TTH. In particular, it helps to run TTH’s Insiders loy-
alty program, which Mr Dumbrell claims now covers 89% of 
retail sales. This also integrates to TTH’s online e-commerce 
offering, which includes systems to constantly monitor com-
petitor pricing, through “scraping” data from websites.

It is interesting, however, that no mention is made of the 
Total Tools mobile app. On Apple’s iOS App Store this cur-
rently has a rating of two out of five stars. It also bears many 
of the hallmarks of an app largely based on web code, with 
many users stating it is simply easier to use the website. 

Bunnings PowerPass app has a rating of 3.7 stars out of 
five, even though it is a much more complex product, includ-
ing features such as in-store checkout. At the most recent 
Wesfarmers annual results announcement, Bunnings indicat-
ed the PowerPass app had processed 2.7 million transactions 
during the year.
Customer focus

As Mr Dumbrell puts it:
[When] we talk about a customer obsession, some people 
might roll their eyes ... but everything we do is all about the 
focus on our end user. It’s all about how to ensure we give 
them the right tool at the right price at the right time in the 
right location, certainly putting our point of difference across 
the business as well. 
As we said, we’re a vertically integrated retailer. And very sim-
plistically, we empower our teams and our stores with all the 
information the knowledge they need .... And we are taking 
customer feedback every single day across every single store 
all year round.
Elsewhere Mr Dumbrell presents a better definition of 

what he means:
And we’ve got to remember our end users, which are tradies, 
they’re billing hours. Fundamentally, our role is to ensure that 
we can get [them] doing their job more efficiently, which en-
ables them to make more money.
That statement comes close to the insight offered by Ms 

Welsh, that IHG is in the business of helping disorganised 
builders be better organised. However, there is little detail for 
TTH’s plans in this direction, other than building out more 
locations to increase convenience.
Pricing

As TTH is in a discounted goods category, price is one of 
the key elements of its business model. Mr Dumbrell notes 
that it is such a crucial factor, it’s essentially built-into many 
aspects of TTH:
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Price once was a key differentiator in the business. Now it’s 
a hygiene factor in our model, and we absolutely have a low 
price guarantee across our network as well. We change hun-
dreds of prices every single day, we scrape 1000s of products 
per day, and is absolutely a key point of difference so that our 
customers have trust in the price when they come and shop 
with us in store. 
We manage our pricing centrally for all the 101 retailers. 
When we change a price, it’s automatically changed across the 
country. So there’s price trust in our model, as well.

Competition/Growth

Mr Dumbrell outlined his view of the market growth in the 
discount trade tools category:

I guess the key question that gets asked of me a lot is: where 
does the volume come from? If you look at the professional 
tool sector, you know, some 10 years ago, we were only $175 
million worth of turnover, now in excess of $1 billion dollars, 
[with] our other competitors seeing strong growth as well. 
The business is not only coming as a direct conflict across 
two businesses, that’s actually the smallest part of where the 
growth comes from. The key growth comes from indepen-
dents or key specialist businesses, which are segments spe-
cialists. So whether or not it is mowing shops, whether or not 
it is specialist automotive businesses, or power tool specialists 
who don’t offer the wide range and the convenience factor 
that we and a number of our competitors offer today. 
That’s absolutely driving our growth and gives us more con-
fidence into the future that as the market will go through its 
typical variations in demand that we have a strong ability to 
continue to to grow our network and take a market share of 
the broader sector. 
While the nominated sources of growth seem valid, it’s 

also apparent that another source of growth would be 
non-Bunnings hardware stores as well — including IHG 
stores. Though it would be a valid point to make that many 
independent hardware retailers have reduced their sales in 
power tools as they are not able to match the discount prices 
Bunnings already offers. It is a different story, however, for 
power tool accessories.

From Investor Day presenation. Total 
Tools version of its growth by store num-
bers, as well as forecast growth.
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Interestingly, Mr Dumbrell makes another claim about 
what constitutes the major market for TTH:

Annette [Welsh] touched on the macro trends driving the 
hardware sector. Total Tools is aligned, but somewhat different. 
We are more linked to a refurb and renovation market, we’re 
certainly not linked as much to the housing construction starts 
with renovations, infrastructure, and the small maintenance 
part of the businesses. 
It seems a little difficult to really understand how this 

could be the case. Are builders buying tools as part of pack-
age deals for materials, and thus relying more on hardware 
stores? If so, why wouldn’t renovation tradies do the same? 
Also, it’s not entirely clear how TTH would know this to be 
the case. If there is that level of data, then one could expect 
other, additional insights available as well.

The analysts 
 Where the opening comments by Mr Dumbrell tended to 

lack focus, the questions by investment analysts were highly 
targeted and very comprehensive. 

 Shawn Cousins of UBS, for example, honed in directly on 
the future drivers for growth at TTH:

You just talked a little bit about the demand drivers for tool 
purchases. You’ve highlighted that you’re generally more 
levered to renovation and refurbishment activity. [Then there 
are] the new drivers such as cordless products, and then the 
lifecycle of tools that these trades sort of use, [and] the impor-
tance of tax time selling. I’m just curious around ... what is the 
natural demand and maybe how has demand been acceler-
ated because of activity or innovation on the product side, 
and hence what could come after if that innovation pipeline 
moderates?
Mr Dumbrell began his answer with the familiar story 

about cordless tools replacing corded tools. That’s the story 
that has been told for the past four years, and while it still 
has validity — as cordless tools continue to expand — it’s 
questionable that it is a major driver to growth, at least in 
metro areas. 

What is curiously lacking at this point is an explication of 
some of the forces currently driving sales in power tools. In 
particular, there is the additional 40V platform launched by 
Makita, along with a similar effort by Hikoki, which has the 
potential to drive sales. There is a new type of Lithium-ion 
battery launched by DeWalt, which makes use of tech-
niques developed to make batteries for cars. Also, it would 
have worthwhile noting the ongoing development of Blue-
tooth-linked tools, which can enhance fleet management.

More interesting were Mr Dumbrell’s comments on season-
al marketing, including the deals offered in June, prior to the 
close of the financial year, know as “tax time bargains”:

No doubt tax time is a key driver of our business. I think whilst 
that is across, you know, many of those small to medium 



88

hnn.bz

businesses, and managing their tax at that time of year, I think 
we’ve evolved ourselves and our marketing to ensure that 
we’re driving consistent demand. Over the last five years, the 
seasonality remains in our business, but it’s certainly not as 
pronounced as as it once was, as we’ve grown our marketing 
platform, as well with the confidence of our loyalty program, 
we’re moving away from the more traditional media means 
into that digital targeted activity as well.
Mr Dumbrell later expanded further on marketing strate-

gies in his answer to a question from Mr Simotas:
So firstly, in terms of the promotional schedule, I think I’ve 
touched on the evolution of our own model. And we’ve 
changed significantly over the last 12 months. So moving away 
from a more traditional marketing platform, 12 catalogues, 
and the typical direct mail, etc, as well. So we’ve moved from 
12 to four, we’ve reinvested that money into targeted promo-
tions and really live I guess, segmenting our customer base to 
what they need. We’ve moved from ... 20 promotions to 40 to 
50 promotions per year, but that’s because [it’s] on a targeted 
basis, so it’s on a store by store state by state [basis], so it’s 
significantly more targeted than ... the blunt force instrument 
of a catalogue program. 
In terms of the promotional funding at the large majority of 
our promotions, [these ] are supplier funded in terms of you’ll 
see a number of our competitors as well as us having key 
power tool [deals]. If we talk more about power tools, 20% off 
is the fundamental discount that the whole market is offered, 
all the retailers offer a similar promotional platform, which is 
supported by manufacturers. So that’s funded, and then [at a] 
local level can either be funded by supplier or our local stores 
as well.
So here we begin to see some of the execution that Mr 

Dumbrell has driven at TTH, with a radical change to the 
company’s marketing structure, moving it away from season-
al sales (which in general are less efficient than non-seasonal 
sales), largely by moving away from printed/pdf catalogues 
to more consistent, weekly digital 
marketing.

Brian Morgan of JP Morgan 
asked about future growth pros-
pects given a changing competi-
tive environment:

So just just wanted to understand 
sort of how your business is differ-
ent, and why people would shop at 
a at a total tools? TKD is obviously 
in its infancy. But, you know, is there 
room for everybody to grow, and 
will the [market] economics hold 
up?
Mr Dumbrell responded:

I think if you talk about Total Tools, 
and the point of difference, it’s 

A major problem TTH has to overcome is 
the extent to which new Total Tools Stores 
will take revenue away from existing IHG 
stores. This may be behind the promotion 
of its “joint location” stores.
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all about the customer service and knowledge, and what we 
talk about as solution-based selling. Our job in a retail envi-
ronment, whether or not they shop with us online, in store, or 
commercial, is ensuring that the customer or end user leaves 
with the tools that they need to do the job. 
Whilst we love [that] our customers come back to our shop 
three or four times, if we actually put our end user focus on 
it’s about giving them what they need when they need it, and 
ensuring we always have what we call the “trip assurance”, that 
they get the advice that they need.
Mr Dumbrell went on to reiterate his claim that market 

growth for discount trade tools retailers originates with tak-
ing market share away from independent specialist retailers:

In terms of the network, naturally, as I said, we believe there’ll 
be three national players. I think if you look at the history over 
the last 10 years, the competitiveness of two professional tool 
businesses going head to head, the business that crosses 
over between those two is actually the smallest amount of 
business that’s won. [Instead] it’s won from independents who 
are specialists in various parts of their business, you probably 
wouldn’t even see them that there might be the back blocks 
of industrial areas as well. Commercial businesses, industrial 
businesses are certainly some of the growth that we’re coming 
from as well.
Mr Raymond followed up on that comment by asking if 

there is a number for the business lost and won between Syd-
ney Tools and TTH. Mr Dumbrell replied he wished he knew 
the number, but it is not possible to quantify.

Mr Dumbrell did, however, point to factors which contrib-
ute to general market expansion:

I think the other point is just the category tailwinds that are 
happening. Corded power tools was 40% or 50% of our busi-
ness 10 years ago. Now we have one bay, maybe two bays of 
corded power tools. 
As we continue to evolve ... we’ve talked about outdoor power 
equipment. Our growth in outdoor power equipment still isn’t 
to the customer who uses outdoor power equipment every-
day e.g., landscapers. [Instead] outdoor power equipment is 
leveraged to our plumbers and electricians and sparkies who 
are using that for home use, not for their professional use. So 
as we grow our range and our credibility, and the technology 
advances until it’s efficient, cost effective, and it has [better] 
battery life — we believe that’s another tailwind which will sup-
port three players in the marketplace.
The question this raises is why TTH has been relatively 

ineffective in the cordless OPE submarket. This would indi-
cate more a lack of penetration in landscaping and outdoor 
maintenance areas, rather than a lag in technology.

Craig Woolford of MST Financial asked a very good ques-
tion about how broad the range offering of TTH would be-
come as it sought to increase sales. That broader range would 
take in power tool accessories and other associated goods. Mr 
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Dumbrell answered that, essentially, there was a balance that 
needed to be achieved:

As we continue to grow and drive sales per square meter we 
are having to be more articulate in what [categories] we want 
to win in, because we don’t have [expandable] rubber walls.... 
So [there are] some categories that we will be exiting to make 
space for OPE. We’re seeing that could be 10% of our busi-
ness, in space within stores.... We have to tailor the model, and 
have store-within-stores for [those] stores that want to be fa-
mous for something else outside of our core business as well.

Analysis
At a guess this is probably the peak event for this conflict 

between an internal view of IHG as a business that needs to 
increase its direct ownership of its hardware stores, and an 
external, marketed view of it as being primarily an associa-
tion of independent retailers. 

One reason for this is that the focus for growth is set to 
switch from those concerns — especially the simple drive to 
maintain and expand the number of non-corporate retailers 
associated with the Mitre 10 brand. 

One of the major trends that is emerging in retail globally 
is that elements of corporate budgets that were once regard-
ed as separate are beginning to merge together, or at least be 
seen as more interlinked. For example, rents for retail space, 
advertising and pricing can be seen also as a single entity, 
related to how retail companies “reach” customers. 

Increasingly, what will come to define a retail brand is how 
that “reach” is achieved. For example, take Ms Welsh’s insight 
that hardware retailers can help builders organise their proj-
ects. This means those builders would avoid certain pitfalls, 
making success more achievable. That is a form of “reach”, 
achieved by effectively bundling a service (likely software 
driven) with hard material products. 

It’s easy to see how that relates both to advertising and 
pricing. Effectively, such a service is an advertising driver, es-
pecially for word-of-mouth, which is today reflected in social 
media. It has a cost, which would have to be accounted for in 
pricing.

There may be a similar opportunity lurking in the DIY 
market as well. The main inhibitor to DIY projects today is 
typically not the skill sets required, but the design issues that 
are involved. As people have begun to place more value on 
their homes, they’ve become increasingly concerned about 
how they look and feel. Finding a way to directly inform and 
influence customers at that point of the DIY journey may 
prove in the future to be vital to hardware retail.

Being able to launch creative initiatives, which rely on 
factors other than price reduction and scale, is likely to be 
the key to increased market share and better margins in the 
future.
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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.


