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Departments

Newsmakers

6 Viewpoint

8  Retail Focus

10 Behind the Counter

12 US News

42 News

51 Product Focus

52 What’s New

42  Sutton Tools takes out top 
business award

  Sutton Tools recently took out the 
year’s top awards from Business 
Victoria by being inducted into 
the prestigious 2017 Victorian 
Manufacturing Hall of Fame and 
winning the 2017 ‘Manufacturer of 
The Year: Large Business’ award.

46  2017 Dulux Colour Award 
winners announced 

  The Dulux Colour Awards were 
recently announced at a gala dinner 
in the Touring Hall in Melbourne 
Museum in May. Limitless 
imagination and bold execution 
combined to defi ne winning 
projects across nine categories. 

49  Aussies prefer to 
buy Australian

  Roy Morgan research recently 
revealed that more than two thirds 
of Australians (69.9 per cent) would 
give preference to buying genuine 
Australian-made products, with 
74 per cent of tool, hardware and 
building product customers opting 
for Australian made.

About the Cover 
Master the Mood
with Lockwood
 
The Lockwood Nero® Collection 
provides a sensuous quality that 
complements contemporary 
décor, adding a defi ning design 
element to any space.

P
rin

t 
P

os
t 

A
pp

ro
ve

d 
P

P
 1

00
00

73
31

V
o

l.1
32

  
N

o.
6 

Ju
n 

20
17

12

26

51

18



*Models up to 4,500kgs GVM. #Available most models. New bullbar shown.  F•S•A/ISZ11354*Models up to 4,500kgs GVM. #Available most models. New bullbar shown.  F•S•A/ISZ11354*Models up to 4,500kgs GVM. #Available most models. New bullbar shown.  F•S•A/ISZ11354

Once your business reaches a certain size, your faithful ute just won’t cut 

it any more. Bigger jobs demand a vehicle that can handle bigger payloads, 

and that means a truck.

Isuzu’s Ready-to Work range lets you carry a tonne-and-a-half, or more 

depending on the model. That’s around 50% more than your average ute. But you 

won’t have to sacrifice any comforts to own one. With a choice of direct injection 

turbo diesel engines and the option of a 6-speed Automated Manual Transmission 

(AMT#(AMT#(AMT ), the Ready-to-Work range is sharp off the mark with a ride that’s surprisingly 

car-like. And you only need a passenger car licence to drive one.* 

Other touches include a sat-nav and telematics-ready Digital Audio Visual 

Equipment (DAVE) unit. And to keep you safe, there are side intrusion bars, driver 

and passenger airbags, Isuzu Electronic Stability Control (IESC), plus four-wheel 

disc brakes on selected models.

Best of all, you won’t have to hang around for months to get behind the wheel, 

because the Ready-to-Work range comes fitted with bodies and is ready and 

waiting to drive away. 

So if it’s time to get serious, head to isuzu.com.au or visit your nearest 

Isuzu Truck Dealer now.

 ISUZU READY-TO-WORK RANGE. 

 LOADS MORE USEFUL  
THAN YOUR AVERAGE UTE.

Tipper Tradepack Servicepack

http://isuzu.com.au/
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strictly on the condition that Glenvale Publications and 
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expressly disclaim all liability of whatsoever nature to any 
person who may rely on the contents of this publication in 
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CAB Audited

2017 is certainly the year of 
milestones, with so many 
anniversaries and major events 
occurring in the industry 

this year. Just some of the many 
milestones reached in 2017 include: 
HBT’s (Hardware & Building Traders) 
celebrating its 20th year anniversary, 
CSS (Construction Supply Specialists) 
celebrating its 15 year anniversary, 
while AIS (Australian Industrial 
Supplies) also celebrates 20 years in the 
industry this year.

It just goes to show that even in such 
a competitive market, independents can 
survive and thrive quite well. As HBT 
Chief Executive Officer, Mike Coates 
said in his opening address at HBT’s 
conference in Sydney last month, “there 
will always be a place for a well-run small 
operator, who knows the market, finds 
the niche and can exploit the advantages 
of being an owner operator.”

This was also reiterated at the 
20th anniversary conference, with 
HBT’s member count climbing to an 
impressive 647 members, along with 
453 suppliers who are also now part of 
the group.

Planning for the future was in 
abundance at the conference with 
HBT General Manager, Mike LoRicco 
said moving “forward we are totally 
committed to our primary directive, 
wanting to ensure that our suppliers 
will thrive and survive as long as they 
want to in this great industry. We 
cannot control what is happening to our 
industry going forward. What we can 
do is ensure we understand the needs of 
our members and suppliers.”

CSS
CSS (Construction Supply Specialists) 
also celebrates its 15 year anniversary 
this year, after the idea to develop a 
buying group specifically for fastening 
operators came about between Peter 
Corstorphin of Kencor Sales and now 
CSS Managing Director, Jeff Wellard 
in December 1998. Today CSS has 56 
members, who have over 80 stores 
between them and 120 listed supplier 
partners. AHJ attended the 15 year 
celebrations held in Melbourne from 
May 3 to 5. See full coverage and 
company history on page 38. 

Las Vegas Hardware Show
Also last month, the AHJ team was on 
the ground at the National Hardware 
Show Las Vegas, checking out all the 
newest products dominating the US 
hardware market. Our crew joined tens 
of thousands of buyers from around 
the world who attended the show, from 
May 9 to 11, searching for new products 
to introduce into their stores and excite 
their customers. See full coverage of the 
show and photos on page 12.

In the next edition…
Check out our very popular Garden & 
Outdoor Living feature in the July edition, 
which will be packed full of all the latest 
products and innovations to spruce up 
your outdoor living and garden centres 
this season. Th e July edition will also 
include the fi nal Sales and Merchandising 
feature for 2017. 

Christine Bannister
Editor

mailto:christine@glenv.com.au
mailto:kiera@glenv.com.au
mailto:harry@glenv.com.au
mailto:Melissa.Graydon@glenv.com.au
mailto:subs@glenv.com.au
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1800 425 438               www.toyotamaterialhandling.com.au

Make sure your forklift supplier
ticks all the boxes.

Whether you require a single forklift or a fleet, we want to 
show you why Toyota Material Handling sells more forklifts 
than any other company. 

We’ve got Australia’s biggest range to provide you with 
the best possible material handling solutions, and the 

customer service and parts support you’d expect from the 
world leader.# 

So if you’re looking for a forklift supplier 
who ticks all the boxes, talk to your local 
Toyota Material Handling branch today.

*AITA Statistics Ytd December 2016. #Source: Logistik Magazine 2016.

http://www.toyotamaterialhandling.com.au/


RETAIL FOCUS

A Wood Shed took home HBT’s store of the year award at the recent HBT conference 
held in Darling Harbour Sydney, from May 10-12. This is the fi rst time the business has 
won a Store of the Year Award, and owner Richard Ford believes the support of the HBT 
group contributed towards the growth of his business.

RETAIL FOCUS 
Sponsored by

HBT’s Store 
of the Year 

Store name: 
A Wood Shed 

(Two depots at Darra and Brassall)
 Store Owner: 

Richard Ford
Buying group: 

Hardware and Building Traders (HBT)

As an independent store owner, 
Richard said he initially resisted 
joining any group that required a 

purchasing structure. However, aft er being 
visited by some of the HBT executives in 
2015, he was impressed with what they told 
him and made the decision to join.

“Aft er doing some investigations, we 
realised that HBT off ers the advantages of 
a large buying group without the loss of 
independence, and the group also encourages 
interaction between stores. What we love 
about HBT is that the group consistently 
remains totally transparent. While HBT 
will advise, they will never dictate. We also 
like the fact that the H Hardware option is 

available for any store to join but, again, it is 
not compulsory,” Richard said. 

An interesting history
Amazingly Richard began his career as 
a pig farmer in England before moving 
to Adelaide in 1973. It was then that he 
trained with a family friend as a bricklayer 
and aft er moving to Brisbane in 1975, he 
obtained his builder’s licence. 

“I believe my experience as a builder has 
allowed me to always understand planning 
and construction issues, as well as the 
range of essential building products that 
builders require. Before joining A Wood 
Shed, many of our primary store managers 
had accumulated years of experience 
in the building industry, which has also 
signifi cantly contributed to the success of 
the business,” Richard said.

It was in 1993 that the business, A 
Wood Shed, was established at Darra aft er 
Richard had worked as a builder for some 

time. Due to most of his work being in 
house renovations, Richard found that he 
needed to continually source a specifi c 
variety of essential timbers, which was 
when he decided to open a retail outlet. 

“For the fi rst few years that the store 
was open, we dealt with a limited range 
of mouldings and restoration timbers. 
Although I still had my builder’s licence, 
I ceased working as a builder in 2000 
so I could focus on growing the store,” 
Richard said.

“Th e store has always been a family 
business, with my wife Judy managing the 
building as well as the accounts for many 
years. Our four children have also all worked 
part time in various roles while they have 
studied throughout university. Our older 
son Jeremy is our IT consultant and has 
written the programmes used for quoting 
and invoicing, while our younger son Simon 
is now an associate director and manager for 
the business,” he said.
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RETAIL FOCUS

Business expands to two stores
When the business fi rst began, initially it 
was a family trust trading as A Wood Shed. 
However aft er considerable expansion a 
few years ago, the business was changed 
to Longwaves Pty Ltd, trading as A Wood 
Shed. Th e family business now has two 
outlets at Darra and Brassall.

“Th ere are several timber and hardware 
stores in suburbs near our Darra depot. We 
believe we distinguish ourselves through 
our diverse range of quality timber and 
hardware products. Our biggest selling 
product is timber, but we are expanding our 
hardware through the HBT network so we 
can off er our builders solutions that comply 
with all their on-site requirements,” he said.

“What is also important to our business 
is the knowledge that our staff  has of 
the building and timber industry. Th is 
knowledge, combined with our effi  cient 
service and deliveries to sites when required, 
contributes to the growth of the business 
and I believe we are continuing to satisfy 
our customers’ requirements,” Richard said.

Easy accessibility and effi cient 
delivery
Currently the Darra store is about 1,200 
square metres, which includes offi  ces and 
covered storage, and about 2,000 square 
metres of open yard. Th e Brassall store also 
has about 1,200 square metres of offi  ces and 
covered storage, and has about 3,500 square 
metres of yard. 

Originally Richard bought the Darra 
site to use as a storage yard, but he then 
established a hardware store on the site by 
using the original building.

“Th e fantastic locality and accessibility 
of the store drove increased trade from 
builders, which is why we built a new store 

on the Darra site in 2007, and also because 
the original premises was too small. Th e 
property at Brassall was rented in 2006 simply 
to store stock while the Darra building was 
being constructed. But it was then that we 
realised we should open another store there 
as well,” he said.

With both stores off ering easy accessibility, 
due to their locations, Richard said he also 
makes sure that managers and staff  are 
always available to assist trade customers. 

Both stores also off er customers prompt 
delivery of all materials as the business 
owns fi ve crane trucks, two fl at-top delivery 
trucks as well as several utilities which can 
be used to deliver small loads. 

“Because we use our own vehicles we 
also have the fl exibility to meet specifi c 
builders’ requirements with effi  cient and 
timely delivery. And with our trucks 
on-site, we are also able to pick up stock 
from our suppliers when needed, which 
also adds to our customer support,” he said.

Future growth
With both stores increasing in sales in 
the last few years, Richard believes this 
is primarily due to knowledgeable staff  
providing effi  cient service, combined 
with an increased range, quality of stock, 
competitive pricing and word of mouth.

“When considering the future, we will 
continue to expand the foundations of 
our products and our services. Th is will 
include running free trade breakfasts on 
a regular basis to which all customers are 
invited and the breakfasts will include 
inviting suppliers along to display their 
products,” he said.

“Our plans to grow and expand also 
include increasing our marketing and 
social media, as well as on-going staff  
training. Th is surfaced as being particularly 
important at the recent HBT conference.”

“Due to our on-going use of social 
media, and through word of mouth, we 
are also attracting customers from further 
away than our local demographics. Being 
a member of HBT has also helped this 
growth of customer numbers, and we 
will continue to look for opportunities 
to increase our range of timber and 
hardware products to suit builders,” Mr 
Ford said.

A Wood Shed’s Brassall team has extensive knowledge in the building and timber industry.

A Wood Shed plans to grow its business through 
increasing its marketing and social media as well 
as on-going staff training.

A Wood Shed’s Brassall depot is distinguished through its diverse range of quality timber and hardware products.
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As usual, this year’s federal budget 
attracted a lot of media ‘hoo ha’ 
(technical term) and much debate. 

Amongst all the noise, it can be diffi  cult 
to work out what is actually relevant and 
what’s not.

In this budget breakdown, we have 
selected the issues we believe are most 
relevant for business owners and how it is 
going to work.

Of course, it is important to remember 
that nothing comes into eff ect until the 
actual legislation has been passed...

Specifi c update for business 
owners
Company tax plan
Th e Government's promise to small and 
medium businesses in last year's Budget 
continues through its ‘Ten Year Enterprise 
Tax Plan’ to reduce the company tax rate for 
all companies to 25 per cent by 2026-27.

Incorporated small businesses with a 
turnover less than $10 million will have 
their tax rate reduced to 27.5 per cent in 
2016-17. Once legislated, the tax cut will 
be passed on to companies with an annual 

turnover less than $50 million by 2018-19.
A lower corporate tax rate will help per-

manently broaden the economy by just over 
one per cent in the long term and eff ectively 
promote business investment by raising the 
investment return in Australia. 

Th e Government acknowledges the 
major role small businesses play in the 
Australian economy and is committed to 
supporting small businesses to continue to 
grow and fl ourish.

Instant asset write-o� 
A further boost will be provided for small 
businesses as the Government is extend-
ing the $20,000 instant asset write-off  for 
a further 12 months, until 30 June 2018. 
Small businesses with an aggregate an-
nual turnover less than $10 million can 
access the concession to help improve 
their cash fl ow and invest in the assets 
they need to grow. 

Reducing red tape 
Th e Government will also provide $300 
million over two years to states to help 
reduce the red tape for small businesses. 

Th e removal of unnecessary restrictions for 
small businesses will help level the playing 
fi eld and lessen regulatory burden.

Small business CGT concessions
As of July 1 2017, small business CGT con-
cessions will only be able to be accessed in 
relation to assets used in a small business 
or ownership interests in a small business. 
Th is is to stop people accessing these con-
cessions for assets not specifi cally related to 
their small business.

Th e small business CGT concessions are 
available to small business taxpayers with 
aggregated turnover of less than $2 million 
or business assets less than $6 million.

ATO to report unpaid debts 
Th e Mid-Year Economic and Fiscal Outlook 
2016-17 announced that from July 1 2017, 
the ATO will disclose business tax debt 
information to credit reporting bureaus. 

Th e new measure is geared to enhance 
the integrity of the tax system and ensure 
businesses who are not compliant, do not 
gain an unfair competitive advantage over 
those businesses who are. 

Plain English 
budget breakdown

Michael Moschetti is a business owner, business adviser, and tax expert at The 
Hendrie Group. He specialises in helping business owners implement simple, 
practical, and effective growth strategies to help achieve fi nancial freedom. In 
this report Michael details a simple budget breakdown and how future legislation 
changes could affect your business. 
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• covering you nationally with 100+ staff nationally
• sales support – backing your sales team to maintain

presentation standards and stock on shelves
• managing your vendor refill / VIS program
• driving sales with blitz / promotional support
• delivering small and large scale cost effective

solutions

We get
the job donedone

(  763 6588  sales@ateammerchandising.com.au  www.ateammerchandising.com.au(

Take advantage of our trial program offer now
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BEHIND THE COUNTER

Th e ATO will initially pass on unpaid 
debts from businesses with an Australian 
Business Number and with a tax debt of 
more than $10,000 which is at least 90 days 
overdue. Taxpayers will be notifi ed by the 
ATO before the information is passed on to 
a credit reporting bureau. 

In addition, a special taskforce spe-
cifi cally aimed at dealing with the cash 
economy has been developed as an inno-
vative, whole-of-government policy re-
sponse to this problem. Activities under 
scrutiny are those that disadvantage hon-
est taxpayers, undermine the integrity of 
Australia's tax and welfare systems and 
reduce the amount of revenue collected 
by governments. 

Extra stuff
Of course, measures relating to business 
owners were only part of this year’s federal 
budget. Other areas that might be of inter-
est include:

Superannuation Update
Downsizing retirees
From July 1 2018, Australians over the age 
of 65 can make a non-concessional contri-
bution of up to $300,000 to their super from 
the sale of a principal residence that has 
been held for a period of at least 10 years. 

A� ordable housing 
To assist Australian households, in par-
ticular fi rst home buyers, the Government 
will support households building depos-
its by providing limited access to their 
superannuation. 

Borrowing
Th e Government intends on bolstering the 
integrity of the super system by including 
limited recourse borrowing arrangements 
(LRBA) in a member's total superannua-
tion balance and transfer balance cap, and 
are also likely to tighten elated party trans-
actions on non-commercial terms to help 
increase super savings.

Keeping taxpayers honest
Th e Budget focuses on maintaining the in-
tegrity of Australia's tax system to ensure it 
is fair and has targeted the following areas:

•  Avoidance 
 Th e Government will continue to crack 
down on the cash economy with addi-
tional funding for the Tax Offi  ce's Black 
Economy Taskforce extended until 30 
June 2018. 

• Residential property 
  Deductions for travel expenses for a 

residential investment property will be 
disallowed. 

• Goods and services tax (GST) 
  GST law will be strengthened to prevent 

some property developers from avoid-
ing GST obligations by ensuring GST is 
paid directly to the ATO when purchas-
ing newly constructed residential 
properties or new subdivisions. 

• Capital gains tax (CGT) 
  From July 1 2017, small business 

capital gains tax (CGT) concessions 

will be amended to ensure that concessions 
can only be accessed in relation to assets 
used in a small business or ownership in-
terests in a small business. Tighter capital 
gains tax rules for foreign and temporary 
residents will deny access to the main resi-
dence exemption when they sell Australian 
property. Furthermore, the foreign resi-
dent capital gains tax withholding regime 
will see the withholding rate rise to 12.5 per 
cent, and the threshold will reduce from $2 
million to $750,000. 

Sundry
In this year’s budget, there are also 
changes to 
• Medicare
•  Higher Education
•  National Disability Insurance Scheme 

(NDIS)
•  Shareholders (eps CGT)
• Sustainability
• Workplace
• Purchasing property
• Fuel tax credits
• And yep, more...!

If you’d like further detail, don’t 
hesitate to check out our blog at 
www.hendrie.com.au or the National Tax 
& Accounting Association (NTAA) http://
ntaa.com.au/media/news/489/2016-

2017-budget-update 
With thanks to the NTAA for 

their invaluable help in compil-
ing 2017/18 budget information.
For more information go to 
www.hendrie.com.au

http://www.ateammerchandising.com.au/
mailto:sales@ateammerchandising.com.au
http://www.hendrie.com.au/
http://ntaa.com.au/media/news/489/2016-2017-budget-update
http://www.hendrie.com.au/


US NEWS

New products and 

new categories 

dominate National 

Hardware Show in 

Las Vegas 
Tens of thousands of buyers, many from 
countries around the world, spent three days 
in Las Vegas, from May 9 to 11, attending the 
National Hardware Show, searching for new 
products to introduce into their stores and 
to excite their customers. 

Over 30,000 industry professionals, 
including more than 2,600 ex-
hibitors, gathered at the Las Vegas 

Convention Center for the show. National 
Hardware Show vice president, Rich Rus-
so, said he was thrilled to report that this 
year’s show was very successful.

“We are so proud to see attendees and 
exhibitors from all over the world come 
together at the National Hardware Show. 
We think the new relationships formed, 
the knowledge gained and the products 
discovered will all have a positive impact 
on the industry for years to come. Th is 
year’s show was full of innovation, imagi-
nation and networking opportunities,” Mr 
Russo said.

While the National Hardware Show has 
always off ered visitors new products, this 
year’s show was designed to ensure it was 
easier to fi nd new innovations and encour-
age buyers to think about developing new 
categories or departments that increase 
store traffi  c and meet customer needs.

To recognize the tremendous growth of 
online retailing, the show’s theme was ‘Re-
imagine Retail’, which was also attributed 
to the changes being made to conventional 
brick-and-mortar retailing.

Th e Green Valley 
High School marching 
band kicked off  the open-
ing ceremony with a spir-
ited performance as several 
leaders took to the stage in the 
North American Retail Hardware 
Association (NRHA) Village to wel-
come everyone to the show. 

Retailers also showed their excitement 
as they entered the show, amazed at all it 
had to off er.  April Rembert of Jared’s Ace 
Hardware in Bishopville, South Carolina 
said that although she knew what to ex-
pect this year, it was still a really big and 
exciting show.

“I like going to Inventor’s Spotlight and 
the Tailgate, Backyard & BBQ. Overall, it is 
such a fun time. I also enjoy spending time 
at the NRHA All-Industry Conference to 
learn from all of the great speakers they 
bring in for this event,” Ms Rembert said.

Dedicated rooms
To make it easy for buyers, show manage-
ment established a Featured Products 
Gallery, in one dedicated room, which in-
cluded ‘New Product World’, ‘Emergency 
Preparedness and Disaster Recovery’, 



‘Energy Efficient Products Display’ and 
two awards displays.

In this room the show identified and 
organized products for ‘Emergency 
Preparation and Disaster Relief ’, as well as 
safety-related products, because when dis-
asters strike, hardware stores and home 
centers are the places to go.

Buyers also learned about additional 
products that could assist them in better 
serving their communities when disasters 
strike, with the idea that they could pos-
sibly group some of those products into a 
new category. This would then set these 
retailers apart from mass merchandising 
competitors and online competition.

One exhibitor in this area was Nex-
torch, which offered a variety of flash-
lights and other emergency products to 

delegates. Nextorch USA President, 
Michael McCrory, said the Na-

tional Hardware Show was a 
great way for the company 

to make a connection 
with the home improve-
ment channel.

“Retail in the United 
States is very chal-
lenging right now, 
but this channel is a 
viable one. And with 
the combination of 

products we offer, including 
tools, lighting and knives, we 

think we can make a very good 
partner within the industry,” Mr 

McCrory said.
Consumers were also on the lookout 

for products that use less energy and are 
more environmentally friendly, with sev-
eral vendors throughout the show floor 
showing off these types of products.

One such exhibitor was Lifan Power USA, 
which produces small gasoline engines.

“We are introducing new products, 
meeting new customers and getting a 
chance to visit with current ones,” Lifan 
Power USA Chief Executive Officer, Larry 
Cotton said.

“We do business in the United States 
and Canada, and some throughout South 
America. We often only see these contacts 
once a year at the show,” Mr Cotton said.

New and innovative products
With online retailing posing as an ever more 
potent competitive threat, conventional re-
tailers are now finding it necessary to offer 
customers new items not available from 

online sources. It was for this reason that 
buyers were spending extra time in the three 
areas of the show that focused on new items.  

As always, the ‘New Products’ section 
highlighted products already offered by 
show exhibitors, but this year another sec-
tion, ‘New Product Launch’, in the central 
lobby, featured products not yet on the 
market but ready to be launched.

One product is the Snapatite, which is 
a plastic multiuse utensil that includes a 
spoon, fork, knife and bottle opener. Sonal 
M. Patel said because the product is plas-
tic, it may also be taken on a plane.

“We have priced the Snapatite in a way 
that it is almost the price of something 
disposable, but it is more than that. We 
encourage people to stop by during the 
show to see how it works,” Patel said.

The ‘Inventors Spotlight’ was the third 
dedicated new-product area, which show-
cased products seeking a manufacturer to 
bring them to market.

‘Inventors Spotlight’ featured nearly 
100 products that may not yet on the mar-
ket but could be the next big thing in the 
home improvement industry. Inventors 
also had the opportunity to meet with 
buyers and potential investors and receive 
feedback on their products.

One exhibitor in this area was Monkey 
Rung, a ladder accessory tool that com-
pany president Lawrence Ayala called 

“the tool that holds all tools.” The ladder 
accessory tool includes multiple attach-
ments that can connect on just about any 
type of ladder.

“It is great to be at the show and have 
this exposure to all of these companies, 
both national and international. It is our 
first time here at the show, so we are very 
excited,” Mr Ayala said.

Another new invention from South Aus-
tralia was Weedsniper, designed specifi-
cally to control weeds with a simple click 
that delivers a micro-dose of herbicide. 

The easy to use, first to market click 
system destroys weeds, and was designed 
specifically to be safer for the environ-
ment, children and pets. The micro-dose 
technology prevents drips and chemicals 
on hands and clothing, while also pre-
venting the use of large amounts of her-
bicides. Weedsniper uses special-purpose 
designed spikes to penetrate the leaf 
surface and deliver a lethal micro-dose 
of systemic herbicide directly into the 
circulatory system of the weed. For more 
information visit: www.intelliweed.com

US NEWS

http://www.intelliweed.com/


Upgrading consumer options
The National Hardware Show is more than a traditional trade 
show, even though, with some 2,600 exhibitors from around 
the world, it is one of the largest consumer-oriented trade 
shows anywhere. Because of its relationship with the North 
American Retail Hardware Association, it also offers attend-
ees a first class educational program, as well as a networking 
venue with other retailers.

Due to online sales also posing such a threat to conventional 
retailers, several of the educational sessions were devoted to help-
ing retailers compete. Speakers focused on the critical need for 
better-trained employees as well as store designs and layouts that 
make it easy to shop and would excite customers about products 
available in stores.

Will Aubuchon, CEO of the Aubuchon chain of more than 
100 hardware stores in America’s northeast, explained how 
his company has embraced online retailing in order to 
compete with Amazon and other online sellers. He said 
it was imperative consumers were given shopping op-
tions, in-store or on the web, if conventional retailers 
are to survive.

A representative of Benjamin Moore, one of 
America’s leading paint manufacturers, also pointed 
out the necessity of upgrading one’s paint department, 
because consumers are so colour aware today. He also 
said consumers today demand very knowledgeable 
people in the department, as well as an attractive depart-
ment, which oft en includes a sit-down area where they can 
leisurely make a paint selection.  

Jim Robisch, senior partner of Th e Farnsworth Group, also re-
vealed research that showed stores are still important, “if they are 
attractively designed, easy to shop and provide information about 
products to help consumers make purchasing decisions.”

Among a lot of the information about sales potential re-
vealed during the show was that home renovations and 
improvements in the US, especially in kitchen and 
baths, continue to be strong in 2017, according to 
the Consumer Reports Magazine. Americans 
are expected to spend $317 billion on home im-
provements this year alone.

Smart security systems are still the biggest 
priority for consumers and remain top sellers 
for retailers, but now everything for the home, 
from lighting and thermostats to large and 
small appliances, water heaters and power 
tools, is becoming Wi-Fi enabled, with remote 
tracking and managing options.

Plans are already well underway for the 2018 
Las Vegas Hardware Show, which will be held in 
Las Vegas from May 8 to 10.

US NEWS
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Versatile vegie garden
Vegepod began eight years ago like any good invention, out of failure 
and necessity.  Matt Harris, inventor and CEO tried, like 80 percent 
of us at some stage in life, to grow and harvest vegetables at home and 
again, like the vast majority of those people, kept failing for a variety 
of reasons. Matt set out to construct a vegetable garden kit that could 
go anywhere and solve all problems in one solution. Th us the birth 
of Vegepod. Eight years on and Vegepods are now being sold in 
200 independent hardware stores and garden centres throughout 
Australia, plus in several international markets including the UK, 
USA, Israel and New Zealand.

Vegepod’s innovation and incomparable gardening success 
rates were then realised on a winning appearance on the ‘Shark 
Tank’ program last year. Naomi Simson jumped on board as an 
investor and the show created a spike in awareness for Vegepod 
in Australia. Th e real key to Vegepod is that it works. Marketing 
Manager, Simon Holloway, reported at the Vegas Hardware Show 
that end-users are now enjoying a very mature and refi ned product 
unrivalled in its off ering. 

“Vegepods are not some new fan-dangle product. We have 
tweaked and improved them consistently over the eight years in all 
areas such as core design, materials, packaging and accessories. We 
never get a single product returned and also enjoy 20 per cent of our 
customers returning for a second purchase,” Mr Holloway said.

Vegepods combine several key features in the one solution in 
what Vegepod claim to be the world’s largest fully-contained raised 
wicking bed. Th ese features include: a deep water reservoir in the 
base of the containers allowing ‘self-watering wicking’ to occur and 
solve under-watering problems; a well-directed overfl ow hole to 
solve over-watering issues; a protection and micro-climate canopy 
that has easy-access hinging and prevents all pests, wildlife and 
inclement weather harming plants; a mist-spray system inside the 
roof canopy to enable easy and gentle watering connected to a hose; 
a full foot of growing depth to provide a ‘proper’ growing medium 
for all plants including root vegetables; materials all food-safe grade, 
and optional stands or trolleys to raise the pods to waist height for 
easy access and mobility. 

Th ese are all provided with three size options (small, medium and 
large) and come fl at packed in a surprisingly small box that fi ts into 
any car. Th is was the fi rst time the three Vegepod owners exhibited 
in the USA aft er Matt relocated his family to California 
just two months ago to drive the USA arm of the 
business. Brother and CFO, Paul Harris 
said, “We originally tested the 
market over here by 
exhibiting 

mailto:sales@lnmarketing.com.au
http://www.naleon.com.au/
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at three garden shows for Joe Public. We were ecstatic to see the USA 
gardener was no different to our Aussie compatriots and we sold out 
at each show of stock-in-hand. We have also had a couple of the boys 
over here for two weeks selling into garden centres and hardware 
stores like in Australia, and again we got significant take-up results so 
that retail store market test points to good things too,” Mr Harris said.

“This week was our first trade show in the USA and we have 
simply been inundated with interest. It’s been a bit overwhelming to 
be honest and we have a lot of work and hard decisions to make over 
the next month to decide which channels to utilise and what our 
short to medium term strategies will be to ensure long term success,” 
he said.

Ampfibian - Roll of the dice?
Firmly cemented in the public consciousness, Las Vegas brings 
images of excess to mind, and the National Hardware Show did not 
disappoint: lots of razzle-dazzle, thousands of visitors, and a buzz 
that only the Americans know how to pull off. Oliver Kratzer from 
Ampfibian reports.

Everything is corny, supersized, and over the top, but you can’t 
help get into the spirit of it all. Everyone is there to do business. 
People are friendly, direct, positive and enthusiastic. Even negative 
feedback is delivered without malice. Trade shows all over the world 
share the same mechanics, but it is the energy of the visitors that is 
just a cut above in the US of A.

Bringing a new product to the show ensured we received visitors 
to the Ampfibian X1 booth from all over the world. Lots of locals and 
North Americans but the show also attracts people from Canada 
and Mexico, a smattering of Europeans and Africans and lucky for 
us: Kiwis with chillybins full of beer! 

It was great to see other Aussie companies at the show, which 
included big established brands as well as the newer ones. All were 
generous and willing to share their experiences, both good and 

bad, of doing business in the US. The old hands said that you don’t 
know for at least a year if you have been successful but the proof is 
in the pudding. One of the highlights was being able to showcase 
our newest product to market - the Ampfibian X1 weatherproof 
connector protector. We created the X1 with world markets in 
mind. Designed and made in Australia with the toughest and safest 
materials, and with unparalleled ease-of-use, the product is targeted 
at commercial, trade, construction and mining users. 

The handy compact unit keeps connections dry and also stops 
them pulling apart and disconnecting. The Ampfibian X1 is impact 
resistant to IK09 and water resistant up to IP55. It comes in retail-
ready-packaging (shelf-ready-packaging), meaning no knifes or 
secondary displays are needed: just tear the strip and put on the shelf. 
If you have no shelf-space you can fold out the integrated hanger and 
pop ‘em on a peg-board, or use the shipping box as a side-stack and 
place the SRP on top. There are other products on the market that 
claim to do the same job as the X1 but they disappoint. Exhibiting at 
the National Hardware Show confirmed that the X1 is a world class 
product that Ampfibian can be very proud of.

By the end of the show our feet were bloody stumps, our voices 
hoarse, and we were exhausted, but we still wanted more! It is easy 
to see why companies book their booths year after year. This was the 
first tradeshow where we were sad that it was over, and are looking 
forward to exhibiting again!

Maybe there was something in the air in Las Vegas, but it felt like 
everyone was willing to take a gamble and see where the dice would 
land! Ampfibian designs and manufactures weatherproof electrical 
safety equipment. Founded in 2008, the company is located in 
Australia’s Northern Rivers Region (NSW). Ampfibian products 
are distributed in Australia and New Zealand through electrical, 
hardware, outdoor and specialist distributors/wholesalers.

For more information contact: Oliver Kratzer, M: 0418 483 399, 
oliver@ampfibian.com.au

mailto:oliver@ampfibian.com.au


Distractions can be 
dangerous to me  
and my handler, 
and could cost me 
my job. If you want 
to show me love, 
please do it at  
guidedogs.com.au
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Let’s accept a blunt reality: Australians’ love affair with 
property is the result of a combination of economic and 
social factors, including follow-the-leader mimicry, a 

lack of inventiveness about how or where to invest money, and 
years of conditioning from an overzealous financial sector.

Sooner or later, however, a trigger will activate a reversal 
of fortune: it might be a trickle of prominent sell-offs of high-
profile investment properties (already started), leading to an 
avalanche of copycat sales; a rise in interest rates; a corporate 
slowdown sparked by a negative international event or disas-
ter; or just the simple realisation that it is possible to buy an 
island off Fiji or a four-bedroom villa in Tuscany for half the 
price of a townhouse in Sydney or Melbourne.

A sell-off could be as swift as it is reactive, aggravated by 
the fact that over 40 per cent of all new property-related loans 
in Australia in recent years have been made to investors – a 
highly volatile and disposable class of investments compared 
to family homes. The figure is closer to 50 per cent in NSW.

So, how do these observations relate to hand and power 
tools? In simple terms, a rapid sell-off of property means a 
reduction in investment in new housing and apartment con-
struction of all types, leading homeowners to hold on to their 
primary residences and wait for a return to more profitable 
times. These homeowners, inevitably, undertake more DIY 
work as they economise and carry out their own low-cost 

home improvement tasks. This entails a greater demand 
for DIY-style hand tools and small-scale building sup-
plies for suburban projects. 

As DIY levels increase, there is mounting pressure 
on building professionals to look for more work in small 

renovation and extension services in a declining market. 
Again, this fuels trade demand for portable tools as the aver-
age job size diminishes.

Arguably, the next downturn will be quite severe, for the sim-
ple reason that we Australians are mostly an uninventive lot, as 
mentioned, and are unlikely to divert attention to other invest-
ment classes to repair the damage quickly. In the absence of any 
inspiration to tackle direct or indirect business-based investment, 
for instance, or strategic local or foreign share markets (way too 

Retailers – 
 Get ready for DIY surge

Every time new housing construction 
eases, DIY activity and sales of hand 
tools rise. Australia is in for a bubble-
bursting housing downturn, following 
unsustainable growth fuelled by low 
interest rates. John Power reports.

HAND, POWER & TRADE TOOLS
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diffi  cult), property investors will simply cop a loss and then do 
nothing until the next upswing in property prices.  

Grab the opportunity
If a housing construction downturn does arrive swiftly – per-
haps as early as next year according to many mainstream 
economists – then hardware retailers should be ready to seize 
the opportunity to service growing DIY markets as homeown-
ers carry out their own maintenance works ‘on a budget’.

Unlike the last major national property crash in the 1980s, 
a slump today would require astute attention from hardware 
retailers to avoid being left behind. Increased competition 
from online retailers and alternative homewares-based busi-
nesses means Australian hardware retailers must present 
‘powerful arguments’ to customers to win their loyalty. One 
‘argument’ would be that high-quality (high margin) hand and 
power tools are better than cheaper options; another would be 
that personal in-store shopping is superior to remote online 
shopping; and a third argument would be that full in-store 
guidance and services, delivered by professionals, ultimately 
generate greater efficiencies and better project outcomes. 

High-quality hand tools should be part of every self-
respecting DIY kit. That message needs to be sent loud and 
clear to customers. When customers enquire about saws, 
chisels, saw horses or any other traditional items, be ready to 
check they have a full arsenal of complementary tools, includ-
ing basic ratchet sets, mixed-size nail and bolt sets, wrench, 
hammer, vice, as well as protective gear like safety goggles. 

As a means of differentiating quality hardware store offer-
ings from lesser stuff in $2 shops, online portals or homewares 
outlets, hardware retailers need to be adept at getting custom-
ers into their store. Made-to-last hand tools are all about per-
sonal taste and correct fit. Retailers need to be patient and 
invite customers to touch and feel products to make sure per-
sonal preferences are established, ideally with a demonstration 
area for try-outs. After all, direct experiential interaction with 

products and displays is the main selling point of a bricks-
and-mortar store, so make the most of it. 

Explain why a high-quality item will not only last longer, 
but it will also deliver a more polished result. Customise pack-
age deals around same-family items and, most importantly, 
make the customer feel at ease about long-term, hassle-free 
performance. This may mean having formal or informal 
agreements with tool sharpening services or providers of 
replacement parts, for instance, so the customer can see that 
‘all bases are covered’ regarding future ease of use.

When creating promotions, be sure to offer giveaways that 
require a personal visit to the store. So, forget online vouchers, 
electronically transmissible discounts, or postage-size goods 
like caps. Instead, consider offering a bulky Esky or an article 
of clothing with different sizing options to pull the customer 
into the Hand Tool department.

While a healthy DIY sector is now entrenched, be mindful 
that a property downturn in the next year or so will produce 
a new generation of DIYers who need basic coaching. Never 
assume customers know the full working principles of a tool 
or its scope of applications. In this context, the advent of new 
video-based instructional material will only become more 
important. The best in-store displays already highlight web-
site addresses alongside in-store displays, helping customers 
to undertake initial research on the spot.

Dust off the shelves
Australia has enjoyed boom times in the last fi ve years due to 
an incredibly buoyant property bubble. Th e downside of such 
bubbles is that they always lead to apathy – literally, we became 
habituated to property investment over the last fi ve years. 

If there is one good thing about property downturns, it is that 
they engender a return to more classical values of self-reliance 
around the family home, DIY originality, as well as renewed 
interest in handyman skills. So dust off  the shelves in the hand 
tools department and prepare for more enquiries.



Thank you for your support.

WINNER
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Independent tool review channel, Oztooltalk, has undertaken a comparison of the 
premium hammer drill from seven of Australia's leading brands: Makita, Milwaukee, 
Dewalt, Bosch, Hitachi, Metabo and Hilti.

The drill is the centre of any cord-
less tool kit, whether it is for week-
end warriors or seasoned tradies. 

It is the one tool that everyone needs. So 
which cordless drill do you most recom-
mend to your customers?

Independent tool review channel, 
Oztooltalk, has undertaken a compari-
son of the premium hammer drill from 
seven of Australia's leading brands: Mak-
ita, Milwaukee, Dewalt, Bosch, Hitachi, 
Metabo and Hilti.

6Ah batteries were used where possible. 
Th e fi eld is made up of the best hammer 
drill driver from each brand; all are brush-
less 18V tools except the Hilti, which is a 
brushed 22V unit. Th e table below shows 
the key specifi cations of each brand.

Th ough premium cordless drills have all 
but closed the gap to their 240V brothers, 
the race for the biggest torque fi gure contin-
ues. Th e reviewers have chosen to focus on 
'soft ' torque, which is closer to the real power 
that users will feel during regular drilling, 
rather than laboratory maximums. 

Th e testing regime included common 
and diffi  cult tasks with 150mm bugel bat-
ten screws and M10 coach screws driven 

into H4 sleepers, such as landscapers 
oft en do. 22mm auger bits were also 
drilled through double stacked MGP10 
studs, as when roughing-in electrical 
cables for new homes. Th e runtime was 
assessed with 32mm auger bits through 
triple stacked studs. And fi nally, 10mm 
holes were drilled into concrete.

Due to the inconsistencies and knots 
of natural timber, some of these tasks 

can pose a safety risk to the user. For 
this reason, Bosch, Hilti, Hitachi and 
Milwaukee have equipped its tools with 
an 'anti-rotation' feature to prevent wrist 
injury. However, extensive testing found 
only the Bosch and Hilti to give consist-
ent results and peace of mind.

General user comfort was high among 
the group, with Hilti being the stand-
out. Th is however did not extend to the 

Brushless 18 volt hammer drill 

comparison – by Oztooltalk

DigiMag Video
hardwarejournal.com.au

Unit Bosch Dewalt Hilti Hitachi Makita Metabo Milwaukee
Model Number GSB 18 VE-EC DCD996 SF 6H-A22 DV18DBL2 DHP481 SB18 LTX BL I M18ONEPD

Release 2016 2016 2017 2016 2014 2016 2016
Voltage / Battery V | Ah 18V | 6Ah 18V | 6Ah 22V | 5.2Ah 18V | 6Ah 18V | 6Ah 18V | 6.2Ah 18V | 6Ah

Weight (with 
battery) Kg 2.3 2.7* 2.4 2.4 2.5 2.6 2.4

Soft Torque N.m. 47 66 50 62 60 60 not listed
Hard Torque N.m. 75 95 80 136 115 120 135
High Speed RPM 2100 2000 1600 2100 2100 2050 2000

Warranty 
(tool/battery) Years 3/2 3/2 20/20 3/2 3/2 3/3 5/2

Features Kickback 
Control

3-stage LED
3 gears

Active 
Torque 
Control

Reactive 
Force 

Control
- Impulse 

Mode One Key

* Dewalt is 2.7kg with the 6Ah fl exvolt battery, but only 2.3kg with a regular 18V battery.

http://hardwarejournal.com.au/
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masonry usage, which was the great 
divider of the comparison. 

Masonry testing was dominated by 
Dewalt and Hitachi, followed closely by 
Milwaukee then Makita. Th e Metabo, 
Hilti and particularly Bosch are to be 
avoided for those who value masonry per-
formance and comfort. 6 - 10mm anchors 
are a breeze for the cream of this crop, 
though the reviewer believes that most 
trades people would be better served by an 
SDS rotary hammer drill.

Scores for all testing are shown in the 
table below.

Th ough steel drilling was not scored in 
this comparison, buyers will do well with 

Milwaukee's One-Key system, which can 
easily customise the drill's four modes 
for diff erent activities. Metabo's impulse 
mode is excellent for accurate steel drill-
ing, as well as damaged fasteners.

The Bosch and Metabo drills did not 
keep up with the more powerful compe-
tition, and Makita was let down only by 
its runtime. However, these three units 
are still excellent drills in their own 
right. Not all users require the best of 
the best, and some customers would be 
better served by safer, moderately pow-
ered drills.

In this comparison, Dewalt and 
Milwaukee vie for top spot, while Hilti 

and Hitachi contest third place. Their 
performances were close, and they were 
all lovely tools to use. Still, there can be 
only one winner, and this honour goes 
to Dewalt.

The DCD996 won every test. It is 
the most powerful in both timber and 
masonry, and won the runtime test by a 
considerable margin. There is no power 
loss with the regular 5Ah batteries. Its 
handy middle gear and superb 60 lumen 
light are also nice bonuses. It is an easy 
recommendation to anyone other than 
those who want the latest safety features 
and it is officially Oztooltalk's 2017 
hammer drill champion.

Max 
Score Bosch Dewalt Hilti Hitachi Makita Metabo Milwaukee

Runtime 10 8.6 10.0 6.3 7.9 6.7 8.6 7.5

Power 15 10.9 15.0 12.7 13.8 13.6 11.1 14.7

Masonry 
Drilling 5 2.1 5.0 3.0 4.9 3.8 3.0 4.4

Comfort & Form 10 9 8.5 10 9 8.5 8.5 9

Bonus Points 1 1 5 1 3

(Bonus Notes) Rotation Safety
60 Lumen 

LED + 
3-Speed

Warranty +
Rotation Safety

Battery Warranty
One-Key +

Tool 
Warranty

Total Score 40 32 40 37 36 33 32 39

TOOL REVIEW
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Driving force behind Airco’s ProGas range
Th e Airco ProGas range provides fasten-
ing solutions perfectly suited to job sites 
where there are no electrical outlets, while 
also removing the hassle of carrying extra 
equipment, such as compressors and hoses, 
around the job site. Th ey are also more pow-
erful than their battery-only counterparts, 
due to the actuation mechanism being pow-
ered by gas.

Th ere are fi ve diff erent models available 
in the ProGas range including: the framing 
nailer, which is suited for 50-90mm fram-
ing nails; the DA Bradder, for 32-64mm DA 
brads; the Angled C Bradder, for 32-64mm 
C brads; the Straight C Bradder, also for 

32-64mm C brads; and the C1 Bradder, for 
15-50mm C1 brads.

All ProGas tools come standard with 
a tool-free, easy-clear nose that 
eliminates the diffi  culty 
that can sometimes 
accompany 
clearing of 
jams. All are 
fi tted with adjustable 
depth-of-drive settings 
to ensure precision nail-
ing and protective nose cov-
erings to minimise marring to 
the work surface. 

Although there is a multitude of ben-
efi ts to using cordless tools, frequent 

complaints usually include hav-
ing to charge the battery. 
However, Airco’s ProGas 
tools are all bundled with 
an additional six Volt, 1.3 
Amp Hour battery to en-
sure users always have one 
spare. Each of these batter-

ies is capable of 4500 shots per 
charge and each fuel cell is 

capable of 1000 shots.
For more information 

visit: aircofasteners.com.au

Laser receivers are not created equal
While laser levels oft en do most of the work, 
without an industry grade receiver, users of-
ten sacrifi ce accuracy and productivity. 

Laser receivers are oft en included with 
a laser level package, particularly for ex-
terior applications, but are oft en thought 
of as unnecessary. Cheap options on the 
market might also look the same at face 
value, but what users receive in terms of 
performance, reliability and accuracy can 
be starkly diff erent. 

“Companies that have been in the laser 
game for many years and that have posi-
tioning and measurement technology at 
their very core, such as Topcon, know about 
making receivers that are user friendly and 
add value to the laser’s precision,” Topcon’s 
Wholesale Distribution Manager for Aus-
tralia, Paul Sass said. 

Unlike low cost options, Topcon laser 
receivers come with multi-channel support 
as standard.  Th is means that users can 
run several handheld and machine mount 

receivers at the same time, all 
working to diff erent grades 
across the job site, without 
any interference.

Th e tiered grade indica-
tors also let users know how 
close they are to level, with the 
four tiers that make up the 
shape of an arrow indicating when users 
are within 5mm, 10mm, 15mm or 20mm 
from grade, as users move the receiver up 
and down. 

Th e newly released Topcon LS-100D kicks 
precision readouts into another gear, with an 
accurate millimetre measurement on screen 
of the distance from grade, along with the 
graduating arrows for guidance. Th ere are 
also four accuracy resolutions ranging from 
0.5mm to 10mm to cover every application. 

Ideal for all vertical and horizontal level-
ling tasks, the LS-100D has a 90mm recep-
tion height and a wide beam capture sensor 
that rejects interference. 

Topcon has recently released new pack-
ages with the option of either a standard LS-
80A receiver or the premium LS-100D. 

Available in rechargeable and D-cell 
battery options for the popular RL-H4C 
construction laser and RL-SV2S grade la-
ser, these packages are designed to provide 
maximum productivity gains and great 
value for money. 

“In a market that is fl ooded with imitation 
lasers that don’t cut it on the job, customers 
need to look closely at the diff erences in per-
formance and not just in price,” Mr Sass said. 

For more information visit: 
www.positionpartners.com.au

Dust-free sanding kit for multipurpose sanding
Mirka, a world leader in abrasives technol-
ogy and product innovation, is off ering pro-
fessionals practical, ergonomic and complete 
dust-free hand sanding with the Professional 
Dust-free Sanding Kit.

Specially designed for sanding by hand, 
the Professional Dust-free Sanding Kit 
features a lightweight ergonomic hand 
block, which enables excellent control 
and grip for fi ller sanding, paint removal 
and preparation of surfaces prior to painting. 

Interchangeable plates, which are simple 
and quick to change, make it easy to sand on 
concave, convex and fl at surfaces, as well as 

tricky angles, using one tool. Th e kit includes 
a 20mm x 4m long dust extraction hose that 
has a universal fi tting to suit most sizes of 

bagged vacuum systems. Mirka’s 

unique Abranet® sanding strips, in four dif-
ferent grits, are included in the kit. 

Th e open weave net structure of 
Abranet® means no dust particle is more 

than 0.5mm away from a dust ex-
traction hole, providing excellent 
dust-extraction when hooked up 

to a bagged vacuum. 
Th e Professional Dust-free Sanding 

Kit includes a hand sanding block, 4 x in-
terchangeable plates, 6 x Abranet® abrasive 

strips and a 4m hose. 
For more information visit: 

www.mirkaaustralia.com.au
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Th e Airco ProGas range provides fasten- 32-64mm C brads; and the C1 Bradder, for Although there is a multitude of ben-Although there is a multitude of ben-

dust-free hand sanding with the Professional 

Specially designed for sanding by hand, 
the Professional Dust-free Sanding Kit 

block, which enables excellent control 
and grip for fi ller sanding, paint removal 
and preparation of surfaces prior to painting. 

Interchangeable plates, which are simple 
and quick to change, make it easy to sand on 
concave, convex and fl at surfaces, as well as 

bagged vacuum systems. Mirka’s Abranet® means no dust particle is more 
than 0.5mm away from a dust ex-

to a bagged vacuum. 
Th e Professional Dust-free Sanding 

Kit includes a hand sanding block, 4 x in-
terchangeable plates, 6 x Abranet® abrasive 

strips and a 4m hose. 
For more information visit: 

www.mirkaaustralia.com.au

http://aircofasteners.com.au/
http://www.positionpartners.com.au/
http://www.mirkaaustralia.com.au/
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Find your reseller:
1300 96 LASER | topconlaser.com.au

All new packages deliver the industry’s best laser levelling technology to suit every application. 
Ask today about Premium options with Topcon’s high precision LS-100D millimetre receiver

HAND, POWER & TRADE TOOLS

Makita’s new 
laminate trimmer
Laminate trimmers are one of those ‘must 
have’ tools for trades like carpenters, join-
ers, shop fi tters. For a long time now many 
trades have been calling out for a profes-
sional power tool brand to launch a new 
laminate trimmer. Makita has answered 
the call with the launch of its new Mobile 
Brushless Laminate Trimmer (DRT50) as a 
part of their newly launched 18V Compact 
Brushless range of power tools.

Th e DRT50 quickly took its place as one 
of the most popular tool launches in Aus-
tralian social media. Tradies' reactions to the 
long awaited 'coming soon' announcement 
of the 18V Brushless Trimmer on Facebook 
in March says it all: “we'll never have to run 
a lead again” and “I am 100 per cent going 
to get one”. So with so much excitement and 
anticipation, has it been worth the wait?

Th e answer is a resounding “yes” with the 
DRT50 boasting some very impressive fea-
tures and specifi cations, including its sleek 
and robust aluminium housing with preci-
sion rack and pinion depth adjustment. Th e 
other key benefi t to its chassis design is that 

it is 100 per cent compatible with Makita’s 
corded version, the RT0700, making all of its 
accessories compatible with its 18V equiva-
lent. Th e DRT50’s compact form factor is 
well balanced, making this one-handed 
wonder perfect for any trimming task. 
Its purpose built patented brushless mo-
tor provides an impressive runtime while 
its high performance 10,000 – 30,000rpm 
motor means it can fi t into a plunge routing 
base to take on the most demanding of tasks.

Th e attention to detail in the fi nal stag-
es of its design include an LED light for 

improved 
visibil-

ity, making a 
huge diff erence 

when users are 
in tighter spaces. 

Th e on/off  but-
ton with safety lock 
and variable speed 

increase protection and 
coupled with the combination of soft  
start and constant speed controls, im-
proves performance.

it is 100 per cent compatible with Makita’s it is 100 per cent compatible with Makita’s 
corded version, the RT0700, making all of its 
accessories compatible with its 18V equiva-
lent. Th e DRT50’s compact form factor is 
well balanced, making this one-handed 
wonder perfect for any trimming task. 
Its purpose built patented brushless mo-
tor provides an impressive runtime while 
its high performance 10,000 – 30,000rpm 
motor means it can fi t into a plunge routing 
base to take on the most demanding of tasks.

improved improved 
visibil-

ity, making a 
huge diff erence 

when users are 
in tighter spaces. 

Th e on/off  but-
ton with safety lock 
and variable speed 

http://topconlaser.com.au/


HBT honours Tim Starkey 
at 20th national conference

A standing ovation for the late Tim Starkey marked the 
beginning of HBT’s 20th annual conference, held at the newly 

built International Convention Centre, Darling Harbour, Sydney.
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A record number of stores and exhibitors attended this 
year’s conference, held from May 10 to 12, including over 
240 member stores and 160 exhibitors for the trade show. 

While the historic conference detailed several of the group’s 
plans for the future, it also made a point of 
celebrating HBT’s 20 years in the making. 

Before kicking off  proceedings, HBT 
Chief Executive Offi  cer, Mike Coates, pre-
sented a fi tting tribute to HBT Group Man-
ager, the late Tim Starkey, detailing many of 
Tim’s achievements throughout his 60 years.

“Before we get started, I would like to talk 
about our friend Tim Starkey. Tim was a very 
private man, so most of us don’t know what 
he achieved in his 60 years. Here is my unau-
thorised, condensed version of Tim Starkey 

– ‘Th is is your life’,” Mr Coates said.
Details emerged of Tim’s extensive and 

colourful career, which began with a degree 
in Law and Economics, as well as a Masters in 
Law. He also joined Rural Press as company 
secretary and internal legal counsel, helping 
to grow the the business ten-fold in just three 
years. Tim also headed to New Zealand at one 
stage, buying and selling businesses, before 
co-founding a business development fi rm in 
Windsor NSW in 1995, where several clients 
were in the hardware game.

“HBT then began using Tim on a casual 
basis to help at our conferences, but in 1999 
the group grew big enough to employ Tim 
full time. While the outstanding success of 
the HBT group is due to the eff orts of many people, there is no 
denying that throughout its formative years it benefi tted greatly 
by Tim’s ever present, steady and thoughtful hand on the tiller,” 
Mr Coates said.

“We at HBT will be forever grateful for the years of eff ort Tim 
put into the group. We know this conference will be tinged with 
sadness but we will do our best to carry on and do him proud, 
while making sure he is never forgotten,” he said.

It was then that attendees gave Tim the perfect send off  by 
standing and delivering a round of applause. With so many 

HBT staff  members, suppliers and retailers clearly missing the 
presence of such an iconic fi gure, the upstanding tribute was the 
perfect way to begin proceedings as Mr Coates and new General 
Manager, Mike LoRicco, took to the stage.

Opening address
Although traditionally the opening address at 
each conference would oft en consist of Tim’s 
state of the nation summary, Mr Coates said it 
was still important to know what is going on 
in our industry, especially during these times 
of great change.

“As you know I am from a fi ve generation 
timber milling and hardware family. Over 
the 100 year plus of the life of our company, 
we saw massive change. Adapting to change 
is an essential skill needed by all business 
operators,” Mr Coates said.

“I have travelled extensively throughout the 
US with some of the best retailers and if I could 
take away one thing from my experiences, it 
would be the knowledge that our group, and 
the stores that take an active part in the group, 
have a future in this industry. Th ere will always 
be a place for a well-run small operator, who 
knows the market, fi nds the niche and can 
exploit the advantages of being an owner 
operator,” he said.

Mr Coates also pointed out that HBT’s 
main job going forward is to assist its members 
to meet the challenges of staying in business, 
particularly with the national business envi-

ronment increasingly skewed to large corporates.
“In small business these days, there is so much regulation and 

compliance that oft en the only way to continue to move forward is 
to take calculated risks. A small owner operator has to be so many 
things to their business that it is nearly impossible to cover all bases. 
Th is is where we come in, because our group recognises that we have 
to do more to support our stores and it is not just about deals. In fact 
it’s not just about stores. Our suppliers need our help too,” he said.

“Perhaps this is best explained through the organisation’s core 
beliefs. Our group has a mantra that has never been seen by our 
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members but today I want to share this with you. ‘To give our 
member stores and suppliers the tools and support they need to 
survive and thrive, because family businesses make communi-
ties stronger.’ Our core values also include: total transparency in 
everything we do; everything is at the member’s option; always 
provide great value; work together as a team – no egos, no politics. 
In a nutshell, we want to be absolutely indispensable to our mem-
bers and suppliers,” Mr Coates said.

For now the HBT team remain focussed on several aspects of 
the business including ensuring, “our deals provide good value 
for both our members and our suppliers. Sometimes we need to 
remember for a deal to be good, it also needs to be a win for our 
suppliers just as much as our members.”

“We have a good strong group with a broad stable membership, 
and our job is to increase the support of our member stores for deals 
off ered by our suppliers. I think we have a good reputation in the 
industry for being commercial and fair minded. Th is is very impor-
tant to us because as things get tougher, we want our established 
relationships to be the glue that binds us all together,” he said.

Group update
On the fi rst day of the conference, HBT’s member count stood at 
an impressive 647 members, along with 453 suppliers who are now 
part of the group. During the group update, Mr Coates said HBT has 
had an eight per cent membership growth since the group last got 
together, with the biggest movement being in Victoria. Th ere are also 
now 21 stores in H Hardware, with seven more to come over. 

Led by Steve Fatileh, the H Hardware Group has also just 
launched a new committee to assist with some of the initiatives, 
including the development of the group, providing feedback and 
also approving H Hardware products.

Th ere are also now 152 members in the Industrial Tool Trad-
ers (ITT) group, led by Gavin Keane. 

Mr Keane said, “One of the great things about HBT is that 
we are a bizarre and unique group because of our diversity of 
memberships. Diff erent types of retailers in our group bring 
diff erent strengths and ideas.”

During his presentation, Mr Keane pointed out that within 
the HBT group, power tools remains a $40 million business 

growing 11 per cent in the last 12 months, hand tools are up 
15 per cent to $20 million, while abrasives are at $3.7 million, 
which includes just two suppliers.

Major IT refurbishment
Another major announcement during the conference was the 
substantial refurbishment of HBT’s information systems over 
the last 12 months, aft er it was found the company’s current 
systems were unable to keep up with HBT’s growth.

“Central to the refurbishment was the system that tracked 
our member purchases and distributor rebates. We have rebuilt 
this system. Now we have greater fl exibility to improve report-
ing from suppliers, streamline processing and collect data that 
will help us see opportunities,” according to Mr Coates.

HBT has also made major changes to its website, which is 
set to revolutionise how members and suppliers deal with the 
group on a daily basis, according to Mr Coates. Just some of 
the new initiatives introduced onto the website included a new 

forum for members to exchange ideas, a news area to maintain 
information between members and suppliers, a specifi c area to 
showcase promotions and deals, and a new product directory 
which includes a wealth of supplier data.

Th e new product directory is part of a strategic alliance between 
HBT and Vesta. During the conference over 140 suppliers had 
committed to the directory with over 30,000 products ready to be 
loaded. Th e new directory is designed to give members access to 
supplier product information in a way that has never been seen 
before, while also allowing members to open the door to their own 
ecommerce off ering.

On closing his address, Mr Coates said that although he spoke 
on the development of the group moving forward, it was equally 
as important to acknowledge where the group had come from.

“Can you believe it has been 20 years since a group of 13 stores 
came together at our fi rst conference in Canberra? We are incred-
ibly proud of what we have achieved as a group of like-minded, but 
individual retailers.”

“We feel we are pretty much the same organisation as we were 
back then. Th ere are a few more of us and we are a bit greyer around 
the edges, but the feeling when we get together is largely the same. 
Our total focus in moving forward is to give our member stores and 
suppliers the tools they need to thrive and survive,” he said.

A word from the General Manager
HBT General Manager, Mike LoRicco, then took to the stage to 
walk members through some of the programs that were recently 
implemented.

“I have been in the hardware industry for over 40 years. My store 
in Canada Bay was a founding member in HBT and over the years 
I have owned a number of stores that have belonged to the group. 
My initial focus in my new role will be sourcing timber deals and 
getting closer to our key suppliers,” Mr LoRicco said.

“Going forward we are totally committed to our primary direc-
tive, wanting to ensure that our suppliers will thrive and survive as 
long as they want to in this great industry. We can’t control what 
is happening to our industry going forward. What we can do is 
ensure we understand the needs of our members and suppliers and 
that these relationships are harmonious and fruitful. I am excited 

(L-R) - HBT GM Mike LoRicco, Alexandra Coates, HBT Conference Coordinator 
and MC Ashlin Fisher and HBT CEO Mike Coates.



Wayne & Leslie Littler of Wynyard H 
Hardware receive Store of the Year 
2017 Achievement Award from HBT 
Group Buying Manager, Steve Fatileh.

ITT Group Buying Manager, Gavin 
Keane, presents ITT Store of the Year 
2017 to Tony Smith of Boss Industrial.

HBT GM Mike LoRicco presents HBT 
Store of the Year 2017 to Richard 
Ford of A Wood Shed.

HBT GM Mike LoRicco presents the 
Growth Champion Hardware and 
Building Supplies award to Mike Rowley 
of Spear & Jackson (Australia).
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to be part of this group. I completely get the importance of group 
culture and I promise you that the group is in safe, capable and 
enthusiastic hands,” he said.

When looking at programs to be implemented in the next 12 
months, Mr LoRicco said the key supplier program, which is now 
in its second year, will ensure members show support to the sup-
pliers who are showing the greatest commitment to our group. 

“Our group has been criticised in the past for being a bit too 
relaxed in deal support. Th at might be a fair criticism but we have 
also shown some incredible displays of solidarity when rallied 
into a good cause. We are going to do our best to encourage a 
cohesive approach to our group’s purchasing,” he said.

Conference presenters
Four outstanding speakers also presented during the conference 
plenary sessions, with speakers chosen specifi cally to challenge 
members to not only think about their own business, but to also 
consider possibilities for improvement.

Speakers included:  
•  Chief Executive Offi  cer of the National Retailer’s Association, 

Dominique Lamb, who spoke to members about the current 
industrial landscape.

•  Pauline Nguyen, owner of Red Lantern, the most awarded 
Vietnamese restaurant in the world, who shared the crucial 
skill of responding positively and resourcefully under pressure.

•  Craig West specialises in helping businesses identify their succes-
sion challenges and plan for the future. Mr West said this is one of 
the biggest issues facing retailers now and into the future. 

•  Tom O’Toole, one of the best self-made retailers in Australia. 
Mr O'Toole spoke to HBT 16 years ago and he continues to 
practice what he preaches, which is not easy to do consistently 
in business over decades.

Supplier and store of the year awards
On the fi rst day of the conference, the supplier and store of the year 
awards were also presented, aft er being appropriately re-named the 
Tim Starkey Memorial Awards. Presented by HBT’s Conference MC 
and Coordinator, Ashlin Fisher, the awards were decided by mem-
bers who nominated those they felt were most deserving and who 
continually paid rebates on time, attended conferences and displayed 
on-going deal support etc.

HBT award winners: 
Supplier of the Year 2016
Grand Champion Timber – Simmonds Lumber (Jacinta Colley)
Growth Champion Timber – ITI Australia (Michael Shadbolt)
Grand Champion Hardware and Building Supplies – Romak 
Hardware (Lawrie Peck)
Growth Champion Hardware and Building Supplies – Spear & 
Jackson (Australia) (Mark Rowley)

Store of the Year 2017
HBT Store of the Year 2017 – A Wood Shed, QLD (Richard Ford)
ITT Store of the Year 2017 – Boss Industrial, WA (Tony Smith)
Store of the Year 2017 Achievement Award – Wynyard H Hard-
ware, TAS (Wayne & Leslie Littler)

Pink themed trade show
HBT Manager of Member Services, Aimee Innes also announced 
during the conference that HBT members had raised over $51k 
for the McGrath foundation, solely through fundraising pro-
grams held within stores over the last 12 months.

McGrath Foundation Ambassador and Director, Tracey Bevan, 
also spoke at the conference explaining how McGrath Breast Care 
Nurses assist those with breast cancer by providing complimentary 
physical, psychological and emotional support, throughout treatment. 

During the trade show, on the fi nal day of the conference, 
HBT members were out in force showing their full support of the 
McGrath Foundation, which is a primary charity for the group.

HBT’s 20th birthday celebration dinner
Th e conference concluded on a high note with over 800 attending 
HBT’s 20th birthday celebration dinner. During his presentation on 
the night, Mr Coates noted that it was great to see so many of the 
stores who attended the very fi rst conference in Canberra in 1997. 

Mr Coates then welcomed his daughter to the stage, Alexandra 
Coates, who was born in the same year that HBT became a group 



HBT GM Mike LoRicco presents 
the Grand Champion Hardware and 
Building Supplies Award to Lawrie 
Peck of Romak Hardware.

HBT GM Mike LoRicco presents the 
Grand Champion Timber Award to 
Jacinta Colley of Simmonds Lumber.

HBT GM Mike LoRicco presents the 
Growth Champion Timber Award to 
Michael Shadbolt of ITI Australia.

(L-R) - Ash Severin of Katanning H Hard-
ware, McGrath Foundation Director Tracey 
Bevan, Tania Severin and HBT Manager of 
Member Services Aimee Innes.
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and who addressed the group at its 10 year anniversary, aged just 10 
years old. She addressed the group at the 20th birthday dinner, aft er 
Tim Starkey asked her to speak before he passed away.

Alexandra said she attended her fi rst HBT gala dinner in a 
pram, aged just six months old.

“Th ere were 22 people at the table representing the fi rst 13 stores in 
the group. I am told we ate at the hotel buff et and everyone paid for 
their own meal. Th ere are over 800 people sitting here this evening in 
a pretty stunning display of what a group of like-minded individuals 
can achieve when they work together,” Ms Coates said.

“As life carries us along, people and stores come and go, but it is 
wonderful to see faces here that have been here from the start. Th is 
culture of family and friendship is deeply ingrained. So congratu-
lations HBT, I think you might be on the right track. I hope to see 
you all in another 10 years or perhaps next year in South Australia. 
Th at’s right we are going to Adelaide next year,” she said.

Proceedings during the night included the Haymes Paint 
Draw, with Wendy Payne presenting three prizes including: a 
trip to Darwin, won by Gary Dywer of Paddington Hardware. 
Th e second draw prize, an AFL Experience in the President’s 
Lounge of the MCG was won by Travis Taylor of Heathcote HBT, 

while two fi nal draw prizes of AFL footballs were awarded to 
Chris Moorfoot of Yarra Junction H Hardware and Dave Kent 
of Kent’s H Hardware in Orange.

2016 Supplier Support Program 
Close to $85,000 was also given away during HBT’s popular Sup-
plier Support Program, with all winners announced during the 
birthday dinner celebration. Th e lucky winners drawn out of the 
barrel on the night included:
$25452.60  Barrenjoey Timber
$16968.40 Berry Hardware Store
$12726.30 Handyman Timber Sales
$8484.20 Gin Gin H Hardware
$4242.10 Cooma H Hardware
$4242.10  Th e Gap Handyman Centre
$4242.10  A Wood Shed - Brassall
$4242.10 Max Maclean & Co
$4242.10  Bordertown Hardware 

& Building Supplies
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COWDROY

 
Cowdroy said that it was exciting to be part of the 2016 HBT 
conference, where the company showcased its revitalised doors track 
range and relaunched its seals range. During the trade show, Cowdroy 
presented revitalised branding, packaging and merchandising material 
along with new products. Cowdroy was very well supported by HBT 
members at the show and appreciated seeing old friends again.

HITACHI POWER TOOLS

 
Hitachi Power Tools Australia maintains a nationwide network of service 
facilities to ensure timely response to customer needs, both in supply and in 
after-sales service. Constant feedback from the sales, service network, and 
in-field testing helps our development teams create innovative tools for every 
user. Hitachi Power Tools consistently offer high levels of quality, durability 
and performance for full-time professionals to weekend do-it-yourselfers. 
We congratulate HBT on its 20 year anniversary.

EASY PEST SUPPLIES

 
Easy Pest Supplies is one of Australia's leading distributors of 
pest control products for the retail sector. We supply a range of 
premium pest control brands including Pest-Stop, the UK's leading 
manufacturer of high quality domestic pest control products. Other 
high quality brands include Pest Defence, Amgrow, Wax Works, 
D-Ter, Pestrol, New Mountain, Tomcat and more.

HPP LUNDS

 
HPPLunds is an Australian owned company and a wholesale supplier to 
the automotive aftermarket, industrial, rural, paint, marine and hardware 
markets. We import and manufacture our own brands including: J-B Weld, 
Philips Automotive Lighting, DriveForce; JetPower; Patriot Abrasives; Rock 
Tools; Fleet Accessories and Gear-X. We distribute out of both Brisbane and 
Sydney warehouses and we have representatives and distributors servicing all 
of Australia. Contact our National Call Centre on 1300 306 781.
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ICCONS

 
ICCONS® specialise in providing the latest technology in construction 
fastening systems, power tools, and accessories. ICCONS only deals 
with independent family owned businesses with a dedicated sales team 
of fastening experts who know their stuff. Backed by a team of engineers 
and the latest products from European supply partners, ICCONS® 
maintains a complete portfolio of approved fastening systems to ensure 
compliance to the latest Australian standards. 

KOALA NAILS

 
WG KOALA is a 100 per cent Australian owned and operated 
company, priding ourselves in offering the highest quality products 
available, at competitive prices. Large reserves of stock are warehoused 
in four states, enabling a supply rate second to none. We have a 
genuine commitment to our staff, customers, suppliers and the 
building industry in general. We are excited to be part of the 2017 
HBT national conference. 

KLINGSPOR

 
Klingspor Abrasives were proud once again to be Key Suppliers at 
the HBT conference this year. We were bombarded with members 
visiting our stand to take advantage of the special deals for the 
conference and show an interest in stocking our products or just to 
say what a good job we are doing!

We can’t wait for Adelaide 2018!

LN MARKETING

 
LN Marketing, trading as Hot Devil and Naleon products, was excited to be 
part of the 2017 HBT conference. The company showcased a range of new 
and innovative  products from their Hot Devil Gas Torches and  Naleon 
suction bathroom accessories ranges. As an Australian family business 
launched in 1999, the team at LN Marketing appreciates the support from 
the HBT group and will continue to build a strong relationship with the 
members. For more information visit: www.hotdevil.com.au

http://www.hotdevil.com.au/


NATIONAL   CONFERENCE 2017

MACSIM

Macsim Fastenings was pleased to display at the HBT Conference, 
once again, as a Key Supplier. Th e ICC at Darling Harbour in Sydney 
was an excellent venue.  We would like to thank all HBT members 
for their continued support, and we would like to thank everyone for 
their outstanding response to our ‘Conference Specials’, which led 
to one lucky HBT member (Karinie Building Supplies) winning our 
$3000 major prize give-away.

MERLIN SOFTWARE

Merlin Software has provided software and services to the 
retail industry for the last 36 years. Cobalt Retail, our business 
management software, has been created through years of experience 
and user feedback. At Merlin Software, we take pride in our customer 
service and will continue to build a strong relationship with HBT, 
and help the members to grow their business!

MAKITA

Makita has had a long and rich history with the HBT group and this was 
evident at the recent HBT conference. Th e ICC is a great new modern 
facility that allows suppliers, like Makita, to show off  their latest mobile 
showroom. Th e new Makita truck took pride of place at the entry to the 
HBT tradeshow and was a hit with all members, some whom even off ered 
to hold the truck keys for us. Th e split tradeshow was a great format and 
we got a lot of positive feedback during the event.

N2LOK

N2LOK is a family-run door furniture and security hardware business 
with over 30 years of experience. Th ey supply the builder’s market 
with the fast delivery of premium products, backed by high-level 
service and support. N2LOK's innovative door lock solutions are easy 
to install, and made to withstand the Australian elements. Th ere's a 
design to suit both modern and classic architecture.To fi nd out more 
visit n2lok.com.au or call 03 9708 2666

http://n2lok.com.au/
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NEPEAN - GALINTEL

Galintel from NEPEAN Building & Infrastructure is Australia’s leading brand of high quality galvanised steel lintels for the building and construction 
industry. Galintel’s famous Australian made lintels include Angles, Flats and T-Bars as well as its specialty range including Cavi-T-Bar™, J-Bar™ and 
Rendabar® Angle. Manufactured in Australia for over 30 years, Galintel has built a reputation for innovation and excellence and is the industry leader 
for lintels that are smarter, stronger, more durable and ultimately safer. Galintel works extensively with industry stakeholders on the development of 
lintels and all products undergo independent testing and appraisal ensuring they comply with the requirements of the Building Code of Australia 
and relevant Australian Standards. All Galintel® products are backed by a 25 year product warranty. Galintel provides HBT with a comprehensive 
selection of its genuine lintels, making it accessible to a wide variety of hardware customers. For HBT members, Galintel products are now available 
for ordering through the online VESTA Supplier Portal. For more information visit www.galintel.com.au

http://www.galintel.com.au/
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RICHMOND 
WHEEL & CASTOR
Richmond Wheel and Castor Co. is a family owned Australian 
company off ering a market leading range of wheels and castors. 
With our product range continually evolving, we also off er a 
comprehensive range of site safety and materials handling products 
including pallet trucks, hand trolleys, stackers, lift tables, conveyor 
systems, skate dollies, plastics and storage solutions, gate hardware 
and adjustable feet and inserts. 

SIMMONDS TIMBER

Simmonds Lumber continues to be a premier wholesaler for the 
housing industry, commercial construction, home renovation and 
industrial markets. Simmonds brings to the table the best people in 
the industry, an extensive range of products, along with a high service 
level from deliveries to communication, with customers and suppliers 
making us the right choice in wholesale timber. For more information 
please visit www.simmondslumber.com.au

SCIENTIFIC WATER-
PROOFING PRODUCTS
DRIZORO waterproofi ng systems provide above and below ground, 
positive/negative waterproofi ng of concrete/masonry surfaces including: 
Maxseal Foundation, Maxseal Flex and Maxquick Roll.
Drizoro products must be applied to a wet surface, is toxin and solvents 
free and ideal for use in confi ned spaces/potable water. Th e system includes 
hydraulically expanding mortars: Maxplug (stop fl owing water), Maxgrip 
(fast, waterproof anchoring) and Maxrest (fast, structural repair).

SOUDAL

Soudal is a global leading independent manufacturer of sealants, 
foams and adhesives operating in over 130 countries with its own 
state of the art manufacturing facilities where it produces 97 per cent 
of the product range, ensuring the highest quality and all made in 
Europe. Soudal off er innovative products, providing solutions to most 
bonding, sealing, waterproofi ng and jointing applications.

http://www.simmondslumber.com.au/
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STRILING WATERS

 
Stirling Waters Australia is the Australian agent for EDMA Tools 
of France. We wholesale to independent hardware, building supply 
and tool stores Australia wide. With over 50 years’ experience the 
team of Stirling Waters can assist your store in building profits by 
ensuring you buy good quality products at the right price.  

WESBEAM

 
Wesbeam is an Australian-owned manufacturer of quality LVL and 
e-joist products for the construction industry. Our growing product 
range is resourced from plantation timber allowing us to produce LVL 
of greater spanning abilities, with increased load bearing capacity than 
any other manufacturer in Australia or New Zealand. Wesbeam LVL 
products come with full Australian Forestry Standard (AFS) Chain of 
Custody Certification. 

WD40

 
WD-40 Company is a global marketing organization that markets its multi-
purpose maintenance products, homecare and cleaning products under the 
following well-known brands: WD-40®, WD-40 Specialist®, 3-IN-ONE®, 
no vac®, Solvol® etc. For over 60 years, industrial, automotive profession-
als and enthusiasts have used WD-40 Multi-Use Product to get their jobs 
done. Now the new WD-40 EZ-REACH, makes jobs even easier, with an 
attached, 20-cm flexible straw that bends and keeps its shape.

WOODHOUSE TIMBER

 
The Woodhouse Timber Company distributes value added timber 
products from a national distribution network. Woodhouse offer 
a comprehensive range of retail/DIY 2.7m and long length trade 
primed products. Our portfolio includes internal FJ Raw/H3, Fj 
Primed, Mdf Primed Mouldings and External H3 Losp Treated and 
Primed marketed under the Woodhouse Mouldings, Edgeline, Alpine 
Mdf and Weatherproof brands.
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CSS CONFERENCE COVERAGE

Extensive workshops and a trade show had already been held 
throughout the week, with the 15 year anniversary dinner 
being the highlight of the conference. As guests arrived at 

the celebratory dinner, an expansive visual timeline welcomed 
guests in the foyer, spectacularly highlighting the CSS journey over 
the last 15 years.

An inspiring digital presentation by CSS was also showcased 
during the dinner, which noted that for CSS, “to continue moving 
forward, we are constantly analysing, critiquing and evolving our 
strategies to ensure we remain relevant and dynamic in today’s mar-
ketplace. Aft er 15 years we have the experience and the passion to 
ensure we are looking forward and the best is yet to come.”

Several service recognition awards were also presented to 
longstanding members on the night including fi ve year service 
awards to: Darren and Sally Turnball from Banks Bolts, Chris 
and Linda Waring from Th e Bolt Barn and Daniel Freshney of 
Rapid Supply. 

CSS Co-Founder Jeff  Wellard, also presented two 15 year member 
awards to Kencor Sales and DBF Tools and Construction Supplies. 
As founding members, both companies have put an enormous eff ort 
into the support of the company, he said. 

“When we started off  we had 11 companies that supported us 
as suppliers. If it was not for them, we would not have started 
and if it was not for our founding members, we also would not 
be here tonight.”

“Th e reason why independent companies like ours are successful, 
is because they have passion and they love what they do and we see 
this in every one of them. And when we look for somebody, we look 
for that passion. Th is is also refl ected in our video and we see that 
from a lot of suppliers as well who have come along for the journey,” 
Mr Wellard said.

During the celebratory dinner, Mr Wellard also recognised a 
brand (as opposed to a company), which he believed had a lot to do 
with the establishment and success of CSS.

“Th is recognition award belongs to a brand which has been 
with us since we started and is one of the reasons why we are 
where we are today. Th e original custodians of the brand also 
had a lot to do with the development and growth of CSS. Th e 
brand is Powers Fasteners and it has been with us since day one. 
We would like Derek McClure to come up and accept the service 
award on behalf of Stanley Black and Decker who now own the 
Powers brand.”

L-R - Derek McClure, SBD, on behalf of Power’s brand; Jim Osborne, Ramset/Reid; Simon Terrell, Sika; Zane Bendix, Pferd; Jeff Wellard, 
CSS Managing Director; Doug Flynn, DBF Tools and Construction Supplies; CSS Director and Founding member, Peter Corstorphin, 
Kencor Sales; CSS Director and Founding member, Fred Hall, DBF Tools and Construction Supplies and CSS Director and Founding member Iain Brown, Bordo.

CSS celebrated its 15 year anniversary at the group’s annual conference held in 
Melbourne from May 3 to 5. During the opening presentation at the celebration 
dinner, held at the Sofi tel, CSS reported that it remains at the top of its game due to 
partnering with only the best traders and suppliers, who all share the same vision. 

CSS celebrates 
15 years in the making
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Five year membership award winners - Sally and Darren Turnball of Banks Bolts - Roma.  

Five year membership award winner - Daniel Freshney of Rapid Supply. 

Five year membership award winners - Chris and Linda Waring of The Bolt Barn – Lismore.

CSS Director and Founding Member, Fred Hall, along with CSS Managing Director, Jeff 
Wellard present recognition awards at the 15 year anniversary dinner for CSS.

During the presentations, founding member Peter Corstor-
phin, of Kencor Sales, also noted that to be a part of CSS ensures 
not only strength against the mighty nationals, but also mateship, 
comradery, the sharing of information and the marketing, laughs 
and travel, which all make it such a great journey. 

CSS Director and founding member, Fred Hall from DBF 
Tools and Construction Supplies, was MC for the night and also 
conducted a presentation to Jeff Wellard, for his unwavering ef-
forts in ensuring the success of the group over 15 years.

“Jeff, myself and a few other people in this room walked 
the Kokoda Track a couple of years back, and at a place called 
Isurava there are four marble tablets which have four words 
chiselled into them – Mateship, Endurance, Courage, Sacrifice 
and I think Jeff epitomises those four words and he brings it to 
the whole group. The point is, thank you for being a great leader 
and for what you do for us and I would like to make a toast and 
ask everyone to sing happy birthday to Jeff as it is his birthday 
as well,” Mr Hall said.

CSS is born
After the success of such a productive conference and impressive 
15 year celebratory dinner, it is hard to believe that it was on a 
beach at Pambula, on the south coast of New South Wales in De-
cember 1998, that the idea of CSS was born. It was on this beach 
that Peter Corstorphin of Kencor Sales in Victoria suggested to 
Jeff Wellard (employed by a National Corporate at the time), that 
there might be some merit in developing a buying group for those 
independent operators in the fastening industry. 

Although discussions continued for a few years, finally on 
December 31st 2001, the pair agreed to run the idea past a few 
people in the industry to see if it had legs. Mr Wellard was want-
ing a change from the corporate world and decided to leave his 
long term employer to start a small business on his own.

Five months down the track, on May 1, 2002, CSS commenced 
operations out of a single home garage converted into an office, 
beginning with just four members and 10 listed supplier partners.

In February 2002, the founding members, Peter Corstor-
phin, Colin Kennard, Doug Flynn, Fred Hall and Jeff Wellard, 
met in Canberra to set up the foundation for what is today a 
well-structured company. The foundation set up a series of op-
erational policies and procedures, while signing off on a set of 
quality based member and supplier selection criteria that focused 
on membership benefits.

In the following months, several meetings took place with sup-
plier partners and of the 12 that presented, nine are still partners 
with the group. (Bosch Power Tools, Reid Construction Systems, 
Pferd, Makita, Powers Fasteners, ITW Polymers, Ramset Fasten-
ers, Bordo International and Bostik).

The company added members and supplier partners over the 
ensuing period and grew at a very fast but monitored rate, never 
deviating from the original criteria set down. 

Mr Wellard’s role as Managing Director was initially a part 
time engagement that developed into a full-time position early in 
2003 as the business expanded. 

“I was the only employee until the later part of 2006, when we 
employed Paul Davy as Marketing Manager, to assist in sharing 
the load. The group was evolving from being just a facilitator of 
buying arrangements, to a more rounded enterprise offering ad-
ministrative, marketing and sales support,” Mr Wellard said.



Fifteen years on…
At the conclusion of 2012, CSS had 42 
members in the group and 75 listed supplier 
partners. Today CSS has 56 members, who 
have over 80 stores between them and 120 
listed supplier partners, which is an increase 
of 33.3 per cent in members and 60 per cent 
in suppliers, according to the group.

Although our membership is quite di-
verse, the one common desire members 
share is to work closely with the group’s listed 
supplier partners, and all other members, to 
develop long term, meaningful relationships 
that ultimately result in mutually rewarding 
outcomes for all concerned, Mr Wellard said. 

“We firmly believe that we have some 
great companies associated with the 
group but only by 

working together can we really achieve 
greatness. Turnover (based on member 
purchases from listed supplier partners), 
has grown by more than 55 per cent over 
five years and we expect this trend to con-
tinue well into the future. CSS has always 
been willing to modify, alter and adjust 
what we do and how we do it, to ensure 
group administration and members stay 
in tune with the changing market place 
in which we operate,” he said.

Today we have a well-developed and 
impressive track record of continued 
steady growth in all aspects of the busi-
ness and at the same time have watched 
members and supplier partners grow with 
us along the way, Mr Wellard said.

“Doug Flynn and Fred Hall of DBF Tools 
and Construction Supplies of Hoppers 
Crossing and Peter Corstorphin of Kencor 
Sales (all three being founding members), 
along with day one supplier partners, Bor-
do International, Ramset/Reid, Pferd Aus-
tralia, SIKA, ITW Polymers and Powers 
Fasteners, joined us at our 15 year birthday 
celebration,” Mr Wellard said.

“CSS was initially established with the 
idea of bringing corporate advantages to 
independently owned and operated com-
panies who would in turn provide their 
customers with quality product, compet-
itive pricing and support by delivering 
industry best practice service.”

“The fundamental principles on which 
the group was founded remain un-
changed. Fun, fellowship and friendship 

and working together for the betterment 
of the many are at the heart of what we do 
but we know we all must work hard, be 
professional and be alert to ensure we stay 
at the top of our game,” he said.

Marketing initiatives
Fasteners, adhesives and tools are to this 
day regarded as the product groups which 
formed the supplier base from which the 
group was developed, and as such we de-
vised a marketing initiative using this as our 
theme moving forward, Mr Wellard said.

“Today our F.A.T. P.I.G. (Fasteners, Ad-
hesives, Tools Product Information Guide), 
F.A.T. Magazine, F.A.T. Specials flyer, F.A.T. 
Mates customer membership program 
and other F.A.T. initiatives are driving our 
marketing plans forward for the members. 
This, coupled with the increasing range of 
carefully selected products being sold and 
distributed under the CSS private label 

- IMPACT-A - is ensuring all those associ-
ated with the group continue to develop and 
move forward,” he said.

Looking into the future…
While the group continues to grow and 
expand, CSS is always on the lookout for 
new members, with eight employees now 
looking after the group’s operations. CSS 
is also about to move into a purpose built, 
2,200 square metre warehouse and office 
complex – still in Broadmeadows - and is 
looking forward to another successful 15 
years in business.

CSS CONFERENCE COVERAGE
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Sutton Tools scoops 
manufacturing awards
Sutton Tools recently took out the year’s 
top awards from Business Victoria. 
Th roughout its history, Sutton Tools has 
collected an impressive list of awards and 
achievements, however its induction into 
the prestigious 2017 Victorian Manufac-
turing Hall of Fame and the 2017 ‘Manu-
facturer of Th e Year: Large Business’ 
award, is the latest recognition for the 
large family owned Victorian employer.

Sponsored by the Department of Eco-
nomic Development, Jobs, Transport 
and Resources, the awards were recently 
presented at the Manufacturing Hall 
of Fame 2017 Gala Dinner and Awards 
Ceremony, staged by Business Victoria. 
Th e 2017 theme of ‘Growing Advanced 
Manufacturing’ recognised outstanding 
achievements by Victorian businesses and 
individuals who uphold a high standard of 
excellence in Victorian manufacturing. 

Judging parameters included: advance-
ments in technology, manufacturing tech-
niques, rate of growth and application of 

lean manufacturing as well as adoption of 
best practice throughout the business. Th e 
selection panel also comprised of senior 
decision-makers from industry associations.

Opening export markets
While presenting the awards, the Hon 
Wade Noonan MP, Minister for Industry 
and Employment said, “Th ese awards not 
only boost morale among workers, they 
open up export market opportunities and 
help grow trust among distributors and 
customers. Th e selection panel recognises 
that today’s metalworking industry faces 
relentless challenges of producing prod-
uct faster, better and cheaper than before. 
To achieve these goals, manufacturers 
need innovative technology and to adopt 
world-class production processes and 
techniques,” Minister Noonan said.

Maintaining a commitment to invest-
ment has played a key role in Sutton Tools’ 
global market success, according to Sutton 
Tools Managing Director Peter Sutton.

“It is important to ensure our people, 
products and manufacturing techniques 

remain world-class. Th at is why we have 
more than 80 staff  members who are 
trained in Lean and hold a Certifi cate IV 
in Competitive Manufacturing. In addi-
tion, Sutton Tools has an ongoing com-
mitment to apprenticeships and supports 
overseas study tours and attendance at 
major engineering exhibitions around the 
world,” Mr Sutton said.

“Th e awards were unexpected and we 
were incredibly proud and honoured to 
receive them on behalf of every Sutton 
Tools staff  member who has contributed 
so much to our successes of today,” he said.

Sherwin-Williams 
completes acquisition of 
Valspar 
Sherwin-Williams Company recently 
announced that it has completed its acqui-
sition of Th e Valspar Corporation. Th e 
approvals from the U.S. Federal Trade 
Commission and the Canadian Com-
petition Bureau were the fi nal obstacles 
required to close the acquisition of Val-
spar for $113 per share in cash, or about 
$11.3 billion. 

Valspar, a Minneapolis-based global 
paints and coatings company whose con-
sumer paints are sold in home-improve-
ment stores, will be the largest acquisition 
in Sherwin-Williams' 151-year history. 

Th e deal will create a massive global 
paint company with combined estimated 
revenues of $15.6 billion, adjusted earn-
ings of $2.8 billion, and about 58,000 
employees.

Sherwin-Williams Chairman, Presi-
dent and Chief Executive Offi  cer, John 
Morikis said, "We are pleased to complete 
this transaction, and I would like to offi  -
cially welcome our new colleagues from 
Valspar and the tremendous talent they 
bring to Sherwin-Williams. Th e acquisi-
tion of Valspar accelerates Sherwin-Wil-
liams' global growth strategy and creates 
the global leader in paints and coatings.”

“Th e combination of these two compa-
nies creates a world class brand portfolio, 
expanded product range, premier tech-
nology and innovation platforms and an 
extensive global footprint. Th ese enhanced 
capabilities will benefi t our customers and 
create sustainable long-term value for our 
shareholders,” Mr Morikis said.

With corporate headquarters in Cleve-
land, Ohio, the combined company gen-
erated pro forma 2016 revenues of $15.8 
billion and employs approximately 60,000 

Sutton Tools Managing Director Peter Sutton with the 2017 Victorian Manufacturing Hall of Fame and the 2017 
‘Manufacturer of The Year: Large Business’ award.
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associates worldwide. It also has a promi-
nent market position in architectural 
paint in North America, South America, 
China, Australia and the UK.

 In industrial coatings, the combined 
company is a global market leader in 
packaging coatings, coil coatings, gen-
eral industrial coatings and industrial 
wood coatings. 

In May Sherwin-Williams fi led a Cur-
rent Report on Form 8-K containing unau-
dited 2016 pro forma fi nancial statements 
refl ecting the acquisition of Valspar. 

Sherwin-Williams expect to achieve 
$320 million of annual run-rate syner-
gies in the areas of sourcing, SG&A and 
process and effi  ciency savings, within 
three years. Th e company also expects this 
transaction to be immediately accretive to 
earnings (excluding one-time costs) and 
to meaningfully increase the company's 
operating cash fl ow. 

Sherwin-Williams will announce 
fi nancial results for the second quarter 
ended June 30, 2017 on July 20. 

David Haydon to be new 
Homebase boss
David Haydon is now head of Homebase 
in Great Britain. Th is has been announced 
by the Australian DIY chain Bunnings, 
which took over Homebase last year and 
wants to gradually convert its stores to the 
Bunnings concept. 

Mr Haydon joined the business in late 
June, with responsibility for running the 
Homebase business. Joining the Bun-
nings UK and Ireland leadership team, 
he will report to Managing Director PJ 
Davis. He will also sit on the company's 
steering committee. 

With over 25 years experience working 
with retailers in the UK and Australia, Mr 
Haydon joins from Offi  ceworks, a part of 
Bunning's parent company Wesfarmers 

Group, where he has worked for over four 
years as a member of the leadership team. 

Prior to Offi  ceworks, he was Commer-
cial and Marketing Director for Kingfi sher 
Plc's international businesses, overseeing 
commercial and marketing strategies for 
high-growth markets including China, 
Poland, Russia and Turkey. 

His experience also includes time at 
B&Q as both Director of Trading and 
Director of Commercial Strategy, and in 
other large retail organisations including 
Wickes and Superdrug.
Source: www.diyinternational .com

Surging online sales growth 
outpaces expectations
Th e rate of online sales is surging ahead 
of expectations and will account for more 
than a third of multi-channel retailers’ 
sales by 2018, according to new research 
by the Commonwealth Bank. 

Th e study of retail channels to market 
also shows only one in fi ve merchants use 
third party sites to attract customers and 
this is likely to increase as they ready for 
the local arrival of Amazon.

Th e latest CommBank Retail Insights 
Report reveals online transactions have 
increased by 61 per cent for multi-channel 
retailers since August 2015, when the bi-
annual study was fi rst taken, and now 
account for 29 per cent of all industry sales 
by volume. Multi-channel retailers predict 
this fi gure will rise to 35 per cent over the 
next 12 months.

Retailers maintain a bullish out-
look for online sales and yet may be 

underestimating future growth, as they 
have previously, according to National 
Manager, Retail Industry, Commonwealth 
Bank, Jerry Macey.

“Th ey forecasted 24 per cent growth 
during 2016 compared to actual growth 
of 32 per cent. Many retailers are realis-
ing the benefi ts of a true multi-channel 
strategy to drive traffi  c both online and 
in-store. And to maintain their growth, 
retailers continue to adjust their strategies 
to adapt to changing market conditions 
such as the pending arrival of Amazon,” 
Mr Macey said.

“We are seeing the more conventional 
digital marketing and sales channels like 
email and mobile apps drop off  consider-
ably, as retailers focus on those channels 
that are not only the most profi table, but 
can actually improve customer engage-
ment, convenience and foster loyalty.”

“Only a fraction of retailers are lev-
eraging third party sites as a sales chan-
nel currently, and we expect that may 
change as Amazon’s platform rolls out 
in Australia. Our research shows that 11 
per cent of retailers see Amazon’s entry 
as an opportunity and of these busi-
nesses, the vast majority (68 per cent) 
see the potential for new sales channels,” 
he said.

While a company owned website 
remains the primary online sales channel 
for most retailers, 22 per cent are using 
third party websites to sell products and 
only seven per cent of Australian retail-
ers are using third party sites as their sole 
sales channel, he also pointed out.

NEWS

A further jump in online sales is expected in the next 12 months, according to the Commonwealth Bank.

http://www.diyinternatinal.com/
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“Th ere is signifi cant potential for more retailers to look at 
third party sites as a viable sales channel, rather than adopting a 
purely defensive stance,” Mr Macey said.

When looking to refi ne strategies and capture online sales 
growth, retailers continue to consolidate sales and customer service 
channels, with a focus on improving delivery options to increase 
loyalty and drive in-store traffi  c. Improving delivery and return ser-
vices has also remained a top priority for retailers seeking to capital-
ise on growing online sales volumes. ‘Click and Collect’ is now being 
off ered by 42 per cent of retailers, up from 24 per cent in August 
2015. Similarly, 38 per cent of retailers now allow shoppers to return 
online purchases in-store, up from 23 per cent only 18 months ago.

“Innovation remains a key driver of optimism in the industry. 
For one in three retailers expecting better times ahead, they say 
changing strategies and business models, and introducing new 
initiatives, are more important than simply relying on economic 
growth,” Mr Macey said.

2017 Dulux Colour Award winners announced 
In the 31st anniversary year of the iconic Dulux Colour Awards, 
limitless imagination and bold execution combined to defi ne the 
winning projects across nine individual categories.

North Bondi Amenities was awarded the Grand Prix prize and the Dulux 
Commercial Exterior Award.

http://www.cowdroy.com.au/
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One tub 
dOes it all

Announced at a gala dinner on 
May 10, held in the Touring Hall at the 
Melbourne Museum, the 2017 winners 
included standout architectural fi rm, 
Sam Crawford Architects with Lyme-
smith who took home the prestigious 
Grand Prix prize, in addition to the Com-
mercial Exterior award for their work on 
the North Bondi Amenities. 

With its innovative use of colour in the 
service of public provisions, the project 

gained the unanimous approval of the 
judging panel. 

Student entries also impressed, with 
experimental approaches highlighting an 
artistic fearlessness among the growing 
international talent pool of up and com-
ing creatives.

Dulux Colour Planning and Commu-
nication Manager, Andrea Lucena-Orr, 
said the 2017 fi nalists presented works 
that delivered an entirely unrestrained 
skew on colour use, in line with this year’s 
theme of ‘Bold, Forward, Tilted’

“Th e Dulux Colour Awards looks to 
uncover the most inventive use of colour 
in built environments across Australia, 
New Zealand and beyond. Each year we 
look for the submissions that take creativ-
ity to new heights and this year’s award 
winners broke free of all tradition to 
deliver concepts that truly represent the 
future of colour and design.”

Th e 2017 Dulux Colour Awards win-
ners were:
1.  Grand Prix. Project: North Bondi 

Amenities. Architecture firm/Organ-
isation: Sam Crawford Architects 
with Lymesmith

2.   Student. Project: Carrara Baths 
Name: Taylor Chan from University 
of Auckland

3.  Commercial Interior - Public Spaces & 
Hospitality. Project: Th e Pool. Archi-
tecture fi rm/Organisation: Aileen Sage 

Antarctic Heritage Trust – Hillary’s Hut took out the Dulux International Award.

Carrath Baths took out the Dulux Student Award 
for 2017.

http://www.timbermate.com.au/
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Architects with Michelle Tabet.
4.  Commercial Interior – Workplace & Retail. Project: Finan-

cial Services. Architecture firm/Organisation: Futurespace 
Pty Ltd.

5.  Commercial Exterior. Project: North Bondi Amenities. 
Architecture firm/Organisation: Sam Crawford Architects 
with Lymesmith

6.  International. Project: Antarctic Heritage Trust – Hillary’s 
Hut. Architecture firm/Organisation: Antarctic Heritage 
Trust

7.  Single Residential Interior. Project: Footscray Apartment. 
Architect firm/Organisation: BoardGrove Architects

8.  Single Residential Exterior. Project: Burleigh Street House. 
Architecture firm/Organisation: ME

9.   Multi Residential Interior. Project: Coppin Street Apart-
ments. Architecture firm/Organisation: MUSK Architec-
ture Studio

10. Multi Residential Exterior. Project: RMIT Bundoora West 
Student Accommodation. Architecture firm/Organisation: 
Richard Middleton Architects

Scotts Europe and Australia go to 
financial investor Exponent
The Scotts Miracle-Gro Company, a globally active supplier 
of consumer products for lawn and garden care, has con-
firmed that it has received an offer from Exponent Private 
Equity LLP for the company's consumer division in Europe 
and Australia. 

"Subject to the outstanding regulatory approvals, we expect to 
close the possible transaction in the third quarter of 2017," stated 
a press release from the company. 

According to media reports, the offer is in the order of 
USD $250m. Depending on the country, the brands affected 
in Europe are Roundup, Weedol, Pathclear, Evergreen, 
Levington, Miracle-Gro, KB, Fertiligène, Substral, Osmocote 
and Naturen.
Source: www.diyinternational.com

Bringing your customers’ homes to life
The trend for painting feature walls has evolved over the years 
from just a single wall to a more dynamic injection on two or 
three walls and, more recently, to less static use of colour. Using 
paint for patterns and shapes is a relatively simple painting task 
to take the interior of your customer’s homes to a whole new 
level of impact, without having to paint entire rooms. 

Moving beyond just flat colours, painted shapes can create 
texture, movement and a talking point that is usually reserved 
for artwork and wallpaper.

Shaynna Blaze, Taubmans’ Brand Ambassador, explains how 
you can advise your customers on where and how to best use 
painted shapes

“Every type of property can take advantage of this design 
style by tailoring the choice of colours and finishes to suit. For 
example, using stencils with a mix of flat and gloss in traditional 
homes will give an effect of traditional ‘flocked’ wallpaper, but 
ideally used in Taubman’s latest colours, such as Annapolis Blue 
or Casino, to keep it relevant to today’s tastes. Any room can 
take shapes and patterns, but you need to be aware of the inten-
sity of the colour and how many shapes and angles you put in a 
room – sometimes less is more,” she said.

“Simple is always the way to go for bedrooms, nurseries and 
main areas, so sticking to two or three colours is perfect, and 
then keep the shapes to a simple repetitive pattern if you are 
using stencils, and one or two major angles if you are doing lin-
ear shapes,” she said.

To help consumers navigate their way through the process, 
Taubmans recently released a trio of ‘How to paint with shapes’ 
videos, each focussing on a different room including:

‘Ingredients for a delightful dining experience’ – http://
www.taubmans.com.au/how-to/create-wall-stencils

Using a combination of matt and gloss paint creates a fun 
and unique wallpaper look where your customers control the 
outcome with the colour, size of the shapes and repeat of the 
pattern, she said.

“This is perfect for dining rooms as it is bold without over-
whelming the space where you need to spend time, socialise and 
gather around food. Bring the pattern to life using soft, indirect 
lighting or even candlelight, so your wall can always be a great 
talking point when other conversation runs dry,” Ms Blaze said.

If your customers are redecorating a children’s bedroom, 
tell them the best way to help their children love their room is 
let them take ownership and be part of the decorating process, 
according to Ms Blaze.

“The experience should be fun and using shapes allows chil-
dren of all ages to go crazy with their imaginations. Let them 
select the shapes and shades but try and limit the palette to no 
more than three colours, so it’s fun but not overstimulating. If 

http://www.diyinternational.com/
http://www.taubmans.com.au/how-to/create-wall-stencils
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you can get them to be patient, try a single shape in a couple of 
colours using Taubmans sample pots,” she said.
For more information go to Taubman’s ‘Putting the kids 
to work’ video at  http://www.taubmans.com.au/how-to/
paint-a-mountain-mural 

Aussies prefer to buy Australian 
according to Roy Morgan
If it is Australian made, say it. That is the latest call from the Aus-
tralian Made Campaign, which is encouraging companies that 
make Australian tools, hardware and building products to dis-
play their Aussie credentials and leverage consumer preference 
for Australian-made products.

Roy Morgan research recently revealed that more than two 
thirds of Australians (69.9 per cent) would give preference to 

buying genuine Australian-made products.
In fact, the Australian made attribute is particularly impor-

tant to consumers looking to purchase tools, hardware and build-
ing products (74 per cent).

“It comes as no surprise that consumers are increasingly 
demanding authentic, premium-quality products that are made 
to demanding Australian standards,” said Australian Made 
Campaign Chief Executive, Ian Harrison.

What is clear from the research is that businesses that make 
tools, hardware and building products in Australia and market 
this key point to consumers, have an advantage in the marketplace.

“It makes absolute sense for businesses that produce products 
locally, to leverage consumer preference for Aussie products. And 
the best way for business to tell consumers that their products are 
genuinely Aussie is by branding them with the Australian Made 
logo,” Mr Harrison said.

“The famous green and gold kangaroo logo has long been the 
quickest and easiest way for consumers here and overseas, to 
identify genuine Australian products. It is instantly recognised, it 
is trusted and it works. So, if it’s Australian made, say it,” he said.

For more information visit: www.australianmade.com.au.
*This research was commissioned by the Australian Made 
Campaign.

Queensland Government acts on non-
conforming building products
The Steering Committee of the Construction Product Alliance 
(CPA) recently welcomed action being taken by the Queensland 

Taubman’s Brand Ambassador, Shaynna Blaze, said your customers need to be 
aware of the intensity of colour and remember that sometimes less is more.

Taubmans recently released a trio of ‘How to paint with shapes’ videos to assist 
DIYers in using shapes throughout dining rooms and bedrooms. 

mailto:sales@petface.com.au
http://www.petface.com.au/
http://www.taubmans.com.au/how-to/paint-a-mountain-mural
http://www.australianmade.com.au/
http://www.taubmans.com.au/how-to/paint-a-mountain-mural
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Government to address the impact of non-
conforming products on the building and 
construction industry in Queensland.

Commenting on legislation tabled 
in Parliament yesterday, CPA Steering 
Committee Chair, Lindsay Le Compte, 
said that action taken by Queensland 
was an important first step by Austral-
ian Government to address the problems 
that were highlighted in the 2013 report 
by the Australian Industry Group. 

“Th e quest for a level playing fi eld: 
the non-conforming building products 
dilemma. While the industry is yet to 
assess the full impact of the legislation, it is 
apparent that the Queensland Government 
has listened to the concerns expressed by 
the CPA and the industry,” he said.

“Th e CPA has previously stressed that 
governments needed to close the gaps in the 
administrative and regulatory systems that 
currently enable non-conforming products 
to enter the marketplace. We have also 
asked governments to improve compliance 
regimes and work with industry to imple-
ment eff ective educational programs to 
ensure that non-conforming products are 
quickly identifi ed and banned before they 
cause safety or costly rectifi cation problems.”

“It is pleasing to see that the sig-
nificant efforts of industry participants 
through the CPA and the Australian 
Building Ministers Forum chaired by the 
Federal Government, are being acted on 
and we look forward to continuing the 
cooperative and collaborative arrange-
ments we have had with governments on 
the issue to date,” Mr Le Compte said.

New tool specialist 
group announced
Fifty-five specialist tool stores are set to 
make up a new importing, buying and 
marketing tool specialist group which 
will be officially launched by July 1.

Five foundation group companies 
will make up the new national group 
including: Adelaide Tools in South 
Australia, Nubco in Tasmania, Sydney 
Tools covering New South Wales, Victo-
ria and The ACT, Toolmart in Western 
Australia, along with the TradeTools 
Group in Queensland.

AHJ sources said the five founding 
group companies were well in the pro-
cess of forming an importing, buying 
and marketing tool specialists group. 

With national coverage of its com-
bined 55 stores and increasing, the new 
group is predicted to be one of the larg-
est of its type, by turnover, in Australia. 

Sources also reported that the five 
founding group companies had worked 
closely together for the purpose of 
improving and expanding their respec-
tive businesses within their designated 
markets, as well as for the purpose 
of supporting and growing business 
amongst its suppliers, both locally and 
internationally.

As leading industrial tool special-
ists, the five group companies had 
proudly stood the test of time in their 
respective markets and all have envi-
able track records of strength, stabil-
ity and ongoing sustainable growth, 
sources reported.

Sources also said that they aimed 
to become even stronger by combin-
ing this wide depth of shared industry 
knowledge and experience, bolstered by 
its already enviable track records of sup-
porting and promoting leading brands 
from within the industry.

Together, the founding members are 
looking forward to growth of the new 
group and to the ongoing support of sup-
pliers as they jointly expand and grow 
stronger throughout the years ahead, 
sources said.

The group’s official launch will take 
place on July 1, with full details of the 
new group expected to be announced 
by the end of June. The finer legal 
aspects of this new group are currently 
being finalised.

Hardware Sales & Merchandising
Agent Building Brands & Sales

(03) 9761 2577
Contact Ian Hutchinson today...

Driving YOUR Success

• National Sales Team 75+ • Telemarketing & Product Recalls
• Merchandising / Vendor Refill • Regional Store Only Service
• Shelf Replenishment • Mystery Shoppers
• Account Management • Holiday Coverage
• GMROI Management
• Warehousing & Distribution
• Plan-o-gram Development

We are hands-on and ready 
and able to assist you.

www.dynamicsalesaustralia.com.au
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The Pest-Stop brand off ers a compre-
hensive range of market-leading prod-
ucts, from the Little Nipper® mouse 

traps, one of the longest standing pest con-
trol brand names, to contemporary products 
designed with the domestic user in mind. 

Pest-Stop is serious about pest con-
trol and off ers a comprehensive range of 
specially designed products to success-
fully prevent, deter and remove garden and 
household pests.

Conventional traps
Pest-Stop's conventional traps are more 
of a traditional method to eradicate 
rodent pests from the home, and are 
designed to catch and humanely kill 
mice and rats instantly. With a compre-
hensive range, Pest-Stop traps are tried 
and tested for quality and ease of use; 
whether users prefer wooden, plastic, 
metal, pre-baited or boxed, Pest-Stop 
has it covered.

Little Nipper: Often imitated, 
never bettered
2017 marks the 120 year anniversary of the 
Little Nipper, which was invented in 1897, 
making this humble wooden trap one of 
the oldest surviving and most recognis-
able pieces of pest control technology.

Th e Little Nipper still holds its own 
against modern traps and remains the 
standard bearer for quick and eff ective 
trapping, meaning it remains largely 
unchanged since it was invented.

The trap has a vivid and rich history, 
which is why it remains the most belov-
ed mouse trap in the United Kingdom, 
selling in the tens of millions over the 
decades. From its humble beginnings 
in Leeds, it has become the must-stock 
powerhouse of rodent control today.

The Little Nipper is still made at 
Pest-Stop's head office in the UK – it 
is sawed and stamped by machine, and 
completed by hand in the Pest-Stop 
warehouse in Knaresborough, North 
Yorkshire, maintaining the ‘handmade 
in the UK’ quality which is so synony-
mous with the brand.

Humane traps
Humane traps are also ideal for end users 
who prefer to catch and release rodents 
rather than kill them. As such, Pest-
Stop traps have been carefully designed 
in order to prevent unnecessary stress 
to the animals. A humane trap must 
be checked at least twice a day, and fol-
lowing the capture of a live rodent, they 
should be disposed of appropriately or 
released into the wild. If you are unsure 
how to deal with a captured pest, con-
tact the RSPCA or your local vet.

Cage traps
Whether it is for rabbits or foxes to rats 
and mice, Pest-Stop has a cage for it. As a 
fantastic, traditional way of capturing pests 
around the home, Pest-Stop cages are pop-
ular due to its simple design, lightweight 
construction and effi  cient operation.

Garden pest control
Pest-Stop has a growing range of high qual-
ity solutions to deal with all manner of pests, 
including cats, slugs, possums and birds. 
With many of its products developed to high 
standards, Pest-Stop has the knowledge to 
keep gardens safe, secure and pest free! 

Insect pest control
Pest-Stop has a great selection of insect 
products that can support a range of 
household pest problems; these are all 
accompanied with instructions that pro-
vide direction and support. 

Display stands
Pest-Stop understands that space is at a 
premium within hardware stores, which 
is why Pest-Stop has created robust and 
reusable free-standing display units to suit 
fl oorplans. Th e bright red Pest-Stop display 
units will draw attention in any store, sav-
ing space while increasing profi t potential. 
Pest-Stop products can be sourced from the 
Australian distributor - Easy Pest Supplies. 

Phone: 1300 667 664 or email: 
sales@easypestsupplies.com.au

PRODUCT FOCUS

Pest-Stop, the UK’s leading manufacturer of high quality 
domestic pest control products for the retail market, is 
now available in Australia through Easy Pest Supplies. 

Pest-Stop enters 
the Australian market

mailto:sales@easypestsupplies.com.au


52 | AUSTRALIAN HARDWARE JOURNAL | JUNE 2017

Soudal pool fix 

Soudal Australia recently added its Pool 
Fix Sealant and Adhesive, as well as its 
Green Fix Adhesive to its wide range  
of products.

Pool Fix is a sealant adhesive designed 
specifically for repairing mosaic and 
tiles around swimming pools. Due to 
its crystal clear formulation, it may be 
used for invisible bonding and sealing 
of swimming pool components like 
skimmers, spot, valves and drains. 
The product contains ZnP, a biocidal 
compound that contains fungicide to 
prevent mould and mildew growth, 
especially on moist areas around the 
swimming pool. 

Green Fix is also a high quality adhesive 
especially designed for bonding artificial 
lawn or turf and on most common 
materials. It is suitable for bonding seams 
and outer edges under Australian weather 
conditions for outdoor and indoor use and 
is available in green coloured adhesive - 
matching the artificial lawns. 

Trademarked under Soudal’s SMX-
Polymer technology, these products 
guarantee that it has excellent adhesion 
on nearly all surfaces, even if the surface is 
damp. The products are also easy to apply 
and are permanently elastic after curing. 

Soudal
Tel: 1300 50 70 11

Be the master of your tools 

GearWrench has built a reputation 
over many years for producing useful, 
durable products and its 41 piece Master 
Ratcheting Wrench Insert Bit Set is no 
exception, offering users a wide range of 
bits for almost any application.

GearWrench designed the set 
with versatility in mind, as the bits 
are compatible with six and 12 point 
ratcheting wrenches, to be used with 
8 millimetre, 12 millimetre or 15 
millimetres units. 

When fitted to a ratcheting wrench, 
these bits facilitate more efficient usage 

- especially when compared to standard 
ratchets. A Zinc Phosphate coating makes 

each and every bit corrosion resistant, 
ensuring that all bits not only meet but 
exceed ASME strength requirements for 
durability.

The dynamic GearWrench ball detent 
securely holds the insert bit within the 
wrench, providing a more secure grip and 
thus, a safer user experience. To top it off, 
GearWrench also included convenient 
size markings on the base of the insert 
bits for easy and efficient identification.

The 41 piece set is housed in a rock-
solid, blow-moulded case, complete with 
storage space for ratcheting wrenches. 

Apex Tool Group
Tel: 1800 688 8949

WHAT’S NEW

Exhale and enjoy the deluge  

Kohler has released its latest showerhead – 
Exhale, inspired by the delicately textured 
surface of a dahlia flower. Exhale combines 
an organic aesthetic with Katalyst air-
induction technology to produce an 
indulgent showering experience.

Taking advantage of the very latest 
innovations in engineering, actuation 
and sprays, Exhale’s four spray patterns 
ensure a therapeutic and cleansing 
experience and include: full coverage, 
drenching rain, massage and silk spray, 
with the spray pattern adjusted simply by 
rotating the spray face.

Kohler’s Katalyst air-induction 
technology increases the volume of the 

water-experience while actually reducing 
water consumption. By injecting air into 
the water flow the size of the droplets is 
increased, creating the perception of 
larger, fatter, more plentiful water drops.

The spray face also features a unique 
silicone surface with rub-clean nozzles 
that ensure any mineral deposits are easily 
wiped away. 

The Kohler Exhale Slide Shower is also 
available in a Shower Rose option, using a 
maximum of nine litres of water a minute.

Kohler
Tel: 1800 564 537
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New connected cordless angle grinder

Bosch Blue has introduced an innovative 
18-volt Bluetooth Connected angle grinder, 
with the GWS 18V-125 SC, being one of the 
most powerful and intelligent small angle 
grinders available, according to the company.

Bosch Blue’s GWS 18V-125 SC 
Cordless Angle Grinder features a high-
performance Brushless EC Motor, while 
the angle grinder has 35 per cent more 
power and up to 100 per cent longer 
runtime compared to the previous models.

With a unique LED control panel, 
the new angle grinder offers trade 
professionals the next level of power 
tool convenience, while the interactive 
interface updates tradies on the tool’s 

performance, battery, heat levels, and 
speed selection in real-time. It also 
features a world first Drop Control system 

– an integrated sensor that detects if the 
tool has been dropped and switches off the 
machine when the tool hits the ground.

Weighing only 2.8 kilograms and 
boasting an anti-vibration auxiliary handle, 
the angle grinder is designed to handle 
through the toughest applications. Bosch has 
also raised the bar in safety and performance 
by including kick back control, intelligent 
brake system, restart protection, soft start, 
LED work light and Bluetooth connectivity.

Bosch Blue
Tel: 1300 307 044

On the go power

Projecta has released an all-new ‘Portable 
Power-Hub’, designed to provide fast and 
convenient power. 

The PH125 Power-Hub turns a 12V 
battery (up to N70Z) into a convenient, 
user-friendly device capable of powering 
and charging a wide array of appliances 
and electronic equipment simultaneously 
via 10 power outlets.

Included is a 240V AC socket providing 
clean ‘Pure Sine Wave’ power (300W) which 
is a must for sensitive equipment, as well as 
DC terminals for applications requiring a 
high rate of current such as jump-starting. 

Other outlets include USB (2x2A), 
cigarette lighter (2x10A), Engel (1x10A), 

a 50A heavy duty and Merit sockets 
(2x15A), all are protected by automatically 
resetting circuit breakers.

Waterproof covers are also used to shield 
the plugs and sockets while still allowing 
the cords to remain plugged in through 
special slots while the cover is closed.

Managing the Power-Hub’s operation 
is simple via the unit’s full colour, 2.4” 
LCD screen, while easy recharging can 
be done with a 240V AC charger or solar 
panel (not included). 

Projecta
Tel: (03) 9730 6000

Don’t risk colour with painting!

Taubmans’ new sample pots are set to help 
users explore key colours for 2017 before 
committing to whole walls or rooms.

Australia is a nation obsessed with 
renovating and decorating, which is why 
Taubmans launched its new sample pots 
so users can make the right colour choice.

A team of stylists recently released a 
series of on-trend look books each year, 
covering a wide range of fresh looks to 
cater to every taste and style of home.

Shaynna Blaze, Taubmans brand 
ambassador, suggests using its new 
sample pots to trial colours on small 
areas before taking the plunge and 
painting entire spaces.

“Colours will change with different 
lighting and ref lection and so each 
colour looks different in every house. 
Paint can be a bit of a chameleon, and 
even the most seasoned designer or 
decorator cannot be 100 per cent sure 
of the performance of a colour. Testing 
your paint colour with sample pots 
allows users to see the colour at different 
times of the day,” she said.

Taubmans
Tel: 131 6868

WHAT’S NEW
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BRAVI ELEVATED 
WORK PLATFORMS

Head and shoulders above the restHead and shoulders above the rest

1800 425 4381800 425 438
www.toyotamaterialhandling.com.au

Exclusive to

Diary 
Dates
Brought to you by:  Toyota 

Material Handling
June 2017

 14 – 16  INA PAACE Automechanika, Centro Citibanamex, Mexico City, Mexico 

 15 – 17  House-Hasson Hardware Dealer Market, Sevierville, TN, USA

 23 – 25   Timber and Working with Wood Show, Sydney Showground at Olympic 

Park, Sydney, NSW

July 2017

 28 – 30   United Hardware Fall & Winter Buying Market, Minneapolis Convention 

Center, Minneapolis, MN, USA

August 2017

 5 – 9   Reed Gift Fair, Melbourne Convention & Exhibition Centre, South Wharf, 

Melbourne, VIC

 10 – 12   20th BuildExpo Africa, Mlimani Conference Center, Dar es Salaam, Tanzania

 11 – 13   Perth Home Show, Perth Convention and Exhibition Centre, Perth, WA

 15 – 17 Independent Garden Center Show, Navy Pier, Chicago, IL, USA

 17 – 19  Ace Hardware Fall 2017 Convention and Exhibits, Chicago, IL, USA

 17 – 20   Melbourne Home Show, Melbourne Exhibition Centre, Southbank, 

Melbourne, VIC

September 2017

 3 – 5   spoga+gafa, Koelnmesse GmbH, Cologne, Germany

 5 – 7  Safety in Action, Melbourne Exhibition Centre, Southbank, Melbourne, VIC

 23 – 26   Reed Gift Fair, ICC Sydney Exhibition Centre, Darling Harbour, Sydney, NSW

WIRE MESH
A quality and vibrant range of  

mesh to cover your  
customers needs.

Making hardware easy.

Offer ends June 30th 2017 
*conditions apply

with every order of 
stock pictured below*  

(call for SKUs details)

FREE  
Merchandising Rack

Call Mario for more details
on 08 8262 5055  

mariod@trioaustralia.com.au

trioaustralia.com.au

http://www.toyotamaterialhandling.com.au/
mailto:mariod@trioaustralia.com.au
http://trioaustralia.com.au/


System for the installation of solid timber 
flooring over a concrete substrate 

timber adhesive
Ultrabond P990 1K

self-levelling compound
Ultraplan

primer
Eco Prim T Plus (undiluted)

moisture vapour barrier
Primer MF (for over 95% RH - 7 day old concrete)

concrete substrate

solid timber flooring

MAPEI products are available from all leading retailers 
and specialty hardware stores. 
For more information visit www.mapei.com.au
Email: sales@mapei.com.au Freecall: 1800 652 666

T02

http://www.mapei.com.au/
mailto:sales@mapei.com.au


Owner – Richard Tremewen 
Bellbird Building Supplies 
Hallam, VIC

RETAIL
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9 For more information and  
membership application call

1300 305 719
Head Office 02 4472 1515 HBT is a buying group for the independent  hardware and building materials retailer

   Our staff costs    Our staff costs 
are reduced and are reduced and are reduced and 
buying power is buying power is buying power is buying power is buying power is 
increased.increased.increased.increased.increased.increased.increased.increased.

”
“ When was the business started?

My grandfather Jack started with a sawmill in the East Gippsland 
after WWII and we adopted the current name in 1987.

And your involvement?
I started here in 1996 and took over from my dad Peter about four 
years ago.

What type of business do you have?
We’re 95% trade and we largely service the eastern half of 
Greater Melbourne.

You joined HBT in December 2010 – 
why?
Well we tried one of the franchise groups which didn’t suit us, but 
we saw HBT as a major addition to our buying function.  It works 
incredibly well for us and means our hardware staff can focus on 
ranging and selling rather than negotiating.

What would you say to a store that 
was thinking about HBT?
You should absolutely do it.  Our staff costs are reduced, buying 
power is increased and it has opened opportunities for us with 
many alternate suppliers.

Can people call you about this?
Our number is 03 9703 2444.

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

