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message
from the CEO

A

The trouble with taking two weeks holidays 
early in the season is that by the end of summer 
you feel like you’ve never been away. Never 
truer than at the end of this summer when we 
undertook the big move to our new offices. 
While it may be the ideal time for such a move, 
it certainly didn’t feel that way. It’s not that 
we had a lot to move. The challenge was that, 
having been unoccupied for two years, the new 
premises needed a makeover, and, as we found 
out while knee-deep in saw dust and rubble, a 
couple of walls moved here and there too. 
Now, as I sit in our new offices, with the hum of the 
N7 outside, I know one of the main reasons why I 
have taken a big shine to this sector – the materials 
and products you sell are capable of magically 
transforming any space. What a wonderful business 
to be in! Find out more about where we are, who 
helped us, what our new offices look like and how 
we’d love you to come and visit on page 20. 
I’ve more valuable information to pass on from 
the Global DIY Summit which I attended in June – 
enough to fill a few pages in this edition – with a 
focus on getting the best out of your staff and, in 
turn, maximising the return for your business. I’ll have 
more from the Summit in our final edition of 2016. 
On that note, as we race towards 2017, The 
Hardware Show is rapidly taking shape. Plans 
are at an advanced stage so be sure to save the 
date in your diary for the industry event of 2017. 
Taking place on the 5th and 6th of March at the RDS 
Simmonscourt, we are taking full advantage of our 
increased floor space by putting together a highly 
interactive show that will be difficult to traverse in 

one day. There will be a Demonstration 
Zone with experts showing how to use 
a variety of tools and products, apprentices 
showing off the skills of their trades, Google 
showing you hints and tips to augment your online 
presence and an Education Hub featuring speakers 
and trainers on a variety of useful topics, sharing 
their knowledge and expertise in informative bite-
size portions. With 73% of floor space already sold 
it will be unmissable. See the details on page 35, 
and save those dates!
In this issue, we welcome Google as a brand 
new contributor to The Hardware Journal. HAI 
look forward to working with the cutting edge 
information and technology company in the future 
to help develop the capabilities of our sector. Read 
Google’s first article on page 39. 
We also welcome an interview with John 
Newcombe, Managing Director of our equivalent 
organisation in the UK, the Builders Merchants 
Federation (BMF). Unsurprisingly, and especially as 
we know so little about the medium-to-long terms 
effects of Brexit, we’ve asked him about how his 
members feel about the referendum outcome, what 
impact it has had so far and what next for the UK 
and its trading partners – read his thoughts on page 
24. We will be working more closely with the BMF 
in the future, particularly in relation to their excellent 
training and development suite of programmes.

Annemarie Harte
Chief Executive Officer – HAI
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RESULTS FOR 
END OF Q2, 2016
A total of 154 HAI member branches across the country, an 
increase of one since the last collection in Quarter 1 (Q1), 
now take part in the monthly business index and since Q3, 
2015 we have been collecting the results quarterly. 
Latest member revenue figures for Q2 show a 13% increase on 
the same period last year and that the year-on-year rise is even 
across urban/rural areas. Sector revenue showed a sharp rise in 
April and then broad consistency in May and June. The monthly 
moving average growth of 6% for Q2 peaks in urban and larger 
member branches.
A total of 42% of rural members offer agricultural supplies and 
we are looking to monitor and develop this aspect of the index 
in order to start establishing trends. The 2015 Index confirms 
that Q3 accounted for the highest percentage of members’ 
revenue in 2015. As in 2014, September and October were 
the highest grossing months last year. Q3 was consistently 
the highest grossing period for members in 2015. The Index 
presentation of overall monthly revenues confirms that 
September was the month where revenue most exceeded 
the 2015 monthly average. The top grossing individual revenue 
months in 2015 are mostly within Q3.

How to get involved
All raw data is kept confidential and never revealed to HAI. If you 
agree to participate, you will receive an email from Behaviours 
and Attitudes, our research partner, once a quarter (usually 
at the start of the second week), asking for several pieces of 
information that will form the benchmark survey:
• number of employees;
• location of business;
• what type of area your business operates in, i.e. to get an 

urban/rural split;
• annual sales turnover (less VAT) for your business for 2015 

broken down by month; and,
• sales turnover per month for 2016.
Once this benchmark is complete you will only be asked for one 
piece of information each quarter thereafter – sales turnover per 
month for the quarter. Please contact Jim on 01 298 0968 for 
more information and to participate.

What our members say
Padraic Rogers, Owner, Topline Rogers, Ballymote, Co. Sligo
“It’s valuable to be able to compare our business performance 
against people in our region with a similar size business. It helps 
us plan and to project where our business is going. It’s very 
timely for our industry, pity it didn’t happen years ago!”

Stephen Blewitt, Agribusiness Head of Supply Chain, Aurivo
With 35 retail outlets spread geographically across eight
counties and three provinces, we find the breakdown of regions
in the report very useful. The monthly benchmarks help us
decipher the areas we are over or under-performing in, versus
the industry.



FOR MORE INFORMATION ON THE BRANDS  
AND SERVICES WE OFFER PLEASE CALL 01 460 4406

AN EXTENSIVE RANGE OF PRODUCTS FOR YOU

Johnstone’s is a  
brand of PPG Industries

PPG are a global leader in  
paints, coatings and materials. 
Operating in more than 70 
countries, our extensive research 
and manufacturing capability 

means we deliver, every time. 
Offering great margin potential  
and excellent return on investment, 
The Johnstone’s range has every 
product a DIY consumer needs.

Our dedicated Irish sales force 
and distribution team offer an 
unparalleled level of service  
across Ireland.

Johnstones A4.indd   1 30/08/2016   12:08
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MRCB WINS THE IRISH TIMES BEST HOME SHOP TITLE
HAI member MRCB located in Cornmarket, Dublin 
8, have won the Home category in The Irish Times 
Best Shop Awards 2016. The newspaper noted 
that Kevin Coghlan and his team at MRCB “really 
know their stuff”.
Established in 1936, the company MRCB Limited 
was founded by two French gentlemen, Marcel 
Regent and Charles Bigoud, who decided to set 
up business on Lord Edward Street, Dublin 2. 
The company was set up to serve professional 
decorators and tradesmen, and built up a reputation 
as the store that stocked the most comprehensive 
range of specialist products and painting tools as 
well as the mainstream brands of paints. 
This is still the same today, the company says, 
with over 8,600 items stocked.
Since the formation of the company, it has 
changed hands several times. In 1989, Joe and 
Nora Coghlan purchased the company. The 
business relocated from Lord Edward Street, to 
12/13 Cornmarket, Dublin 8, in early 1990. 
Eight years later, the business expanded further and 
now has a combined space of 10,000 sq. feet, in 

Cornmarket. In 2001, Joe Coghlan retired, leaving 
his three sons to run the business.
Today, it remains a 100% Irish-owned family 
business and is proud to offer an extensive range 
of paint, papers, wood care, industrial and ancillary 
products, not only to the trade but to the public too. 
In addition to its extensive product range, MRCB’s 
professionally-trained staff offer an exceptional level 
of service, knowledge and experience.

NEW APPOINTMENTS AT UPPERCROSS
Heating, plumbing and bathroom distributor, Uppercross Enterprises Ltd (UEL), has recently announced a number 
of new appointments. 
Sarah O’Loughlin has joined the group as Marketing Assistant. Sarah, a recent graduate from the Institute of 
Technology in Carlow, specialising in marketing, will focus on the promotion and development of the Niko and 
Uppercross brands through both trade and end-user routes to market.
Derek Keegan has joined the head office-based sales team. The product knowledge and trade experience which 
Derek brings with him will greatly benefit the sales division and he will continue to play a vital role in the business 
relationship between UEL and its customers.
Niall O’Connor has joined the field sales team covering the Dublin/Leinster territory. Niall has over 20 years’ 
experience within the Irish builders merchants and hardware trade and will be well-known to many merchants.
Commenting on the appointments, Uppercross Sales Director, Alex Taylor, said: “We are delighted to energise 
the sales and marketing team with these three important appointments and our customers will benefit from the 
experience that they bring to their respective areas.”

Sarah O’Loughlin Derek Keegan

Niall O’Connor
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Bostik is about to expand its presence in high-performance 
sealants with the planned acquisition of Den Braven. With €350 
million estimated sales for 2016 and some 1,000 employees, 
Den Braven is a leading player in high-performance sealants in 
Europe. 
From state-of-the-art technologies, industrial facilities with 
eight production sites around the world, and know-how widely 
recognised by its customers, Den Braven offers an extensive 
range of sealing, bonding and foam solutions for construction 
professionals as well as industry. 
With this acquisition, Bostik hopes to boost its offering in the 
insulation and construction markets, and hopes to speed up its 
growth thanks to the promising entry point which these product 
ranges represent in emerging countries, in particular in Asia. 
The planned acquisition is subject to the approval of the antitrust 
authorities in the countries concerned. Closing is expected to 
take place in the last quarter of 2016. 

Win a Set of Tyres for your Van with Bostik
Bostik recently ran a national competition to promote the Bostik Adhesive 
and Sealant range of products. The ‘Win a Set of Tyres for Your Van’ 
competition was hugely successful in the trade with winners nationwide. 
Congratulations to Larry Cribbin, winner of a ‘Set of Tyres’, pictured in TJ 
O’Mahony & Sons Ltd, Ballymount. Also pictured are John O’Connell of TJ 
O’Mahony & Sons Ltd, and Peter Morrissey from Bostik.

BOSTIK 
ACQUIRES 
DEN BRAVEN
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B&G is introducing a new addition to its range of radiator covers, 
a two-tone white and oak radiator cover. The ‘two-tone Classic 
Adjustable’ complements the successful Classic Adjustable 
range and is available in medium or large sizes. This new product 
joins three other ranges in the Radiator Cover Collection: Classic 
Adjustable, Rhode Island and The Georgian.
The company is also launching a new range of LED bathroom 
mirrors in September, the Lismore and the Clara. Both of these 
contemporary LED mirrors are pre-wired and IP44-rated with 
mounting accessories included. The Lismore has an additional 
feature of an integrated digital clock.

B&G EXPANDS 
PRODUCT RANGE 
WITH NEW RADIATOR 
COVERS AND LED 
MIRRORS 

The Lismore LED mirror with a digital clock.

SOLID FUEL 
AWARENESS 
TRAINING 
IN OCTOBER 
AND 
NOVEMBER
Autumn/Winter dates for solid 
fuel awareness training include 
20th October, 9th November and 
7th December. The solid fuel 
awareness course is a one-day 
training programme aimed at 
providing participants with the 
knowledge to enable them to 
assist customers in choosing the 
correct solid fuel appliance and 
to recognise the installation and 
fuel requirements.
This course is available at the 
METAC training centres in 
Mountrath, Co. Laois. 

HAI members receive a 10% 
discount off the cost of the 
training, making the cost 
€135 per participant. 

Enquiries for these courses 
can be made to METAC on 057 
8756540 or by emailing:  
info@metac.ie 
Please mention your HAI 
membership to avail of your 
discount. Further information 
is also available on the METAC 
website, www.metac.ie



B&G A4.indd   1 14/09/2016   11:49
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TEGRAL 
CELEBRATES 80 
YEARS WITH 
NEW BRAND 
AND LOGO
Tegral, a market leader in roofing and 
Ireland’s only manufacturer of fibre 
cement roof slates, recently celebrated 
80 years in business by unveiling a new 
corporate brand.
Since first establishing its 
manufacturing base in Athy in 
1936, Tegral has made a significant 
contribution to the Irish construction 
industry and now employs 150 people 
across its operations. 
“Tegral’s rebranding represents its 
successful transition to a market-
leading company that’s significantly 
evolved beyond its roof slate heritage,” 
a spokesperson said. “Tegral offers a 
wide and diverse catalogue of products 
that span fibre cement slates as well 
as a comprehensive range of metal 
roofing, cladding and flooring systems 
designed to the highest international 
standards and purposed for modern 
commercial, industrial and agricultural 
construction,” they added. 
Tegral’s new tagline, ‘Building for 
Generations’, reflects on Tegral’s unique 
and rich heritage, while also projecting 
its commitment to the future. 

GEAR UP WITH WAVIN’S HEP2O COMPETITION
Running for 12 weeks, ‘Gear Up with Hep2O’ gives 
plumbers the chance to get their hands on different 
prizes each week, including DAB site radios, 
workwear and power tools. 
In the final week during December one lucky 
installer will also win the ‘Ultimate Gear Up Bundle’ 
– a €5,000 prize package of top tech, gadgets and 
gear as well as all of the weekly spoils. 
To be in with a chance of winning, installers need to 
pick up a ticket in their nearest merchants and register 

their details online at www.hep2ogearup.ie.
After the registration process, everyone receives 
a promotional gift with items ranging from mini-
LED torches to radiator keys and ‘Gear Up Your 
Van’ packs. 
Entrants can then enter up to six unique codes 
each week, which can be found on tickets 
available at merchants across Ireland. ‘Gear Up 
with Hep2O’ runs until Sunday, 4th December.  
For more information visit: www.hep2ogearup.ie. 

WESFARMERS PUBLISHES 
FIRST RESULTS SINCE 
HOMEBASE ACQUISITION
Like-for-like store transactions at Homebase are reported 
to have increased by 7.5%.
Divisional earnings of Aus$1,214 million (which includes 
Bunnings Australia & New Zealand and Bunnings UK & 
Ireland) include restructuring and one-off repositioning costs.
The results presentation states that the re-positioning 
of Homebase is well underway, with Bunnings 
having implemented new trading strategies around 
merchandising, pricing, marketing and operations, as well 
as re-shaping the business with a home improvement and 
gardening focus.  
In addition, the report indicates that wider product choices 
and deeper stock holdings have been supported with an 
investment of approximately £60 million (Aus$115 million) 
in inventory.
Team engagement is understood to have been “pleasing”, 
and development investments have been made. Steady 
training has taken place since the initial four months of 
ownership and disruption from change is stated to have 
been “well-managed”.  
The new leadership team is well-established and a special 
purpose advisory board is in place.
Wesfarmers states that transition, integration and 
separation activity is well advanced and many transitional 
services have already been terminated.
The report also states that between four and six Bunnings 
Warehouse pilot stores are expected to open in the 2017 
financial year. Wesfarmers reiterates that successful pilot 
stores are a precursor to further investment.

(Source: Insight DIY/Wesfarmers  
www.wesfarmers.com.au)
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Responding to concerns raised by HAI that general 
key cutting services will fall within the scope of 
licensing, Jim O’Neill, Compliance-Inspectorate and 
Standards, Private Security Authority (PSA) said: 
“It is likely that most Hardware/DIY businesses will 
be covered by the third category of exclusions in 
paragraph 2.11 of the draft licensing requirements 
document as: ‘a person who copies keys for 
locking devices using a machine where the keys 
are duplicated from an existing key that is not a 
safe, strongroom or otherwise restricted key’. The 
definitions of restricted keys are under consideration 
by the working group and any amendments will be 
notified in due course.”
Mr O’Neill added: “I wish to thank HAI for its 
submission in response to the public consultation 
on the licensing of locksmiths. The working group 
established to develop the licensing requirements 
has considered the various submissions made and 
work on the licensing requirements continues. It is 
important to note that the licensing of locksmiths is a 
legislative requirement of the Private Security Services 

Act, 2004 (as amended) and the PSA is statutorily 
obliged to fulfil this legislative requirement.”
Acknowledging that the members of HAI provide 
their customers with an excellent and secure service, 
he commented: “The National Crime Prevention 
Unit of An Garda Síochána, which is represented on 
our working group, has identified numerous cases 
of keys being cut and, unbeknown to the cutter, 
being subsequently used in a crime. It is, therefore, 
important that the licensing of locksmiths be 
introduced as legislated for by the Oireachtas.”
The aim of licensing is not to limit the availability of key-
cutting services, according to the PSA, but to ensure 
that those providing a licensable service are regulated. 
Jim O’Neill noted: “It is important to understand that 
the term ’licensed locksmith’ refers to a contractor 
licensed by the PSA. A contractor could be a locksmith 
but, equally, could be a hardware/DIY provider, builder, 
electrician or any other person who wants to provide 
a licensable service. Once they meet the licensing 
requirements, they may apply for a licence. Licences 
will not be limited to traditional locksmiths only.”

DEFINITION OF ‘RESTRICTED’ KEYS 
UNRESOLVED SAYS LICENSING BODY
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DULUX MODA BRAND 
GETS REFRESH
The Dulux boutique collection – Moda – has seen a dramatic 
brand refresh featuring new contemporary and edgy packaging, 
as well as new point of sale and a new colour card, which are 
currently being rolled out in stores nationwide. 
According to Dulux, the Moda collection offers the customer five 
specially-curated palettes each featuring five colours, which can 
be worked to create a curated interiors look – just as an interior 
designer would do. Moda helps customers to be confident in their 
colour choice, making it easier for them to select paint colours. 
The five palettes include the mineral-inspired earth tones of Mineral 
Glow, the 
beach-inspired 
Coast Calm, 
romance-
inspired True 
Romance, 
Hollywood-
inspired Subtle 
Glamour and 
male/female- 
inspired Him & 
Her. 

The Moda collection from Dulux.

MACCANN & 
BYRNE LAUNCHES 
WOOD SCREW
MacCann & Byrne has launched 
the Timberfix 360 high-
performance, multi-purpose 
wood screw, suitable for both 
man-made boards and natural 
wood.
Special features include a 
countersunk head which, 
MacCann & Byrne says, ensures 
a neat finish and shank ribs, 
which prevent wood splitting 
and reduce the required torque. 
Special thread geometry means 
that less effort is required and 
the gash point reduces the need 
to pre-drill tougher woods. 

MacCann & Byrne has launched the Timberfix 
360 high performance, wood screw.



Bostik Industries Limited 
Newtown, Swords, Co. Dublin, Ireland 

Phone: +353 1 862 4900, Fax: +353 1 840 2186 

www.bostik.ie

Nothing else 
performs like them.

Nothing else 
performs like them.

Bostick A4.indd   1 10/03/2016   12:48
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HYCRAFT SEES SALES SOAR WITH 30% INCREASE 
Hycraft reported that last season was one of its best, reporting a 30% increase in sales. Hycraft produces draught 
excluders, P.V.C. conduits and pipes, floor edges, plastic angles and, this season, it is launching a new plastic door 
seal in 2 metre and 2.5 metre lengths to complement its Aluminium Door Seal Kits.

SNICKERS 
WORKWEAR 
ADDS JACKETS 
AND SHIRTS TO 
SELECTION
Snickers Workwear has launched new jackets this 
autumn turning its new workwear concepts into 
complete sets, allowing craftsmen to dress from 
head to toe with the same protection, durability 
and functionality offered from the Ruff, Flexi, 
Allround and Lite ranges. 
The influence of contemporary outdoor clothing is 
evident throughout the new range especially with 
the 1303 AllroundWork shell jacket, an advanced 
weather protected jacket with the ventilation, 
hardwearing durability and functionality needed by 
modern craftsmen. 

This two-layered jacket features taped seams and a 
waterproof YKK AquaGuard Coil zipper, making it suitable 
for wet and windy conditions.
Made with a rugged yet comfortable flannel fabric, 
RuffWork shirts have reinforced elbow patches for 
enhanced durability. When flannel is too warm, the shirts 
available from the LiteWork family range offer a lighter 
alternative, made of soft fabric.

RuffWork shirts from Snickers.

INTERNET DAY 2016
Internet Day 2016 - Ireland’s Internet Day is an 
annual event hosted by the IE Domain Registry 
(IEDR) to mark international Internet Day.
This year, the day focuses specifically on the 
Irish SME community, and will bring together 
some of the most exciting and innovative internet 
entrepreneurs in Ireland and Europe for their 
insights into the internet economy, the strategy 
behind successful digital business and the drivers 
of online growth.
As part of the day, a conference will take place in 
The Round Room of Dublin’s Mansion House on 
Thursday, 27th October, and will feature a number of 
keynote addresses from international experts, along 
with a series of panel discussions from those that 
are leading the digital charge. We will also hear from 
key policymakers on the importance of broadband 
infrastructure and business supports for Ireland’s 
digital health and for long-term economic growth.

According to the organisers, it promises to be 
Ireland’s e-commerce event of the year. Tickets are 
€50. You can reserve your ticket at: 
www.internetday.ie

HAI members can use discount code 
HAIINTDAY to get a further 25% off the 
full ticket price.
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OVERALL  Pts. H/Cap
1st Paddy O`Leary 39  22 
2nd Niall Barry 37 10
3rd John Phelan 36 11

CLASS 1  Pts. H/Cap
1st Tim Lodge 33 12 BB9
2nd Martin Rowe 33 6

CLASS 2  Pts. H/Cap
1st Tom O`Connell 30 14 
2nd Martin Hennessey 26 20

CLASS 3  Pts. H/Cap
1st Willie Dixon 32 25
2nd  Diarmid McFeely 25 28

LADIES  Pts.
1st Marian Kelly 27
2nd Cathy O`Gorman 26

PAST CAPTAIN’S PRIZE             Pts.               H/Cap
Jim Copeland  27 12

THE HAI GOLF SOCIETY
The HAI Golf Society Captain, Hugh Taylor’s Prize 
event was held on 27th June, 2016, at the Old 
Conna Golf Club and was kindly sponsored by Irish 
Abrasives.

Paddy O`Leary winner of the Captain`s 
Prize being congratulated by Captain 
Hugh Taylor.

Marian Kelly receiving her first place 
prize for Ladies from Sponsor Jim 
Cuddy , Irish Abrasives.

SOUTH 
OF 
IRELAND 
OUTING
Thank you to all those who supported our 
South Of Ireland outing , the first in many 
years. Players enjoyed a great day’s golf at 
Faithlegg Golf Course with a very pleasant 
meal and overnight stay at the Tower Hotel in 
Waterford. Given the success of the event, it 
looks like becoming part of the golf calendar 
for years to come. Well done to the winners.

MENS:
1st Tim Lodge 39pts 
2nd John Phelan 38pts 

LADIES:
1st Kathy Lynch 35 pts (BB9) 
2nd Breda Phelan 35 pts

The Double competition was won by Frank 
McKeon and PJ Gunn (70 pts) with Paddy O`Leary 
and Sandra Barrett in second place (69pts).
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HAI IS DELIGHTED TO WELCOME 
ITS NEWEST MEMBERS
Jamestown Metal Resources Ltd
8 Jamestown Road,
Inchicore, Dublin 8
Ph: 01 4549640
Contact: Shane O`Donnell
Business: Distributors of rolled lead  
and hard metal

Robert Keith Ltd
Main Street,
Arvagh, Co Cavan
Ph: 049 4335385
Contact: Ronan Keith
Business: Builders Merchant and Hardware

Arigna Fuels
Arigna
Carrick On Shannon, Co Roscommon
Ph: 071 964600
Contact: Dave O`Hara
Business: Solid fuel manufacturer and supplier

North West Aluminium Ltd
Keenaghan, Kilmacrenan,
Letterkenny, Co Donegal
Ph: 074 9139500
Contact: Daniel Gallagher
Business: Roofing and building materials manufacturer

Homecare Centre
Unit 6, Blackrock Shopping Centre,
Blackrock, Co Dublin
Ph: 01 2889389
Contact: Diarmid McFeely
Business: Hardware DIY and homewares store

Power Providers Ltd
Raheen Business Park,
Limerick, Co Limerick
Ph: 061 308830
Contact: Chris Keane
Business: Distributors of batteries, lighting and 
accessories
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New HQ

New space, new 
phase for HAI
CEO Annemarie Harte on HAI’s move to new premises.
Hardware Association Ireland, in a variety of guises, dates 
back to 1938 but its recent history, in terms of where its 
premises have been located, has been guided by economic 
circumstances. In 1984, the membership, after many 
years of searching, took over its own premises in Elmville, 
Dundrum, Co. Dublin. The reason for this decision was 
twofold. Firstly to provide a solid permanent base in which 
all the members would have title, and secondly, to have a 
venue where members could be guaranteed facilities for 
meetings and committees without let or hindrance. 
Two changes of name later and hit by the full force of the 
economic collapse, HAI sold the premises in early 2014, 
temporarily moving down the road to Kilmacud in south county 
Dublin. The office provided space for staff members and a small 
shared meeting room. 

The search begins…
Although functional, it soon became apparent that with rising 
commercial rents and limited choice, HAI was going to need 
a good dose of luck to find new premises that would satisfy 
its ideal checklist which included at least 15 regular car parking 
spaces, a minimum 100 sq. metres of floor, a great location 
easily accessible from the M50 and central enough that our 
members would find it convenient, and, paramount to every 

property search ever, affordable! It was the last requirement 
that proved the most elusive.
However there’s nothing like notice of a 30% rent increase or 
‘market rates’ as I was told, to spur on a concerted sweep of the 
market. For several weeks after the Hardware Conference, my 
evening entertainment included searches on Myhome.ie’s app 
as there simply was no time for this extra activity in an already 
very busy office during working hours. By the time of the next 
Executive Committee meeting in May, I thought I’d found ‘the one’. 
Although it seemed an unmerciful amount of time from the 
start of contract negotiations to the end, in reality the process 
moved quite quickly and we had hit on a property that suited 
all the requirements on our checklist – except for my own 
personal one that is, as I’d managed to treble the time it 
takes me to get to work!
Work began in earnest at the beginning of July to clear the 
place and start reorganising the internal space of 120 sq. 
metres to suit our needs. Seven weeks later, it was largely 
finished save for a number of bits and pieces and a snag list 
that seemed to grow legs after each version. 
Without the generosity, kindness and support of the following 
HAI member companies this transformation would have cost a 
lot more money and taken much longer. 
To them and their staff, HAI offers its sincere gratitude:

The snug six-person meeting space is ideal for smaller groups and one-to-one meetings.
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New HQ

Junction  5    N7 

From Naas 

From Dublin 

Directions to HAI Head Office 

The boardroom, training and meeting space which can hold up to 16 people comfortably.

How to find us.

• BW Hardware

• Canadia

• Classic Hardware

• Dulux

• Grafton Merchanting

• Niko Bathrooms

• Tegral

• Whiteriver Group

Location
On the city-bound side of the N7, more commonly known as the 
Naas Road, less than 1km across the border from Kildare. On 
the site of Johnston Logistics facing onto the Naas Road. See 
the map for our exact location.

Facilities
We have two meeting areas:

• A six-person meeting space with tea/coffee/water 
facilities available. Ideal for a one-to-one meeting on the 
way into or out of Dublin. Alternatively stop by for a re-fuel 
as this space is available to HAI members free of charge 
including refreshments.

• FREE to HAI members. 
• €50 morning or afternoon and €100 full day – non-members

• A boardroom/ training meeting space capable of holding 
up to 16 people in a T-shape or in classroom style with air-
conditioning. A 62” state-of-the-art screen with mini-Intel 
PC so you don’t have to connect a laptop, all you need 
is a memory stick if you have a presentation or other 
documentation you want to place on the screen.

• €75 morning (9am to 1pm) or afternoon (1pm to 5pm) and 
€130 full day – HAI members.

• €100 morning or afternoon and €175 full day – non-
members.

• Wireless internet access is available in both spaces as 
well as plenty of sockets, natural daylight and blinds.

• Lunch is available on advanced request (24 hours’ notice) 
and starts at €4 per person for sandwiches.

When you visit us take the opportunity to learn more about HAI, 
with both personal and material support available at the offices. 
To book either of the spaces or for further information contact 
HAI at info@hardwareassociation.ie or call 01 298 0969.
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Established in 2002, Keypoint is an importer of personal 
protective equipment (PPE), with a primary focus on hand 
and foot protection, abrasives, industrial diamond and tapes, 
servicing markets in Ireland and the UK. Having established 
the business with abrasives, PPE has been a more recent 
success story for Keypoint. Having always been an agent for 3M 
respiratory products, it expanded further into PPE with footwear. 

From there, it started distributing ATG gloves in Ireland in 2010 and, 
on the back of its success establishing the brand as the market leader 
in the sector, was appointed as the exclusive sales partner for ATG in 
the UK three years later. ATG develops premium-quality ‘intelligent 
glove solutions’ with an application-driven range of products to 
suit every need, rather than a one-size-fits-all approach. The gloves 
are pieces of technology and innovation, and Michael Kavanagh, 
Managing Director, says that their users certainly don’t have any 
complaints. 

“In keeping with our philosophy, ATG is a premium-branded product 
that engenders brand loyalty and repeat purchases from both our 
distributors and, more importantly, their customers,” Michael says. 
“As with our other brands, Klingspor, 3M and Sixton, they are right at 
the top end of the quality spectrum, meaning our customers have the 
confidence that what they are selling really is the best available in the 
marketplace.” 

An evolving business 
Customer service is of paramount importance, and this is where 
Keypoint believes it stands out compared to the competition. While 
Keypoint represents numerous global brand leaders, support at local 
level is an integral part of its strategy. It provides next-day 
delivery service throughout Ireland and 
supports all of its 

A firm grip on the PPE market 
Having established itself as an importer of abrasives and personal protective equipment 

in the Irish market, Keypoint Abrasives now distributes to the UK from its warehouse 

in Ballycoolin, Co Dublin. According to key figures at the company, there is much to 

celebrate, writes Annemarie Harte, CEO of HAI. 

Having established the business with abrasives, PPE has 
been a more recent success story for Keypoint.

Michael Kavanagh, Managing Director, Keypoint, pictured with the sales and customer service staff (l-r): 
Margaret English, Sean Currie, Jason Clifford, Richard Murphy, Maria O’Sullivan, Michael Kavanagh, Bob 

Kennedy, Fiona O’Brien, Claire Mahon, Tony Boyle, Kevin Behan and Turlough McNulty.
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brands with a range of in-store point of sale (POS) and marketing 
through a variety of channels. 
Marketing Manager, Maria O’Sullivan, explains how the multifaceted 
POS offering for ATG evolved into what it is today: “We started 
out introducing MaxiFlex gloves in a counter-top unit which held 
a few packs of gloves. As the demand grew for the product, we 
introduced a cardboard floor dump, which held 12 packs of gloves. 
MaxiFlex proved to be hugely successful, as the brand became 
known for its quality, comfort and fit, as well as being 100% skin-
friendly and breathable. On the back of this success, we introduced 
MaxiTherm gloves and MaxiDry (other brands within ATG), and these 
also proved to be very successful. As the demand grew for these 
brands, we decided to introduce a branded metal free-standing 
display unit (FSDU), which can hold more product as well as giving 
us a permanent position in-store. We have recently introduced 
interchangeable baskets, which provide space to hold additional 
stock of the more popular styles/sizes. This unit can now hold up to 
36 packs of gloves. All POS is designed by us and manufactured in 
Ireland.” National Sales Manager, Claire Mahon, tells me that these 
creative ideas have been used globally by other ATG distributors. 
I’m intrigued about ATG gloves and ask why these gloves are so 
much better than the rest. Hugh O’Reilly, UK National Sales Manager, 
explains that they are dermatologically accredited by the Skin Health 
Alliance to the same standards as many consumer skincare brands 
and also allergy tested, which is completely unique to this sector. 
Impressively, the MaxiFlex Ultimate is the biggest-selling work glove, 
not only in Ireland, but the world, with 42 million sales annually in 
Europe alone. 

In safe hands
Our hands are probably our most valuable working tool. They 
enable us to execute complex tasks that cannot be performed 
by any other part of the body. Without our hands, it would be 
extremely difficult to complete even the most routine jobs that 
we take for granted every day, so it is of utmost importance in 
an industry where hands are the working tools that they are 
kept safe and protected.
The most recent Health and Safety Authority (HSA) statistics 
on workplace injuries show that more than one in three non-
fatal industrial accidents relate to the hand and arm. Of these 
injuries, over 60% of recorded hand injuries are lacerations and 
cuts. A cut injury to the hand can require hospital treatment, 
stitches and three to four days lost time in cases of minor 
cuts. Serious injuries can, at worst, cause tendon damage, 
loss of hand mobility or, in extreme cases, amputation. The 
cost implications to business, especially those in the building 
industry, are huge, with costs per hand injury estimated at 
almost €25,000 per incident when lost time, medical and legal 
expenses and compensation are factored in. 
As a result, the demand for cut-resistant gloves has increased 
dramatically over the past three years. Cut-resistant glove 
manufacturers have responded by improving the quality of 
fibres they use, by reducing glove weight and by increasing 
flexibility and dexterity as well as overall comfort and 
wearability.

Looking to the future
Keypoint distributes to the UK market from its warehouse based 
in Ballycoolin, Co Dublin, and has recently won a major account 
to distribute to over 600 Travis Perkins stores in the UK. Having 

established itself firmly in the Irish market, it’s heartwarming to see 
an Irish company distributing directly to the UK from here. However, 
as we now know, Brexit has happened, and the unknown is never 
a confidence booster for business. The immediate effect of a drop 
in sterling is worrying for Irish exports to Britain: will it mean the UK 
heads for recession, and what will the potential repercussions be for 
Keypoint? Michael comments: “The greatest concern surrounding 
Brexit is the uncertainty that it will cause. As we speak, the currency 
markets are in a state of flux and nobody knows what kind of trade 
deal will be struck between the UK and Europe. However, for all 
the uncertainty, Keypoint will continue to look to the future with a 
huge sense of optimism, as the strength of the brands we carry 
is significant, and we will continue to develop new channels and 
opportunities in what, for us, is still a huge developing market.” 
Offering the very best brands is critical to Keypoint’s go-to-market 
philosophy. From ATG gloves, to Klingspor and 3M abrasives, to 
the Italian-designed and made Sixton footwear, its brand portfolio 
is a ‘who’s who’ of premium products in each sector. Claire Mahon 
believes passionately that the confidence which Keypoint’s product 
offering gives its customers was key to successfully navigating the 
recession. “Even when the market was all about price reductions, 
we continued to add quality products to our range and our customers 
very quickly saw that there was far more value in these lines than in 
the cheaper commodity products offered by a lot of the competition.” 
Maria tells me about some of Keypoint’s new products. 
“We have continued to add new and exciting products to our offering 
and will be coming to market in the coming weeks and months 
with some new products exclusive to Keypoint. We’ve just launched 
a range of diamond blades from Klingspor, a new venture from a 
brand with over 40 years of success in Ireland. Traditionally, they 
have focused on paper or cloth-based abrasives and cutting and 
grinding discs. So, to now have industrial diamond products from 
such a high-quality manufacturer, really completes the range. At our 
request, Sixton has just added stylish Nubuck dealer boots to its 
range and it continues to develop brilliant footwear utilising the fully 
waterproof and breathable technology from Outdry. On September 
1st, we launched our own range of premium, disposable nitrile gloves 
with a unique tyre-tread pattern. And finally for now, one of America’s 
favourite masking tapes, ‘Frog Tape’, will soon be available from 
Keypoint also.”

Offering the very best brands is critical to 
Keypoint’s philosophy.

If you have a story to tell as a 
supplier or manufacturer in the Irish 
market, please contact Annemarie 
on 01 298 0969 or 
annemarie@hardwareassociation.ie 
for more information.

 Supplier Profile
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Interview

John Newcomb, Managing Director of the Builders Merchants Federation (BMF), 
the organisation that represents merchants and suppliers to the merchanting 
industry, in the UK, spoke to The Hardware Journal about the mood in the wake 
of the Brexit vote and offered an overview of his members’ concerns.

Living with Brexit
– the UK builders 
merchants’ perspective

John Newcomb, Managing Director of the Builders Merchants Federation.
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Interview

The Hardware Journal: Could you outline the scale of the 
builders merchants’ sector in the UK and how the BMF 
as its representative body has initially responded to the 
Brexit vote?
John Newcomb: The BMF is now, to the best of my knowledge, 
the fourth largest construction trade organisation in the UK with 560 
member companies and organisations accounting for a collective 
turnover of £22 billion. Our members include 305 builders merchants 
and 190 supplier members, as well as a number of trade associations 
and other businesses linked to the industry. In terms of the builders 
merchants’ sector alone, our members account for £11.5 billion of the 
sector’s overall turnover of £14.5 billion. The importance of this sector 
to the wider society, to home buyers and homeowners, as well as its 
key contribution to business means that it is vital that our members’ 
concerns are addressed.
For our part at the BMF, we have been very clear in emphasising 
to Government the importance of taking into consideration our 
members’ concerns. We have written formally to the new housing 
minister, and have initiated a series of informal communications 
with a range of ministers, ensuring that there is government-
wide awareness of the key issues from the builders merchants’ 
perspective. I believe it is in circumstances such as these that a 
trade representative organisation such as ours comes into its own. 
Strategically and practically, it’s much more effective to address 
government with a united and cohesive message. Through the BMF, 
our members can speak with a stronger collective voice.

How soon do you believe a clear political strategy 
will emerge?
It is very difficult to comment around political strategy or make 
definitive predictions about political developments. However, 
with the summer coming to an end and Parliament returning, 
we hope that dialogue will develop with an increasing focus and 
urgency. Having said that, I doubt there will be any clear progress 
in terms of the emergence of an outline strategy until the end of 
this year. And, in terms of an actual Brexit, the earliest any action 
is likely to be taken is 2019.

In the meantime, what is your assessment of the key impacts 
Brexit will have on the builders merchants’ sector in the UK? 
Looking at the question from a supplier perspective, the main issue 
is currency variation and movements of sterling versus the euro 
and the dollar. Many of our suppliers are buying materials abroad 
and already some have noticed price increases creeping into the 
market. We are hearing of increases of varying percentages and 
particularly in instances where raw materials are sourced abroad.
From the builders merchants’ perspective, the vote has, so far, had 
little impact. Certainly, there has been no significant reduction in 
builders’ work which is a crucial demand factor for our members 
and there has been no noticeable downturn in business across the 
counter.
The first half of the year growth has been tracking at between 5% 
and 6% above the first six months of 2015. There was probably a 
slight slow down in June. We have not received full summer data as 
yet (at the time of going to press) although initial indications seem to 
suggest there hasn’t been a dramatic change.
It is difficult to interpret the figures at this stage as, even more 
than two months after the vote, it is taking time to absorb its full 
implications. It is possible the figures could be read as indicating 

‘business as usual’. However, a lot of our business derives from the 
Renovation Maintenance Improvement (RMI) sector, and much of the 
activities in this area are ‘large ticket’ projects which, by their nature, 
are planned some time in advance, such as landscaping, extensions, 
and kitchen and bathroom refurbishments. It will take time to see if 
there is a tangible impact on demand. Realistically, if we are going to 
see a significant drop-off in demand, it will be at the start of next year.
In considering how moods can change, it is interesting to see that, 
in the immediate aftermath of the vote, many of our sectoral stocks 
suffered quite badly in the beginning but have recovered well since, 
thanks, in great part, to the quick restoration of a sense of political 
stability. Overall, so far, we have not seen any knee-jerk responses or 
short-term decisions.

Looking at products in the merchants’ yards and on the 
shelves, what impact will Brexit have at a regulatory level 
and in terms of packaging marking, etc? Will the British Kite 
Mark be the key regulatory framework?
There is a big debate surrounding CE marking. Will it stay, will it 
go or will there be a compromise solution?There is certainly a 
distinct possibility we will see a strengthening of the role of the 
British Standards Institute. 
The underlying reality is that our industry has long recognised 
the value and importance of rigorous standards. It is important to 
remember that the adoption of European standards and reforms 
were not forced on us. We had a central role in the development 
of many of them. We have always had strong standards in the 
UK. The British Kite Mark has retained its integrity and credibility 
and it could well re-emerge as a core standard. Who knows? We 
have had discussions with the standards authorities here in the 
UK and, at present, they don’t know. Until we get clarity for them, 
we can’t, unfortunately, give our members clarity.

What are the implications of Brexit for UK suppliers 
and their builders merchants’ customers in the 
Republic of Ireland?
We are certainly in a period of uncertainty at the moment but our 
industry has strong, long-standing relationships across the Irish Sea. 
Whatever challenges have to be faced, the trust and credibility that 
have been built up over the years will provide a basis on which to 
find solutions. As two strong member organisations, HAI and the 
BMF will be able to help generate understanding and awareness 
of key issues as they arise and will have an important part to play in 
mitigating any potential adverse impacts of Brexit. It is at times like 
this that people must belong to a trade body. You do not want to be 
on your own in negotiating the challenges that lie ahead.
Currency variation will be a key issue. Fluctuations between 
sterling and the euro are outside of our industry’s control but the 
knowledge and hard-won experience of many generations of trading 
between our countries will help in formulating solutions. Pricing is 
an important component in any transaction but the health of overall 
trading relations is not based on price alone, but on a range of factors 
including personal relationships and quality of product and service. 
Ultimately, these businesses are very resilient and I’m confident their 
trading relationships will also remain resilient.
The strength of the trading relationship is reflected in the links 
between our two organisations, which have never been stronger. 
I am delighted that the HAI CEO will be attending our Annual 
Conference this year. 
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While Brexit is uppermost in everyone’s minds, the regular 
realities of doing business haven’t gone away. How has the 
sector been performing in the last three years?
We still have a lot to do to get Britain building. We have been 
averaging about 140,000 housebuilds a year but the actual need is 
for 250,000 a year. So, while there’s a steady amount of activity, 
there is still an annual shortfall of over 100,000 houses. We have 
major problems in relation to the provision of social housing, which 
has become virtually non-existent. We have a housing crisis and 
it’s not being addressed. In Wales alone, last year, only 5,000 new 
homes in total were built. 
The big trend in our business is the ever-growing impact of the 
internet. More and more builders and tradespeople are ordering 
on phones and tablets. That younger generation is using the phone 
to do everything. ‘Click and collect’ is what it’s all about now. 
The BMF has been supporting the builders merchants’ sector by 
providing extensive training in social media and digital and we see 
this area continuing to grow and develop.
The last couple of years were good for the builders merchants’ sector 
in Britain. Growth in the year April 2014 to April 2015 was around 
15%, according to our own sales indicators, and April 2013 to April 
2014 was around 13% – so double digit growth in both years.
To sum up where the sector is at: the mood was optimistic before the 
Brexit vote and, now, post-vote, it is cautiously optimistic.

Interview

“Realistically, if we are going to see a significant drop-off in demand, 
it will be at the start of next year” – John Newcomb, MD, BMF.

OUR PERSPECTIVE
HAI CEO, Annemarie Harte, recently attended a 
presentation given by Adjunct Professor in the 
Department of Economics in Trinity College, John 
FitzGerald, where he gave a medium to long term 
perspective on the implications of Brexit. 

Not surprisingly he said that the effects of the 
referendum will take many years to play out but 
assured us that Brexit will have a negative impact 
on the UK economy with particularly bad impacts 
for the financial sector, manufacturing of transport 
equipment e.g. Airbus, Nissan, and will be negative 
for FDI seeking access to the EU market e.g. Indian 
investment. As regards the impact of Brexit on the 
Irish economy he said there were pluses and minuses. 
It would probably be positive for the financial sector, 
be negative for smaller firms exporting e.g., food 
processing, and again with pluses and minuses on 
FDI. He went on to comment on the top negotiating 
priorities for Ireland including Northern Ireland, 
where neither country would want to destabilise 
through new borders although we may end up with 
a customs border. He queried whether there could 
be free movement of people and said building a 
wall on the island to stop people moving would be 
unacceptable (and impracticable), so we needed to 
find an alternative. In summation, Brexit will affect 
almost every aspect of the UK’s economy including 
existing business, FDI and new business, the labour 
market, energy, distribution and inflow could put 
pressure on construction. Given the far reaching 
implications perhaps it might be the case that once an 
‘exit package’ has been reached with the EU, another 
referendum takes place for ratification (or not)…



Managing Driving 
for Work Seminars

The Road Safety Authority (RSA), Health and Safety Authority (HSA) and An Garda Síochána 

will host a series of free half-day morning seminars in October on Managing Driving for Work.

The seminars will:

• outline legal obligations in relation to driving for work activities

• inform and educate employers about how to implement safe driving for work practices

• inform employers on key requirements for managing drivers

• launch new guidance and resources to help employers understand and manage driving 

 for work risks effectively

• outline key requirements for fl eet and vehicle management, and

• provide practical ‘best in class’ examples of companies who effectively manage driving 

 for work with multiple business benefi ts.

The seminars will be particularly relevant to business owners, managers and supervisors. 

The dates and locations for the seminars are: 

To register please email drivingforwork@rsa.ie as places are limited.
Multiple bookings from the same organisation are permitted, subject to availability.

How to Book

Date Location Time

Wednesday 5 October Rochestown Park Hotel, Douglas, Cork 8:30am to 1:00pm

Thursday 6 October Green Isle Hotel, Naas Road, Dublin 8:30am to 1:00pm

Wednesday 26 October Maldron Hotel, Oranmore, Galway 8:30am to 1:00pm

Thursday 27 October Clarion Hotel, Ballinode, Sligo 8:30am to 1:00pm

Reducing risk, protecting your business 
and saving money

Managing Driving 
for Work Seminars

The Road Safety Authority (RSA), Health and Safety Authority (HSA) and An Garda Síochána 

will host a series of free half-day morning seminars in October on Managing Driving for Work.

The seminars will:

• outline legal obligations in relation to driving for work activities

• inform and educate employers about how to implement safe driving for work practices

• inform employers on key requirements for managing drivers

• launch new guidance and resources to help employers understand and manage driving 

 for work risks effectively

• outline key requirements for fl eet and vehicle management, and

• provide practical ‘best in class’ examples of companies who effectively manage driving 

 for work with multiple business benefi ts.

The seminars will be particularly relevant to business owners, managers and supervisors. 

The dates and locations for the seminars are: 

To register please email drivingforwork@rsa.ie as places are limited.
Multiple bookings from the same organisation are permitted, subject to availability.

How to Book

Date Location Time

Wednesday 5 October Rochestown Park Hotel, Douglas, Cork 8:30am to 1:00pm

Thursday 6 October Green Isle Hotel, Naas Road, Dublin 8:30am to 1:00pm

Wednesday 26 October Maldron Hotel, Oranmore, Galway 8:30am to 1:00pm

Thursday 27 October Clarion Hotel, Ballinode, Sligo 8:30am to 1:00pm

Reducing risk, protecting your business 
and saving money



28
September/October 2016

Global DIY Summit

The summit which was held on the 8th and 9th June in 
Stockholm is the largest conference of retailers and suppliers 
in the sector with attendees from over 45 countries and a 
speaker line-up that included top industry leaders, innovators, 
researchers and professors. It was jointly hosted by leading 
European DIY professional organisations, the European 
DIY-Retail Association (EDRA) and European Federation of 
DIY Manufacturers (fediyma), as well as the Global Home 
Improvement Network (GHIN).
The theme for the summit was ‘A Disruptive World – New Trends in 
Home Improvement’. In this report, specialists in their fields offer 
the best tips and advice based on their learnings and experience.

Employee engagement and performance excellence
Kesko Corporation is a Finnish retailing conglomerate with 
its head office in Helsinki. It is engaged in the building and 
home improvement trade, among other areas, and employs 
40,000 people with net sales in 2015 of €8,769 million, 34% of 
which is accounted for by the building and home improvement 

sectors. Jenni Stenbom, who leads the HR and Communication 
functions in Kesko Corporation’s home improvement and 
speciality goods trade division, told attendees about the factors 
involved in developing a high performance culture and made 
a direct correlation between employee engagement and 
performance excellence. They ask their employees to ‘dream’ 
about the future Kesko and found that change happened through 
discussion. Kesko cemented these ‘dreams’ through employees 
making a specific commitment about how they would contribute 
to achieving them. These were some of the actions that were 
promised:

• adopting common management structures and operating 
models;

• making sure there was fast and agile development;
• investing in leadership and sales skills development; and,
• keeping Personnel Survey actions alive. 

They measured the results after three years of implementation 
and found significant improvement in employee engagement 
and performance excellence (see Figure 1).

Following our initial report from the 4th Global DIY Summit in the July/August edition 
of The Hardware Journal, this second report, by HAI Chief Executive Annemarie Harte, 
focuses on those speakers who closed off the first morning and presented after lunch. 
Topics included advice on engagement to deliver maximum performance and an 
outline of the opportunities presented by the development of the ‘connected home’.

Driving excellence
performance insights from 
the 4th Global DIY Summit

Figure 1: Significant improvement in employee engagment and performance excellence
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Global DIY Summit

Transformational leadership
Professor of Transformational Leadership from Cass 
Business School in London, Chris Roebuck, spoke about how 
such transformation can be achieved. Professor Roebuck 
highlighted what customers want:

• their needs met;
• self-expression;
• variety;
• added value;
• a positive experience; and,
• long-term, trust-based relationship. 

To deliver what customers want leaders need to inspire 
and enable optimum employees performance according to 
Professor Roebuck and he outlined a ‘two-step’ approach to 
accomplishing this:

Step 1 – inspire and enable best performance. 
This step boils down to being both rational and emotional with 
your employees. Professor Roebuck suggests that you ask 
yourself these questions:

• Have you set realistic but challenging targets?
• Have you kept staff informed about what’s going on?
• Have you developed their skills and career?
• Have you let your staff get on with it and empowered them?
• Praised and encouraged?
• Made staff part of a successful team and organisation with a 

good culture?
• Respected them as a professional and a person?
• Backed them up and acted with integrity?
• Lead by example and listened to their ideas?
• Genuinely cared about them and didn’t blame them for 

genuine mistakes?
• Treated them fairly and decently?
• Have you built trust and transparency?

If you can answer these questions positively you could be 
looking at getting an extra 30% effort from 60% of your 
people as well as being crowned best boss ever! According to 
Professor Roebuck, companies with high engagement levels:

• are 71% more likely to outperform their peers in sector;
• can produce an earnings per share 2.6 times higher than 

competitors with low engagement (Gallup); and,
• could increase revenue by up to 43% (Hay).

In addition, companies with greater than 10% profit growth had 
39% more engaged staff and 45% fewer disengaged staff than 
those with less than 10% growth (Hewitt). Bank branches with 
high employee engagement achieved 16% higher profit margin 
growth than those with lower scores (Standard Chartered). 

Accenture managed to increase net revenue by 21.6% in six 
months by implementing an engagement initiative. Companies 
with high engagement scores improved operating income by 
19.2% compared to a decline of 32.7% in those with low scores 
in a 12-month period (Towers Perrin). Also, engagement can 
halve days lost though sickness (CBI).

Step 2 – engagement is not enough.
 You must go further than inspiring employee engagement, 
Professor Roebuck said. It is vital to focus the energy and 
commitment, developed through Step 1, on the objectives that 
really matter. This means focusing on purpose, context and 
collaboration and, ultimately, engaging customers
Key leadership initiatives include ensuring taking simple day-to-
day actions that inspire belief and lead by example, and building 
an environment that focuses on the key priorities, on “what 
matters”.  The ultimate objective, Professor Roebuck noted, 
was “building an aligned community of effort and collaboration 
focused on delivering excellence to customers”.

Internet of Things
The final presentation on Day One focused on how brands 
and retailers are using technology, data and seamless service 
to learn from and ‘lock-in’ customers. The range of expert 
speakers included Sanjay Sauldie, EIMIA; Benjamin Thym, 
Barcoo; Paul Gill, WD-40 Company and international trend 
watcher, Richard Van Hooijdonk. The speakers emphasised the 
impact of the Internet of Things and the need to understand 
the qualities that websites and applications need to have to 
make a real difference in customers’ lives. They need to be 
genuinely useful, save money and save time.
Some fascinating examples were given such as the Expecting 
Baby App, produced by Enfamil, a milk formula maker in the 
USA, who released an app that organises and tracks each baby 
stage from planning to delivery, complete with reminders, 
facts and announcement pushers.
Amazon has developed a product called Echo, a smart home 
speaker which uses voice search technology to answer 
questions and seamlessly adds items to an Amazon cart. 
It even has the ability to order Domino’s pizza and enables 
bank customers to pay their bills. A final example of this kind 
of smart innovation came from Australia, where detergent 
brand Omo has introduced Peggy, a smart peg that aims to 
revolutionise the way people do their laundry. The wifi-enabled 
peg sends instant alerts to an app about the weather and the 
drying time cycle on that day.

4. Relationships
What about you and me? Intense, active loyalty

3. Response
What about you? Positive, accesible reactions

2. Meaning
What are you?

Points-of-party 
and difference

1. Identity
What are you?

Deep, broad, 
brand awareness

Stages of brand 
development

Figure 2: Branding and customer engagement
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Topline McCrearys is a family business with a heritage 
that dates back to 1860, when it was founded by Johnston 
McCreary in Crossroads, Lifford, in Donegal. Johnston 
subsequently passed his company onto his son, Alex 
McCreary, who, in turn, decided to leave the legacy to his 
nephew, William McCreary. 
“My father, Maxi, took charge of the business from his father, 
William, and he has done a fantastic job growing the company 
to this stage by himself for the most part. So without his blood, 
sweat and tears over the years none of this would have been 
possible. Now it is up to myself and my brother Brian to take the 
business to the next level,” Darren explains. “I have a son who is 

two years of age, so someday, I hope, he will take over the store 
and carry on the family business.” 

Underlining the longevity and durability of the business, it was 
recently named the oldest business in Donegal on local radio. 
Darren comments: “Having been in business since 1860 but 
with a clear focus on our future, we joined the Topline Group 
in 2012. While this was a major decision for us, we were 
impressed by the Group’s vision for the future and I’m pleased 
to say we’re all very happy with our decision. The big changes 
we have made to our business over the past few years would 
simply not have been possible without the support of everyone 

From humble beginnings operating from their own home to the development of their 12,000 

square foot purpose-built, new premises, Topline McCrearys is a prime example of the 

perseverance and pride that epitomises a successful family business. Darren McCreary, fifth 

generation merchant and company director, spoke to The Hardware Journal about the decision 

to start a new chapter for the business by broadening its customer reach through investment in 

a new location and the expansion of its product range. 

Topline McCrearys 
broadens horizons with 
spacious new store

The new store opened its doors to the public last year.

Store Profile
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in the Topline Group Head Office as well as 
much of the Group’s supplier base. Group 
management are also very aware of how our 
sector is changing and what the Group needs 
to do to support its members to profitably 
compete. While there are always problems 
and challenges in any Group, we know our 
Group has both the intent and the resources 
to invest on behalf of its members and we 
now have renewed confidence that we can 
succeed and thrive for another 156 years.”

Homegrown
The business, incorporating the family home, operated on Main 
Street in Crossroads for many years. In 1952, the family decided 
to extend the area of the premises by building a new extension 
attached to the house. In 2008, the family began to put in place 
a plan to establish the business on a new level by investing in a 
new site and building a new premises. In 2012, when the family 
business joined Topline, the group provided the strategic design 
plan for the new premises and a design team that worked on site 
for over three months.
“It was a huge undertaking, between the build itself and moving 
our stock from our previous store, which was quite small in 
comparison to the new premises. Suddenly, having all this space 
to play with allowed us to create a much more organised and 
customer-friendly layout. Informed and guided by Topline’s input, 
we developed a store that, with an efficient and cost-effective 
design, allowed us to provide an exciting and unique customer 
experience.”

Fresh look 
The new store opened its doors to the public last year. Its 
customers discovered an impressive 12,000 square foot area 
with a third of the floor space dedicated to a highly distinctive 
and innovative showroom space that displays doors, floors, 
bathrooms and white goods to stunning effect on an eye-
catching mezzanine. The design is purpose-built and highly 
functional but does not compromise on style or flair, with high 
quality finishing throughout. For example, the homeware and 
paint section has a distinctive, wooden-effect vinyl floor, which 

gives that section a clear identity of its own.
But the showroom facility is undoubtedly the jewel in the crown 
of the new store. Described as “an entirely new departure” by 
Darren, it is located on a spectacular mezzanine level, situated a 
short distance from the entrance to ensure immediate visibility. 
According to Darren, it is one of the most popular areas of the 
store. “It has helped to expand the customer demographic 
significantly, attracting more female customers, more families and 
more young couples. And it is continuing to attract the attention of 
new customers.”

New heights
“We want everyone to feel welcome in the showroom, so we 
invested in a glass elevator to ensure maximum ease of access 
for everyone. This means that everyone – including the elderly, 
wheelchair users and families with prams – can easily reach the 
mezzanine level and enjoy spending some time in the showroom.”
Darren says that they have also worked hard to retain and expand 
the new customer profile which the mezzanine showroom has 
attracted: “We have looked to respond quickly and appropriately 
to the needs of our new customers by providing a seating area 
on the mezzanine where people can browse through brochures 
and product literature in comfort. We also have a children’s section 
where children can play while their parents explore the wide range 
of products on display.”
The appeal of the showroom and its effectiveness in showcasing 
the latest innovations in interiors is enhanced by two large south-
facing windows that flood the space with natural light while a 
music system, by Almotech, aids in creating a bright and relaxed 
atmosphere for the customer. 

Staff plays key role
There are currently 17 staff employed at Topline McCrearys, four 
of whom were brought on board last November when the store 
first opened. Many of the staff have been working for McCrearys 
for over 20 years, the longest-serving employee being Mary 
McMenamin who has been with the company for 40 years. 
Darren explains: “We are privileged to have such loyal and talented 
staff who have stayed with us through the many cycles that the 
industry has gone through. Without them, the business could not 
have made this transition to our new store as painlessly as we have. 

The new store provides more space for innovative and eye-catching displays.
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Ultimately, we couldn’t have done what we’ve done without the 
help, support and dedication of our fantastic staff.
“The team maintains a strong rapport with customers based on a 
high level of product knowledge and a depth of experience combined 
with a genuine friendliness and willingness to go the extra mile for 
the customer. This is something we really value and encourage, and 
we count ourselves lucky to have a low turnaround of staff.” 
The company is currently looking to arrange management 
courses and staff training days to help staff transition to the 
expanding scale of operations in the new store and the broader 
product range. Darren adds: “As a family business, we remain a 
close-knit team and tend to see eye-to-eye on most things. Staff 
are key in relation to gathering and assessing customer feedback 
and in terms of keeping track of trends and popular products. 
Through interaction with the customers, staff help determine 
what products need to be re-stocked.”
The Topline McCrearys staff have an eye for detail, Darren notes. 
For example, they work hard to ensure that presentation and 
price display remains consistent. This is vital to avoid ambiguity 
and misunderstanding and to keep customers informed of 
special offers. It also allows customers the freedom to wander 
around the store at their leisure, before seeking advice from staff 
members, if that’s what they prefer.

 

Extending the brand offering
When asked about trends in the builders merchants sector, 
Darren reflects on the importance of stocking extensive ranges of 
brands and product lines: “Many hardware stores have historically 
had a fairly traditional approach with a predominantly trade-based 
and DIY clientele, with product ranges that do not have strong 
appeal to the female customer. Increasingly, when I look at 
builders merchants and hardware stores around the country, I 
have seen what can be achieved by a more extensive product 
offering and a larger layout. That’s precisely why we decided to 
expand and develop this new space.
“Of course, now that we’ve tapped into this new customer base, 
the challenge is to keep them interested. To do that, we have to be 
constantly improving, listening to our customers and responding 

to what they’re looking for. It is an ongoing challenge, but it’s part 
of what I enjoy about the business. That’s what we’re here for – to 
satisfy customer needs and strengthen our business in the process.”
He adds: “In the end, people buy from people, so obviously customer 
service is critical and product knowledge is a very important and 
powerful selling tool. By working on and enhancing these two key 
elements, our business can only go from strength to strength.”

Challenges
When talk turns to the national recovery, Darren points to the lack 
of an economic uplift in Donegal. He has discussed the topic with 
other local businesses and all agree that the local economy is slow 
to recover, with many citing the relative remoteness of the county 
as a key factor. “The ripple effect of the Celtic Tiger was slow to 
reach us, just as. the collapse and aftermath is even slower to leave 
us, simply due to our location. Not to mention the lack of decent 
roads leading to Donegal,” he says.
And, of course, Brexit is a factor that adds to uncertainty about the 
economic outlook in the region. “With the sea on one side, the last 
thing we want is the return of a ‘hard’ border on the other.”
Darren and his business peers in Donegal will be closely watching 
as the reality of what Brexit actually means gradually becomes 
apparent. The concern about Brexit and its consequences is a very 
real worry for Topline McCrearys. “We have a strong customer 
contingent from Northern Ireland as we are situated just ten 
minutes from the border. We greatly value their business and we 
certainly want to retain it in the future.”
Darren remains positive about the future and much of his 
confidence rests on the. new premises, the strong customer 
appeal it has already demonstrated and the opportunities it offers 
as a large and adaptable space. “It’s a competitive business so 
you’re always fighting to stay successful. We now have a store that 
is distinctive, offers an exciting and enjoyable customer experience 
and provides a real one-stop shop for the trade buyer, the DIY 
enthusiast and anyone looking for a home decor or homeware 
solution. With our highly experienced staff, shrewd advice and help 
from Topline and our family heritage, we’re well-positioned to meet 
the challenges ahead and grow the business to the next level.”

The McCrearys and their close-knit team, who played a key role in the successful opening of the store.
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For the exhibitors
Less than six months away from the 2017 Show, it’s not 
surprising to find that 73% of exhibitor space is sold, a staggering 
20% increase on the same time in 2015. With over 3,600 sq 
metres of space available we still have room for more exhibitors 
but time is of the essence to lay claim on the space of your 
choice. The Show will be the industry event of next year, not only 
because so many exhibitors will be showcasing their products 
in one place but also because of the carefully prepared plans for 
visitors, which have been organised to maximise the experience. 
Exhibitors! Share in the business and profit potential the Show 
has to offer, sign up today, contact Margaret Andreucetti for more 
details about available space on 01 846 0020/ 086 055 4181 or 
margaret@eventhaus.ie

The President’s Ball
The President’s Ball gala dinner and dance is returning to its 
original slot of Saturday night to kick off the Show in style. The 
social highlight of the industry calendar is the perfect setting to 
rekindle old friendships and make new ones. The Ball will take 
place on the evening of Saturday 4th March at the Doubletree by 
Hilton Hotel on Burlington Road, Dublin 4. The Ball is also the first 
opportunity for the industry to welcome the new President of 
Hardware Association Ireland, Kieran Burke, Group Procurement 
Director, Grafton Group plc, who will be hosting the Ball in 2017. 
Kieran invites all merchants and suppliers to attend and enjoy the 
evening with him. Tickets for the Ball are €75 each and tables of 10 
can be booked at €750.
Kieran invites you to book your accommodation early if you’re 
planning to attend as Dublin city centre on a Saturday night is 
notorious for its shortage of hotel bedrooms.
HAI has negotiated a preferential rate of €150 single occupancy 
and €170 double occupancy for bed and breakfast on the night 
of the President’s Ball, if you plan on staying over. There are also 
a limited number of rooms on the Sunday night available at the 
same exclusive rate to HAI.
A reminder to book early as this special rate has limited availability, 
call the Doubletree on +353 1 618 5600 or email: 
DTDublinHotel.Reservations@hilton.com quoting The Hardware 
Association Ireland Dinner. Alternatively, book online by visiting the 
Show website at www.thehardwareshow.ie/presidents-ball 

For visitors
At the 2017 Show, we are introducing key areas of learning 
and interactivity to make this the biggest and boldest show yet 
delivered by Hardware Association Ireland. We have really put 
our thinking caps on and come up with a blend of traditional and 

innovative areas both innate and complementary to the hardware 
and building materials industry.

Demonstration Zone
A busy timetable of demonstrations has been organised featuring 
experts in four dedicated categories that align with the key 
areas in your store. This is a must-see event whether you’re an 
employee on the floor or behind the trade counter, a department 
manager or an owner/manager. It’s essential learning and not 
to be missed! Demonstrations will feature in the following 
categories: Building Materials, Paint/Décor, DIY/Hardware and 
Plumbing/Bathrooms. The demonstrations will be provided by 
manufacturers and suppliers exhibiting at the Show.

Skills Zone
Brought to you with the support of DIT, Bolton Street, see 
world-class apprentices show off their skills in the areas of 
Electrical and Plumbing. As a country, we often neglect vocational 
education as a valid and solid alternative to the more traditional 
forms of learning but we need to combine as an industry to 
support apprenticeships and shout about the benefits, in order to 
encourage more young people to choose this option. It’s a vital 
cog in the construction wheel that is currently being neglected.

Google
A real treat! Our friends at Google have agreed to come along and 
show off some of their fancy products and help you unravel the 
secrets of getting to the top of a Google search. For beginners 
or advanced, this is a free for all, no question-too-basic event. 
These guys have seen and heard it all. Step into the technology of 
the world’s leading data-sharing company inside the walls of The 
Hardware Show 2017. 

Hardware Education Hub
Hardware Association Ireland is putting together a schedule 
of speakers to address the most useful and relevant areas of 
your business. From recruitment to customer service and credit 
management to construction product regulations, come and listen 
to bite-size pieces of information and get the opportunity to ask 
questions – all in a relaxed but busy atmosphere located in the 
middle of the show.

So what are you waiting for? SAVE THE DATES, 5th and 6th March 
2017 at RDS Simmonscourt, REGISTER NOW to get early-bird 
special offers. Visit www.thehardwareshow.ie. 

As March 2017 approaches, 
exhibition space at The Hardware 
Show 2017 is selling out fast. 
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UK DIY sector sales 
show decline in 2015
Sales through DIY specialists in the UK fell below £11.5 billion in 2015, a decline of 0.6% 
according to a recent report from Mintel, the market intelligence agency. The decline 
follows two years of growth that was driven by catch-up spending following the end 
of the recession and strong growth in the housing market. 

The DIY sector is more vulnerable than other sectors to 
external factors such as the weather and the health of the 
housing market making year-by-year predictions difficult. 
However, Mintel estimates that the market will continue 
to grow slowly, driven mainly by growth from the smaller 
DIY stores including Screwfix and Toolstation, to reach just 
under £12.3 billion by 2020.

Consumer spending slows, but remains positive
Consumer spending on DIY categories grew by 6.2% to £14.8 
billion in 2015, marking a slower rate of growth than in 2014 
when it jumped 11.1%. Spending on all key DIY categories 
increased, with the biggest growth coming from tools and 
equipment.

Figure 1: Total DIY/hardware specialist sector size (incl VAT), 2010-20.
Note: Sector size is for specialists in ‘Hardware, paints and glass’. Source: Office for National Statistics UK/Mintel.

Figure 2: DIY products market size breakdown, 2015.
Source: Lightspeed GMI/Mintel.



37September/October 2016

Market Intelligence

Mintel expect sales to continue growing in 2016, albeit at 
a slightly slower rate as growth in the number of housing 
transactions plateaus following the imposition of the new stamp 
duty surcharge for second homes aimed at curbing the buy-to-
let property market, combined with uncertainty related to the 
Brexit referendum in June.

Online
Online sales make up just under 10% of all DIY spending, 
with this figure boosted by Screwfix and Amazon. The 
specialists attract a smaller proportion of online spending, 
with just 4% of consumer sales through the specialists 
estimated to be via the online channel.
However, Mintel thinks that it is increasingly artificial to make 
the distinction between in-store and online sales, in part 
because so many DIY consumers now use the internet at 
some point during their purchasing journey, even if they end 
up making the final purchase in-store.

Figure 3: Share of DIY spending via the internet, 2013-15.
Source: Mintel

Companies, brands and innovations
Market shares
All of the DIY shed retailers – B&Q, Homebase and Wickes 
– saw their share of total DIY spending fall again in 2015 as 
Toolstation and Screwfix continued to grow.
DIY spending has become much more fragmented over 
the past couple of years, with the five leading retailers 
(Kingfisher, Homebase, Travis Perkins, Argos and Wilko) 
accounting for 50.1% of total consumer spending in 2015, 
compared to 57.6% in 2013.

“The UK DIY market remains challenging with 
growth in consumer spending slowing and 
retail sales through the specialists going into 
decline. Quality and staff expertise are key 
points of difference for the specialists, but they 
need to find a way to bring this closer to the 
everyday lives of consumers. The introduction 
of Bunnings will increase competition at the 
harder end of the market, so now is the time 
to start looking at how best to capitalise on a 
growing generation of renters.” 

– Thomas Slide, retail analyst.

Figure 4: Leading DIY retailers’ market shares, 2014 and 2015.

* UK & Ireland. Includes B&Q and Screwfix
** UK & Ireland
*** includes Wickes, Toolstation and Tile Giant
Source: Company accounts and reports/ONS/Mintel
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2013 2014 2015
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DIY and home improvement in Ireland is a growing industry 
online. Using Google Trends1, we can see there has been a 
38% increase in searches for the term ‘DIY’ since 2012 and a 
270% increase in searches for the term ‘home improvement’. 
Of the people searching online in Ireland, 31% have also 
purchased online2. This provides a great opportunity. Not 
only is there an increase in searches but people are now 
more likely to engage in e-commerce. An added bonus is 
that the vast majority of these people are within the 25-to-
54-year age bracket – your target customers2 .
This opportunity isn’t being leveraged by many hardware product 
and service providers at the moment. According to the latest 
report from the IEDR (the registry that maintains the database 
of .ie registered domains), one in every six Irish SMEs do not 
have any online presence3. While this is a concern, of those that 
do have an online presence, nine out of 10 are not e-commerce 
enabled4.This is the same as locking the front door when a 
customer walks up to your premises, thereby sending them back 
or to a competitor’s store.
Mobile is another key growth area in the DIY and home 
improvement industry. Over 70% of the Irish population use 
a smartphone, which is up from just 39% four years ago5. 
Case studies have shown that a one-second mobile page load 
improvement can result in up to a 27% increase in conversions6. 
Your mobile site is likely to be the first port of call for busy 
trade professionals moving from job to job or DIY-ers needing a 
particular tool or material quickly and nearby. Getting this right 
has never been easier with responsive web design becoming 
standard practice, allowing your web designer to design one site 
and have it work seamlessly across devices. 
From multiple devices to multiple channels, retailers need to 
think about their position in the ecosystem. There are two main 
classifications of online retailers: Pure Play, those with no physical 
stores but conduct their business online; and multichannel, those 
who conduct business both online and in a bricks-and-mortar 
store. For the most part, Pure Play retailers will be well set up 

for online commerce, as that’s their only source of revenue. 
Multichannel retailers, on the other hand, have a tendency to 
treat the online and in-store parts of their business separately, 
thereby focusing on one over the other. Websites don’t need to 
work in isolation. Many multichannel retailers understand that 
while average orders may be more valuable in store, a good 
online presence can play a big role in driving store footfall and 
they are starting to offer services such as ‘Click & Collect’, where 
a customer can make a purchase online and collect in-store that 
day. This provides an opportunity to upsell in-store. 
Having an online presence is becoming more and more 
imperative every year. The most important thing that you can 
do for your business in 2016 is to ensure that people who are 
looking for you online can not only find your website, but can 
easily find and purchase the product or service they’re looking 
for while they are online. 
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Eight in every 10 individuals in Ireland are now online, according to Google Trends. 
With that, it’s even more important today to ensure your business and brand can be 
found online, but that you can also provide consumers with the type of experience 
that they have come to expect, such as easy online purchasing or being able to find 
the products they need, when they need them, on mobile devices. 

An introduction to the 
hardware industry’s 
digital landscape
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For any members that have questions or 
comments for Google, they have kindly set up a 
dedicated email address for Hardware Association 
Ireland, it is hai-questions@google.com
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CALLING ALL SUPPLIERS!
In an effort to enhance our online training and information 
resource, The Hardware Education Hub, our Business 
Development and Marketing Manager, Aoife KInsella, would 
like to hear from suppliers who have videos and tutorials 
designed to educate and inform retailers and merchants 
about their products. HAI will place this content free of 
charge on the Education Hub so it becomes an added value 
element of our training portal and also promotes suppliers 
products in particular to new members of staff.

Accessible by HAI members only,  The Hardware Education 
Hub is HAI’s answer to providing members with 24/7 
information and training without having to leave their 
premises. Online training, member-only offers, compliance 
and regulatory information, speakers from The Hardware 
Show and The Hardware Conference on relevant topics and 
much more is available now.

So suppliers, contact Aoife now and discuss how you can 
increase your profile and provide added value support to your 
customers with your videos via The Hardware Education Hub.

Aoife Kinsella has 
been appointed 
Business 
Development 
and Marketing 
Manager at 
Hardware 
Association 
Ireland (HAI). 
Aoife joined at 
the beginning of 
September having 
spent three and 
a half years in the marketing department 
at M Pack, a distributor of product 
identification and traceability solutions 
in Tallaght. She joins at a time when HAI 
continues to develop its member offers, 
training portfolio both online and in the 
class room and also continues to increase 
its profile in the industry. Aoife can be 
contacted at Aoife@hardwareassocation.ie 
or call 01 298 0969.

HAI Appointment

Aoife Kinsella
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Tax considerations on 
the sale of your business 
Following Michael Kinsella’s article in the July/August 2016 edition 
of The Hardware Journal, Maria Hewson looks at some potential tax 
considerations arising from the sale of your business.

Capital gains tax 
The sale could give rise to a charge to capital gains tax (CGT), 
the current rate of which is 33%. However, it may be possible 
for a business owner to claim retirement relief for the CGT 
arising from a gain on the disposal of a business or shares in 
a family company, if certain conditions are met. There is no 
requirement that the vendor actually retire from the business to 
avail of the relief. 
The amount of tax relief given will depend on the relationship 
between the seller and buyer:
•  no limit on the relief given if you sell/gift to your children 

once under the age of 66; 
• once you are 66 or over and sell/gift to your children, there is 

a threshold of €3 million and any value/sales price over this is 
subject to CGT; and, 

• if you sell outside the family then, depending on your 
age, relief is given up to a maximum value/sales price of 
€750,000.

There are a number of conditions to be met for the disposal to 
qualify for relief. These include: 
• the person making the disposal has reached the age of 55;
• the person making the disposal must have owned the assets/

shares in the 10 years prior to the disposal; 
• not all assets of trade/company qualify for the relief, it must 

be a disposal of qualifying assets – the sale of investment 
assets, e.g., rental properties will not qualify; and,

• if selling shares, there is an additional requirement regarding 
length of time served as a director of the company and the 
percentage shareholding required in the family company.

Relief given for a disposal within the family may be withdrawn if 
the assets which qualified for relief are sold within six years of 
the gift/sale. The CGT will become a liability of the child and not 
the parent. 

Capital acquisitions tax 
Capital acquisitions tax (CAT) is a tax imposed on gifts and 
inheritances. The current rate of CAT is 33%. Parents can gift 
a certain amount to their children tax-free without the children 
incurring any CAT liability. For 2016, the class threshold for gifts 
or inheritances from a parent is €280,000 per child. 
Where children (and in some cases, a niece or nephew) receive 
a gift of certain business assets from their parents, business 
property relief may be available. This reduces the value of the 

gift for CAT purposes by 90%. Therefore, if the value of the 
business property being gifted is €1 million, the application of 
the relief reduces the value by 90% to €100,000. This €100,000 
may be covered by the remaining parent to child threshold. 
The relief should apply provided certain conditions are met:
• The gift must be relevant business property – generally, 

the property must consist of a business, or an interest in a 
business, or shares or securities of a company;

• The business property must have been owned by the person 
making the gift or their spouse for at least five continuous 
years immediately before the gift is made and the asset 
must have been used for the purposes of the business for a 
continuous period of two years prior to the gift; and,

• The shares must have been held for a minimum of five years 
and a certain percentage shareholding is required.

Certain businesses are excluded from the relief, including 
investment and land dealing businesses. 
Business property relief will be clawed back if the business 
ceases to trade or the business is sold and not replaced within a 
period of six years after the relief has been claimed.

Conclusion
Given the potentially large tax bill that could arise on the sale 
of your business, it is important to have the correct strategy in 
place for an exit from your business and to also consider the 
options for passing on to the next generation. Careful planning 
is required to ensure that any tax liability that could potentially 
arise is minimised. While tax should not be the main driver of 
any future plans, it can become an unwelcome problem if the 
correct steps are not taken when considering the sale of your 
business. 
Please consult your own financial / tax advisor to see how this 
information affects you personally. 

Maria Hewson is a tax consultant 
at Byrne Casey & Associates. 
Maria specialises in advising 
on VAT, property transactions, 

succession and retirement 
planning and advising family 
business and their owners. 
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As the economy continues to recover and SMEs struggle to 
get sufficient funding from the banks, there is an increased 
pressure on all suppliers to extend more credit and 
longer credit terms. This means that both merchants and 
distributors are being asked to take larger risks in order to 
meet demand. 

So what about credit insurance?
Credit insurance can work in conjunction with the good credit 
management practices detailed in previous publications. 
A credit insurance policy can be purchased to protect against the 
risk of non-payment for goods supplied on credit, regardless of 
the circumstance, be it as a result of insolvency or not. 
Credit insurance is underwriting trade, and trade, by its nature, 
changes all the time. Underwriters have access now to more 
information, including real-time payment information
that is not in the public domain. Access to this information can 
help you target the right customers and safely increase sales. 
As your debtor book can be one of the largest assets in your 
balance sheet, your funding partner or shareholders should 
be comforted to hear that it is insured, which may help in 
getting extra financial support. 
Yes, credit insurance got a bad name during the recent 
downturn. Many policyholders had a large portion of their 
credit limits cancelled and had some claims rejected, with 
some insurers citing clauses in the policy permitting them to 
avoid payouts.
Good brokers steered their customers through these problems 
and managed to get claims paid and cover reinstated. Some 
insurers behaved better than others, but they all seem to have 
acknowledged that their actions impacted the public perception 
of credit insurance. Some have since moved to address this by 
including terms to protect the insured party, for example, from 
immediate withdrawal of cover. 
Yes, the insurer’s risk appetite is back, so we suggest if you 
don’t already have credit insurance, now might be a good time 
to explore what a policy can do to enhance a growing business.
Even if you are already insured, we suggest you engage a 
broker that specialises in credit insurance in order to get the 
maximum benefit from your policy. They should be proactive 
in getting the right terms for you and should be there each 

step of the way, getting you the cover you need to meet 
the uplift in demand. They will cost you nothing as they are 
paid by the insurer for their work; just be sure to appoint an 
independent broker so you are getting a balanced opinion.
Many international suppliers to Irish businesses are insured as 
they are not willing to take the risk of non-payment. Indeed, if 
one or more customers owe you more than you can afford to 
lose, you should consider insuring. 
Everyone is capable of managing their own business, but can 
you rely on your customers being able to manage theirs?

How does it work?
After a brief meeting with a specialist broker, a credit risk 
analysis, including a debtor profile, is provided to the market 
of insurance companies. Of course, you can approach each 
insurer yourself directly, they all have a simple questionnaire 
to be completed.
Your key buyers are allocated grades that reflect their credit-
worthiness and, based on this risk assessment, an insured 
credit limit is allocated on each debtor. 
Based on key factors, such as your volume of credit sales, an 
insurance premium is determined by the insurer(s). This can 
be paid monthly or quarterly in advance. 
If you choose a policy that suits your business, the next step 
is to apply for cover on your full debtor book. This can be 
done via the insurer’s online system by you or by your broker/
account manager.
Throughout the lifetime of the policy, the insured is informed 
of any changes to their buyers, be this a positive (improved 
financial information) or negative (poor payment performance 
with another insured party). 
If your buyer cannot, or will not, pay for an invoice, you 
are covered up to your insured credit limit for that buyer. 
Collection of the debt can be managed via the insurer, 
which enables you to focus on the customers that do pay 
you on time.
However, in the event that the debt is not collectable in a 
reasonable timeframe, or indeed if the buyer is insolvent, a 
claim will be paid by the insurer in the following weeks. 
It would be normal to be paid out up to 90% of the 
outstanding debt provided you had a limit in place and you 
reported the overdue on time as had been agreed with the 
insurer at the beginning of your policy

IN PARTNERSHIP WITH

Keep credit risk 
under control
Credit insurance can protect your business against the risk of non-
payment for goods supplied on credit. With an increase in the 
demand for credit, now is a good time to consider whether your 
business could benefit from a policy. James Riordan of Credit Risk 
Brokers has this guide to obtaining a credit insurance policy. 

James Riordan of Credit Risk Brokers
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Debt collection
Siobhan Kenny of Frank Murphy Solicitors provides an overview of the 

court proceedings that may be taken to pursue debt recovery.

Getting paid is an obvious priority for all businesses. 
Understanding the legal remedies available to a business 
creditor will assist in devising strategies to secure prompt 
payment from those who owe you money, on the one hand, 
and to avoid difficulty should a creditor seek to recover 
payments from you, on the other.
Every company has its own systems of credit control, but, 
should those systems fail, one of the options available is to 
consider the issue of legal proceedings for debt recovery.
In this short article we will look – very briefly – at how to 
commence court proceedings, and how the different courts 
deal with debt collection cases. In the next issue we will look at 
options for enforcement once judgement has been obtained.

Issue of Court proceedings
Proceedings may be issued in the District Court (limit 
€15,000), Circuit Court (limit €75,000) or High Court (debts 
in excess of €75,000).
Each of the different courts has a different system but the 
fundamentals are very similar. The party claiming that money 
is due has to set out in the first document (the summons) the 
basics of his claim, including the amount due. The level of detail 
required varies from one court to another, but it is up to the 
Claimant to prove his case. The summons is filed in the relevant 
Court office, and a copy served on the Debtor/Defendant. 
The Defendant then has an opportunity to respond, firstly by 
indicating an intention to dispute the claim (Appearance) and, 
secondly, by setting out the grounds of that dispute (Defence). 
There might be any number of reasons why the Defendant 
denies that the debt is due – he gets an opportunity to make his 
case in the Defence document.
If you are served with a summons of any description, the first 
and most important thing to do is to instruct a solicitor to enter 
an Appearance and then provide all of the details necessary to 
allow the Defence to be drafted. 

Obtaining judgement
Once proceedings have been issued and served, the next step 
is to progress the proceedings. 

If the Defendant does nothing the Claimant can get a judgement 
against him without having to go to Court. It involves filing 
specific documents in the relevant Court Office. While a 
judgement obtained in such circumstances may, in most cases, 
be set aside relatively readily, such applications take time, use 
up resources, and, usually, involve lodging the full amount of the 
debt in court pending resolution. A default judgement weakens 
the bargaining strength of the Defendant substantively.
If the claim is disputed, the Defendant will file an Appearance 
and then a Defence setting out his side of the story.
The more complex the litigation, the more expensive and time 
consuming it becomes. Debt collection proceedings in the 
District Court take at least nine months, in the Circuit Court 12-15 
months and in the High Court 18 months to two years. If issues 
become complex the time periods can extend substantially.
In the District Court and Circuit Court, once the parties have 
exchanged the summons and defence documents – and dealt 
with any other procedural matters – the case can be listed for 
trial before a judge. Each party gets an opportunity to bring 
witnesses who give evidence to the judge. When all of the 
evidence has been presented, the judge makes a decision.
In High Court debt collection, the first step usually involves a 
Motion for Judgement – dealt with by the Master of the High 
Court, a very senior level court official. The Master deals with 
cases on the basis of written evidence. If the claim is hotly 
contested the Master will send the case to be dealt with by a 
judge – who will review the written evidence and, if possible, 
make a decision. If that judge thinks that the written evidence 
is not sufficiently clear, he can direct that the case go forward 
for trial with sworn evidence from the parties. As you might 
imagine, in such circumstances the case can get quite complex, 
and quite expensive, very quickly.
The Commercial Court is a division of the High Court which 
deals only with commercial cases where the value of the case 
exceeds €1,000,000 and where the parties satisfy the judge 
that it should be dealt with on an urgent basis. The process 
is, however, almost the same as the High Court procedure, 
except that such cases go directly to Court, not to the Master. 
As you might expect, proceedings in the Commercial Court are 
generally extremely expensive.
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The Unfair Dismissals Acts 1977 to 2007 require an 
employee to have a minimum of 52 weeks’ service before 
they can take a claim against their former employer. This 
claim must be taken within six months of the termination 
date, but this can be extended to 12 months if exceptional 
circumstances are highlighted.
There are key exemptions to this 52-week service requirement:
• If an employee is dismissed for trade union activity or 

membership;
• If an employee is dismissed due to pregnancy, giving birth, 

breastfeeding or any matter connected with pregnancy or 
birth; and,

• If an employee avails of the rights granted to them under the 
Maternity Protection Acts 1994 and 2004, the Adoptive Leave 
Acts 1995 and 2005, the National Minimum Wage Act 2000, 
the Parental Leave Acts 1998 and 2006 and the Carers Leave 
Act 2001.

An employee is also free to pursue a claim for discriminatory 
dismissal under the Employment Equality Acts 1998-2011 if they 
do not have 52 weeks’ service but they feel they have been 
wronged under one of the nine grounds for discrimination:
• Race;
• Sexual orientation;
• Gender;
• Age;
• Religion;
• Disability
• Marital or civil status;
• Family status; and,
• Member of the Travelling Community.

Section 20 of the Industrial Relations Act allows an employee, 
or employees, with a genuine trade dispute with their employer, 
pursue an unfair, or wrongful, dismissal claim to the Labour 
Court. This particular avenue of litigation has grown in popularity 
recently. An adjudication officer of the Workplace Relations 
Commission, or the Labour Court on appeal, examines the facts 
of a dismissal where the employee has not been in employment 
for 52 weeks and generally benchmarks the facts of a case 
against Statutory Instrument 146/2000, the Code of Practice on 
Grievance and Disciplinary Procedures. Under this legislation, 
however, only a recommendation – rather than a binding 
determination – would be produced.
An employee with fewer than 52 weeks’ service is also able 
to lodge a legal claim against their employer under legislation 
relating to written terms of employment, payment or wages, 

health and safety, bullying and harassment, public holidays, rest 
breaks and working hours, to name but a few.

Probation
Employers should include a probation period in all contracts of 
employment they issue, which allows them set a certain defined 
period at the start of the employment relationship, generally three 
to nine months, where they assess an employee to see if their 
skills match the employer’s requirements. It is still important, even 
during a probation period, that an employer is seen to be fair and 
reasonable in their assessment of an employee’s progress and, if 
they are challenged in the event of a failed probation period, they 
can provide evidence that the employee deserved to go!

Procedure, procedure, procedure
Any client ringing our offices for HR advice is likely sick of hearing 
the word ‘procedure’, but whether a staff member is employed 
for under, or over, 52 weeks, it is critical the employer can 
provide evidence to prove a fair, transparent and logical decision 
was made in terms of their departure from employment.
Employers must ensure a contract of employment is given to 
the employee and if a probation period it operated, it should 
be specifically mentioned in the contract (or at least the 
employee handbook).
Mark dates in a diary, or reminders in a phone, to conduct 
reviews with new employees and ensure that any review notes 
are presented to the employee in writing to ensure that you can 
prove the feedback that was given.
Seek advice from your HR adviser before making any decision to 
dismiss an employee, at any stage, to ensure that your reasons 
for termination are sound and that you follow a procedural path 
that, firstly, minimises the risk of getting sued, but also provides 
a sound defence in case of litigation.

The 12-month 
dismissal myth

There is a common misconception that an employee who has less than 12 months’ service 
can be dismissed without any repercussions for the employer. This is completely inaccurate, 

as employees with minimal service have several ways of pursuing a legal action against 
their employer if they feel aggrieved at their dismissal (or any other breach of rights).

IN PARTNERSHIP WITH

Tom Smyth is Managing Director 
of Tom Smyth & Associates, a HR 
consultancy, established in 1991, 
that, in association with HAI, gives 
Irish employers practical advice 
on HR, industrial relations and 
employment law issues.
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The global industrial fastener market staged a dramatic 
comeback after the dismal market conditions prevalent 
during the global economic crisis, the report notes. Fastener 
production in China is projected to surpass domestic 
demand in the next couple of years. Despite the fact that 
manufacturers in the US produced more fasteners in terms 
of value in 2009, Chinese suppliers would be able to surpass 
US record production levels, thereby becoming the leading 
manufacturers of fasteners in the world, the report predicts. 
However, manufacturers based in developed regions 
including Japan, Western Europe and the US will continue to 
lead the production scenario for highly-engineered fasteners. 
Bolts represent the largest product segment in the industrial fasteners 
market. Growing demand for upgrades, add-ons to existing houses, 
apartment complexes, and other buildings are major factors propelling 
growth in this product category. Non-threaded standard and high 
performance fasteners are forecast to experience the highest demand 
in the next few years. 

Tucks ticks the boxes as top supplier
Tucks Fasteners and Fixings says it has earned an impressive 
reputation in the Irish hardware industry through its extremely high 
service levels which include same day delivery in Dublin, next day 
delivery guaranteed in the 32 counties of Ireland and an extremely high 
and consistent availability rate of over 97%. 
The business’ wide range of products includes a new range of colour 
coded pre-pack fasteners and fixings and Wera and Knipex professional 
hand tools have also recently been added to the Tucks range. 
“Customers are looking for more than just a supplier. They are looking 

Fasteners 
sector
resurgent 
globally
The global market for Industrial Fasteners is 
forecast to reach US$81 billion by the year 
2018, according to a recent report from 
Global Industry Analysts. Key factors fuelling 
market growth include potential growth in 
construction, electrical and electronic sectors. 
Fasteners are also in high demand in the 
manufacture of electrical oriented products, 
such as wiring devices, home appliances and 
construction equipment.

Awaiting Tucks image
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for a strategic partner, one who has been around for a long time and 
one who will be around for a long time. Tucks Fasteners and Fixings 
ticks all the boxes and is assured of remaining the No. 1 Supplier in 
Ireland,” said Gary Hogan, MD of Tucks Fasteners and Fixings.
The company’s staff includes an experienced team of sales 
professionals, a merchandising and installation team backed up with six 
internal sales staff and a marketing team focused on delivering bespoke 
marketing campaigns and graphic design to meet customer needs.

Wide choice from John Murphy Ltd 
Irish suppliers offer a wide choice of fastener products. John Murphy 
(Castlerea) Ltd. provides a broad range of fasteners and fixings. 
Service levels are maintained at above 98% across the range on a 
next day delivery basis to 32 counties in Ireland, the company says. 
The business offers a wide range of brands in areas such as tool 
accessories (Heller/Flexovit), joist hangers (Simpson Strongtie), wood 
preservative (Protim), ironmongery (Henderson Hardware), plugs 
(Thorsman/Plasplugs) and tools (Allgrip/Paslode/Sonco/Sigma). 
John Murphy (Castlerea) Ltd has a pre-pack ‘Bonus Bag’ range to 
cater for the DIY approach to fasteners and fixings. This customer 
friendly approach gives the consumer the exact quantity they 
require rather than forcing them to buy surplus items in a pre-pack 
that they don’t need. 
New developments include a John Murphy (Castlerea) Ltd online 
B2B ordering tool for shops to be able to order directly online. 
This will be rolled out in winter of this year. 
A spokesperson for the company commented: “We are watching 
developments in the fasteners and fixings sector very carefully. While 
the removal of anti-dumping duties occurred in February this year, 
many Chinese manufacturers who previously have been restricted 
from supplying Europe are now not geared up to provide the quality 
assurance required by Irish and European markets. Hence any cheap 
deals could be a false economy, if things go wrong. There is also the 
risk of retrospective imposition of duties. Steel prices in China are 
also increasing in addition to the uncertain currency markets. Hence, 
we believe that customers will need steady, reliable suppliers to help 
them through these turbulent developments.”

John Murphy (Castlerea) Ltd. provides a broad range of fasteners and fixings.
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Rawplug launches SafetyPlusII
Rawlplug has recently launched a new high performance mechanical 
anchor, SafetyPlusII, which provides Option 1 ETA for cracked 
concrete, the latest in a long line of innovative products.
The new, environmentally-friendly R-CFS is a cartridge-free system 
where the resin is contained in a foil sleeve. Three types of resin are 
available, including vinylester styrene-free and polyester styrene-free, 
depending on loading and structural requirements. It is an economical 
system due to the fact no plastic cartridge is required, according to 
Rawlplug, so waste material is insignificant. A new gun is available 
that is easier and more comfortable to use. 
The Rawlplug trade range offers innovative solutions for both builders 
merchants and DIY stores, with colour coding, durable anti-tamper 
packaging and barcoding for correct pricing.
The Rawlplug trade range contains high-quality certified products 
with rawlbolts, throughbolts and hammer-in fixings holding European 
Technical Approval. 
A Rawlplug spokesperson added: “Over the last 12 months we added 
more categories to the range to allow retailers replace the current 
bins system in-store.”

TIMco C2 screw range extended
TIMco, one of Ireland’s leading importers and wholesale suppliers 
of screws, fastenings, fixings, nails and power tool accessories has 
further extended its range of award-winning C2 screws.  
The range of C2 screws available across Ireland now includes the 
popular C2 Multi-Purpose screw, the C2 Exterior Screw, the C2 
Decking Screw, the C2 Flooring Screw and the Tongue-Fix Screw as 
well as the C2 Multi-Purpose trade case. 
The screw’s innovative design enables it to rapidly penetrate 
materials, while ribs in its head allow the screw to cleanly countersink 
and securely clamp timber together. 
 “The C2 screw boasts other core benefits including patented twin 
cut technology that ensures a rapid ‘pickup’ and a reduction of 
splitting. The twin cut technology also produces a 43% quicker screw 
time and half the torque of other screws bringing time and energy 
savings to users,” a spokesperson commented. 

The C2 range from TIMco.
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Global growth for this period is predicted to be in the order of 40 
million garments, with 28 million of those coming from North 
America and Asia, along with steady growth in South America 
and the rest of the world. 

Road to recovery
This is a welcome boost to the industry following the negative effects 
of the economic crisis in 2008 when many companies decided to cut 
their workwear budget or seek lower prices from suppliers. 
As a result of the economic collapse, there was a decline in the value 
of the market between 2009 and 2014. Europe and North America 
were the worst affected, experiencing volume declines. 
Reasons for the predicted growth in the next few years include the 
large working age population globally and material innovation promising 
improved performance, style, comfort and safety. For 25% of adult 
employees within developed countries, what they wear to work and for 
their day-to-day activities is determined by their employers. 
Fabric developments in relation to health and safety and performance 
are key drivers as innovative multi-functional fabrics and nanotechology 
appeal to consumers and suggest value for money. 
Irish companies have noted the rise in sales and have launched a 
variety of new products and brands over the last year to meet the 

demand for fresh and original designs and material. Tradespeople value 
durability and safety in their workwear and Irish distributors aim to offer 
that reliability while remaining conscious of style and quality. 

Scully Supplies offers rainy day workwear
Scully Supplies Ltd. is a national distributor specialising in 
premium quality rain gear, boots, wellingtons, socks and gloves. 
The business represents and supplies brands such as Hydrowear 
waterproof clothing, Perf Performance footwear, Muckboots 
wellingtons, Heathholder and Blueguard socks along with the 
Showa retail glove range. 
“Clothing and footwear are extremely personal to the consumer and 
have to perform, especially in a working environment. Our range of 
premium quality products are the best available in the market, but 
at very attractive price points. This makes the range very sellable for 
merchants and drives not only initial sales, but also repeat business. 
Consumers are fed up spending money on cheap products that don’t 
do what they are meant to do and waterproof clothing is a prime 
example,” said Conor Scully, Director, Scully Supplies Ltd. 
The company’s range is available to view online on scully.ie and they 
also have a fleet of mobile showrooms that will travel to a merchant’s 
premises with a full retail display of their products. 

Hard hats off to workwear
According to Just-Style’s research report, Global market review of 
workwear – Forecasts to 2019, the global workwear market is predicted 
to grow by 6% between 2015 and 2019. However, Europe is expected 
to fall short of this figure due to stagnant population growth. 
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Scully Supplies Ltd. specialises in premium quality rain gear, boots, wellingtons, socks and gloves.

(continued on page 52)
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TREND 1: ‘ATHLEISURE’ AT WORK
Athleisure is a trend in which clothing designed for athletic 
activity is worn outside of the gym to go to the office, 
hang out with friends or other social occasions. At its core, 
the athleisure trend stems from people wanting more 
versatility from their clothing. Top designers at workwear 
companies, just like those at outdoor apparel brands, are 
now designing fashionable garments specifically built for 
comfort, durability, and performance for any occasion.

A main catalyst behind this trend for workwear is the 
broad selection of market-proven, FR fabrics that are 
now available. Historically, only woven garments made 
from cotton-rich or 100% aramid fabrics were available 
to satisfy the strict FR compliance measures in place in 
the US. Today, both woven and engineered performance 
knit fabrics are available for use in a wider range of 
clothing applications.

Choice is a great thing for consumers and brands are filling 
unmet market needs with new garment designs made from 
innovative performance FR fabrics. Multiple fabrics are even 
being used together to make “hybrid” garments to achieve 
some of the known benefits of clothing layering within a 
single garment. Industrial workers can now comfortably 
wear clothing systems that keep them dry, create warmth 
without weight and protection from the elements outside 
while also accommodating their full range of physical activity 
and motion while performing their job.

TREND 2: FOLLOWERS OF FASHION
An underrated aspect of FR workwear is the importance 
of fashion. Europeans — ever the fashion innovators — are 
ahead of the US market in terms of delivering trendier 
silhouettes and more colour choice within their workwear 
clothing lines. The US market has been closing that gap 
due to the increased sales growth of FR at retail and 
through online purchases. Effective retail merchandising 
and promotion is geared to promote equally both clothing 
function and fashion, where performance is required and 
modern trending style is desired.

A side benefit of stylish FR workwear is that intuitively 
it seems to help ensure personal protective equipment 
(PPE) and clothing compliance because people want to 
wear it. Safety professionals can feel more confident that 
individuals will wear their protective clothing when working, 
even when nobody is watching, if it looks and feels good. 

Employees should look professional in their work uniforms 
with clothing choices that offer the trifecta of good garment 
fit, garment function (FR protection and suitable for the 
task) and style.

TREND 3: WOMEN STEP UP 
According to the US Bureau of Labour Statistics, women 
represent nearly 23% of utilities workers and 29% of 
manufacturing employees. This figure is expected to 
continue to rise over time and is the reason why more and 
more FR brands are creating clothing lines aimed directly 
at this growing market. Ultimately, it all comes down to fit, 
comfort, and performance.

TREND 4: E-COMMERCE TRENDS COME TO 
THE WORKSITE
In the past, safety managers would decide what FR 
garments workers could purchase and wear. Garments 
were then typically delivered to the individual as part of a 
rental programme or managed account where an employee 
could spend a fixed amount of money on a limited number 
of clothing choices. This process was fine in the past, and 
is still widely used today, because there were few clothing 
choices and no easy way for an individual to buy an FR 
garment even if he or she had authorisation to do so.

Now, PPE is available from both PPE distributors and 
direct from many clothing brands thanks to the Internet 
and the increase in workwear retail stores. While some 
corporate safety managers may be wary of handing 
over control of PPE selection to employees, corporate 
safety leaders need to adapt to the changing market and 
help guide individuals so they make informed clothing 
choices. Involving employees in the selection process 
and giving them leeway to make their own purchase 
decisions based on company-established guidelines is a 
proven method to increase PPE compliance rates.

Modern workwear garments can help reduce fatigue, 
keep workers comfortable during miserable weather 
and, most importantly, save lives. And now they can 
enable a worker to look like an industrial athlete or a hip 
fashion trendsetter!

(Source: Industrial Safety & Hygiene News, www.ishn.com)

BRINGING STYLE TO THE BUILDING SITE
While the building site or industrial plant is about as far away as you can get from the catwalk, it is 
undeniable that the workwear sector has become decidedly fashion-conscious in recent years. Here we 
look at some of the latest trends in flame-resistant (FR) workwear in the US – consumer-led changes 
which provide an informative insight into styles that are likely to have an increasing influence in the wider 
workwear sector on this side of the Atlantic in the next few years.
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See it for yourself with our new 
range of carpenter trousers & 
Cordura® denim jeans.

FIND OUT MORE
FOR MORE INFORMATION 
CONTACT YOUR LOCAL 
SNICKERS WORKWEAR 
AREA SALES MANAGER

www.dunderdonworkwear.ie

Products featured: T11 Polo Shirt & P15 Cordura Denim Jeans

Dunderon A4.indd   1 01/09/2016   15:40



52
September/October 2016

Portwest celebrates healthy sales
Following the successful launch of a new Safety Centre concept 
unique to Portwest/Charles Hughes Ltd customers in 2015, retail 
outlets have seen an average sales increase of 60%, the label reports.
Portwest launched a number of popular products over the last 
year. The Peak View Translucent Hard Hat is an improved modern 
design, offering wearers improved visibility compared to the 
traditional hard shell protective helmet due to its innovative 
translucent appearance and practical design features.
Manufactured from a new translucent, high-impact polycarbonate 
material which enables the wearer to see through the hard hat 
from any angle, the helmet eliminates the need to head tilt or 
reverse head harnesses.
Peak View is also lightweight and is UV400-stabilised, which offers 
protection against UVA and UVB radiation meaning that over 99% 
of the sun’s harmful radiation is avoided. 
In August, the company introduced the new Metatarsal Safety 
Wellington. The lightweight, comfortable boot with integrated 
metatarsal protection and composite toe-cap claims to be fuel, oil 
and slip-resistant and is also designed to aid in the protection of 
one of the bones most prone to injury. 

COMMERCIAL FEATURE

A display of Portwest products.

Snickers launch Dunderdon
Snickers Workwear has launched its new workwear brand, 
Dunderdon. Founded in Gothenburg, Sweden in 1997 by Per-Ivan 
Hagberg, Dunderdon strives to bridge the gap between streetwear 
and workwear, offering durable and functional garments with style 
and a classic design.
“At Dunderdon, we believe form should follow function. Therefore, 
we make sure there is an authentic purpose for every garment we 
produce, satisfying real needs with superior construction and smart 
design. For blue-collar professionals, as well as no-collar creatives, 
every garment is created to make you feel good, both at work and on 
your way there,” a spokesperson commented. 
The new brand includes P60 Cordura denim trousers, technical 
service trousers made of Cordura denim that offer a modern fit with a 
lower waist. Featuring a button fly and denim rivets as well as two leg 
pockets with four compartments for tools. 
Snickers has also introduced P12 carpenter denim trousers; 
these solid carpenter pants are made of high-quality Japanese 
denim. Features include: leg pockets with integrated ruler pockets, 
detachable D-rings and reinforced knee and nail pockets.

Dunderdon believes form should follow function in the design of workwear.
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 The Sustainable Energy Authority of Ireland’s 
(SEAI) report, Energy in  Ireland 1990 – 2014 (2015 
Report)  indicates that the impact of the recession 
on energy demand lead to overall energy use falling 
continuously since 2008 and in 2014 was 19% lower 
than 2008. But there were other factors at play, such 
as weather effects, changes in energy efficiency, fuel 

mix changes and energy prices, all of which can have 
an impact on energy use and emissions. 
While the recession impacts on energy demand in all 
sectors, the residential (in particular) and services sectors 
are also affected by weather, because the significant 
proportion of energy use in buildings is for space heating, 
which is clearly dependent on external temperatures. 
The years 2008 and 2010 were cold, this would likely 
have contributed to an increase in energy demand in the 
residential sector for those years, despite the recession. 
In 2011 by contrast, the weather was considerably 
milder than 2010 and energy use in the residential sector 
decreased by 13.1%. Fuel of all types continues to be a 
significant footfall driver for our industry.

(Source: www.seai.ie/Publications/Statistics_Publications/
Energy_in_Ireland/Energy-in-Ireland-1990-2014.pdf)

Flogas warms to consumer needs
Retail customers are always seeking cost-effective solutions 
to control their home heating bills and Flogas says its 
Superser heaters are a recognisable and proven bestseller. 
“Flogas Superser heaters are the perfect solution for 
cost-conscious customers. They are extremely useful as an 
instant, economic and portable way to ‘spot-heat’ a room 
quickly, as many customers find it far cheaper than turning 
on the central heating for an hour or two,” said Eoin O’Flynn 
of Flogas Ireland, the exclusive distributor for Superser in 
Ireland and the UK. 
The Superser Catalytic burns without a flame and has 
lower touch temperatures, making it safer, according to Mr 
O’Flynn, and it is fitted with easy glide castors, which allows 
for trouble-free movement from room to room. 
Flogas Gaslight cylinders offer a lightweight solution to 
heating needs, he adds. The Flogas Gaslight cylinders are 
about half the weight of the traditional steel cylinders and 
their semi-translucent exteriors allow customers to see 
exactly how much gas they have left. 
The Flogas Gaslight cylinders are as safe as steel cylinders, he 

Fuel sector 
prepares for 
winter demand
The fuel category remains a strong revenue generator for builders merchants 
around the country and leading suppliers are preparing for the coming winter.
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explains, and fit all leading brands of LPG appliances, making 
them ideal for caravans, camper vans, motor homes, barbeques 
and patio heaters. The cylinders are available in 5kg and 10kg 
sizes in selected outlets nationwide. 

Positive feedback from Calor retailers
The convenience and efficiency of bottled LPG gas means that 
it continues to be an important purchase for many homeowners, 
according to Calor. The company says its Calor bottled gas is a 
versatile, portable and manageable fuel that is easily stored and 
supplied and that delivers for consumers and retailers alike.
Calor LPG has a range of applications in Irish homes, including 
central heating, instant hot water, controllable cooking, flame 
fires and efficient tumble drying. Calor retailers can choose from 
a wide variety of cylinder sizes, from 4.5kg up to 47kg, including 
Calor’s special lightweight cylinder range.

Flogas says its Superser heaters are a proven bestseller.
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Calor says it creates a complete custom-made solution for every retailer.



COMMERCIAL FEATURE

57

Feedback from Calor retailers shows that cylinders have 
proved to be a popular addition to their stores, helping 
to drive footfall and attract a range of new customers. 
Customers are also attracted by the range of promotions that 
Calor runs throughout the year.
Calor says it creates a complete custom-made solution for 
every retailer and provides its retailers with excellent customer 
support, technical support and a dedicated sales representative.

Stafford Fuels puts customer convenience first
Stafford Fuels is launching its new 10kg and 20kg convenience 
range this year, covering coal, kindling, logs, wood pellets and 
heat logs. The new BOPP bag (laminated on both sides) is an 
effective way to control dust in the retail environment. Dust is 
a significant problem with the standard polypropylene bag. The 
quality of bag also 
allows for six-colour 
or seven-colour prints 
which makes for a very 
attractive presentation.
Stafford Fuels have 
introduced handles 
to the 10kg range 
making them easier 
to carry and more 
convenient for 
customers. Stocking 
10kg bags of coal on 
the floor along with 
wood products means 
that customers aren’t 
discouraged by the 
weight of the product. 
Stafford Fuel believes 
in constantly updating 
and improving the offer 
for the end user. 

Bord na Móna
Bord na Móna has been a leader in designing innovative 
and convenient quality solid fuel solutions for Irish 
consumers for decades. A spokesperson commented: 
“As the largest supplier of solid fuel in Ireland, we are 
continuing our investment in a sustainable future, with 
planning permission granted for our new smokeless coal 
and bio-mass enhanced ‘ovoid’ manufacturing facility at 
Foynes, Co. Limerick. We look forward to developing new 
and exciting products in the bio-mass area and to lead the 
market with high-quality smokeless solid fuel solutions, 
offering more choice to our customers and consumers. 
“At the heart of the Bord na Móna range is the Irish peat 
briquette, bringing value and comfort into Irish homes. Solid 
fuel continued to be used as the main source of heating for 
all adults in Irish homes last season. While consumers are 
price-conscious, availability where they shop and quality are 
also key purchase drivers.”
The spokesperson added: “Bord na Móna, as the category 
and market leader in solid fuel, recently invested in the 
revamping of the smokeless coal range across our 20kg 

format, introducing a premium stove ovoid and a new Lignite 
Nugget, a high-quality smokeless fuel with a quick ignition 
time, consistent quality and suitability for stoves and open 
fires. Our quality kiln Dried Wood is available in convenient 
carry home packs and large crates, and is showing 
substantial growth. Our high-performing firelogs and Eco 
logs range are well-positioned to meet increasing consumer 
demand in this area. We are supporting our products and 
customers for winter 2016 with an integrated national 
marketing campaign, including tv, radio, outdoor, digital, social 
media and in-store POS materials to create a great solid fuel 
shopping experience. At Bord na Móna, sustainability is the 
hearbeat of our business and we continue to develop new 
high-quality, low-smoke fuels, which means more choice for 
our customers in the future.”

Blend of manufactured ovoid and nuggets

Quick and easy to light

High heat output and low ash

Value for money

Can be used in open fires and closed appliances

Complies with the Smokeless Fuel Regulations 

100% Smokeless Ovoid

Suitable for closed appliances only

Low ash content

Complies with smokeless fuel regulations

Magiflame Smokeless 
Coal 20kg:

Xtraheat Smokeless
Stove Coal 20kg:

New Ross, Co. Wexford
www.staffordfuels.ie

Irish Owned Family Business  |  For Tried & Trusted Solid Fuels  |  Supporting Irish Jobs

Stafford Fuels is launching its new 10kg and 20kg 
convenience range this year.

September/October 2016

Bord na Móna’s smokeless coal range.
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Minimalist styles remain popular but with a focus on 
the overall finish providing a clutter-free environment. 
Invisible storage solutions are important, with bathroom 
furniture often complementing kitchen designs.
Manufacturers are creating greater product differentiation 
through more distinctive designs, and materials often have a 
natural appearance and/or texture, with subtle use of colour 
in soft, neutral tones.
Digital and advanced technology is important in the modern 
bathroom as consumers become more aware of digital controls 
and also of the ‘smart home’ concept, adding value to the market.
With an ageing UK population, a growing number of ‘inclusive’ 
bathroom products now combine style with ease of use.

Everbuild launches Forever 
White paint range
The Forever White range from 
Everbuild, a Sika company, is 
expanding with the addition of Forever 
White Paint, a hygienic paint that 
protects against black mould growth in 
bathrooms and areas of high humidity.
For use on walls and ceilings, Forever 
White Hygienic Paint is ideal for 
showers, bathrooms, wetrooms and 
kitchens and contains SteriTouch 
Antibacterial Protection.

Design innovation 
drives bathroom sector
Bathrooms Consumers increasingly invest in coordinating designs offering longevity 
and luxury, and demand quality products that will last – this is one of the key 
findings in AMA Research’s Bathroom Market Report – UK 2015-2019 Analysis.

Forever White Hygienic Paint is 
fast-drying, according to Everbuild.
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“Forever White Hygienic Paint 
is fast-drying, allowing two 
coats to be applied in one day 
and dries to an exceptionally 
hard-wearing finish that 
resists cracking and flaking. 
Highly versatile, this paint 
can be applied on a variety of 
substrates including concrete, 
brick, timber and ceramic tiles,” 
a spokesperson commented. 

Niko celebrates 
sales growth
Niko Bathrooms reports that it 
has experienced unprecedented 
growth over the past 12 
months, driven by an increase 
in overall consumer sentiment 
and the investment which 
Niko Bathrooms have put into 
showrooms, point of sale 
and their most recent trade 
brochure. 
Niko’s Sales Manager, Aidan 
Lawlor attributes much of 
Niko Bathrooms’ success to 
increased customer spending 
and merchant confidence in 
the Irish company. “We supply 
a diverse range of modern and 
classic designs, all of which 
are sourced from leading 
international manufacturers 
including well-known brands 
such as Cersanit, Nobili and 
Francis Pegler,” Aidan said. 
“The GSI collection has been 
included in our newly renovated 
showroom in Dublin and 
merchants have benefitted from 
the inspiration gained following 
visits to the two-floor display 
area,” he added. 
Moving towards 2017, a new 
range of brochures, an improved 
website and consumer interface 
opportunities will all help to 
increase Niko’s presence in the 
Irish market.

B&G adds LED  
mirrors to collection
The Irish market reflects several 
of the latest international trends 
in the bathroom sector. B&G 
is launching its new range 
of LED mirrors expanding 
the established Tema Mirror 
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The Adare free-standing bath from Nico
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Collection. There is a wide range to choose from in the Tema 
bathroom range including bathroom accessories, mirrors, 
contemporary cabinets and toilet seats, all under one brand. 
In addition, Tema Living Plus offers a range of bathroom aids 
such as handrails and shower seats. B&G say the Tema Living 
Plus range offers strong, safe and affordable products, ideal for 
independent living. 
B&G’s Euroshowers product range offers a selection of 
showerheads, hoses, rails and shower tidies. When it comes 
to luxury products, according to B&G, the range of accessories 
from Haceka offers stylish, high-quality design that 
adds an exclusive and timeless 
look to any bathroom. 

Mira get pumped for new electric shower product
The Mira Elite QT is a pumped electric shower featuring 
a unique, accessible filter, and is designed exclusively for 
Ireland, Mira reports. 
The shower features Mira Clean-flo technology. Created 
specifically for Ireland’s water supply, this new filter delivers 
a consistently clean flow. “The Mira Elite QT is acoustically 
engineered, making it one of the quietest pumped electric 
showers on the market. What’s more, it never loses any 
power, making it the perfect solution for any low-pressure 
water system,” a spokesperson said. 
The Mira Elite QT also comes with Mira Clearscale 
technology, which claims to reduce limescale by up to 
50%. Its contemporary look suits any modern bathroom, 
with chrome detailing that complements other fittings and 
bathroom accessories. The new Mira Elite QT is designed to 
be easy to install with adjustable slide bar ends, which can 
be fitted over existing grout lines.

The Tema bathroom 
range includes bathroom 
accessories, mirrors, 
contemporary cabinets and 
toilet seats.

The Mira Elite QT utilises 
Mira Clearscale technology.
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Classified Ads

Advertisements (text plus logo) can be emailed to: hardware@ifpmedia.com  
and be prepaid, at least two weeks prior to publication.

Would your business like to:

  Reduce Bad Debt
  Increase Sales
  Maximise Cash Flow

  Access Funding
  Trade with Confidence
  Protect your Business

INVEST in Credit Insurance 
with Ireland’s leading independent 

specialist broker

FREE Risk Assessment of your
debtor book for all HAI members

www.CreditRiskBrokers.com   info@creditriskbrokers.com
Dublin: + 353 1 491 6007   Belfast: + 44 (0)28 9026 0635
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Guaranteed Irish 
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since 1971

u	 Draught Excluder Products
u	 Tile and Bath Seal
u	 Floor Trims
u	 Step Nosings
u	 Plastic and Aluminium Angles
u	 Conduits and Pipes

We can Save you 25% So Why Deprive Yourself
Phone 8470095       Fax 8484896

Email: hycraft@eircom.net

The Official Magazine of Hardware Association Ireland
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Enhanced advertising opportunity for your business
The Hardware Journal Classified Ads

Offering exceptional 
value in two new 
advertising sizes:

THIS SIZE AD
50mm (h) x 55mm (w)
€1,050 for six editions
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100mm (h) x 55mm (w)
€1,650 for six editions
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2016 
Dates for 

your Diary

Q1. What is the main objective 
of Uppercross and Niko’s online 
presence?

Developing an online presence for 
both Uppercross and Niko is about 
showcasing personality and engaging 
with customers while providing an 
information outlet for each of the 
brands. Social media platforms like 
Facebook, LinkedIn and Pinterest 
are used to reach out to our clients, 
builders merchants, but they equally 
help us reach out to the end users of 
our products, the trade and DIY-ers. It 
is critical for us that our brand sustains 
its value and meaning right through 
to the end user. Social media gives us 
the opportunity to connect with our 
customers in a more spirited manner, 
which is a nice contrast to the traditional 
formal method of communication.

Q2. How do you feel that the use of 
social media complements other key 
marketing activities?

Social media can complement almost 
all other marketing activities in one way 
or another. The use of social media can 
drive traffic to 99% of marketing-related 
events such as trade shows or special 
event days that we participate in, in 
conjunction with increasing website 
traffic and search engine ranking. Social 
media is also a very handy tool when 
launching new products or special offer 
promos, one that also allows us to run 
targeted ads with real-time results.

Q3. How do you plan to develop your use of 
platforms in the future? 

This year has been called ‘the year of video 
marketing’. Videos stand out on social media, 
they give customers a quick overview of a 
product, without overwhelming them with 
text. With this in mind, video marketing will 
be our most important area of development. 
Progressing with a YouTube channel is the next 
big step. We feel our expertise in the industry will 
be a real asset when promoting videos such as 
product demonstrations or even quick-tip videos. 

Q4. What advice do you have for other 
HAI members who are starting to embrace 
social media?

Leap and the net will appear. Many businesses 
are reluctant to embrace social media due to 
fear of the unknown. However, the statistics 
cannot be overlooked, almost 70% of Irish social 
media users follow brands and businesses on 
social media. The opportunities to connect with 
and learn about your audience are there, ready 
for the taking. 

Q5. Do you see the entry of online-only 
retailers into the Irish market as a threat 
to hardware businesses in Ireland?

They are a threat. However, competition in 
this industry will continue to increase; online 
retailers are only one of the many causes of 
this increased competition. Irish hardware 
and merchanting businesses must learn 
how to efficiently develop their online 
presence to compete with these retailers 
from outside of Ireland. 

17th-24th October 
HAI Golf Society Overseas Trip
Alvor, Portugal   

20th October
Solid Fuel Awareness Training: Metac Training
Mountrath Enterprise Park, Mountrath,  
Co. Laois

25th October 
HAI Training: Memorable Customer Service for 
Retailers & Merchants 
HAI Offices, Blackchurch Business Park, 
Rathcoole, Co. Dublin

26th October 
HAI Training: Telesales Skills for Suppliers 
HAI Offices, Blackchurch Business Park, 
Rathcoole, Co. Dublin

9th November
Solid Fuel Awareness Training: Metac Training
Mountrath Enterprise Park, Mountrath,  
Co. Laois

24th November
Executive Committee meeting
HAI Offices, Blackchurch Business Park, 
Rathcoole, Co. Dublin

7th December
Solid Fuel Awareness Training: Metac Training
 Mountrath Enterprise Park, Mountrath,  
Co. Laois

Name and role:

Sarah O’Loughlin, Marketing Assistant

Company: Niko Bathrooms/Uppercross Enterprises Ltd.
Website: www.nikobathrooms.ie

DigitalDigest

September/October 2016



T: +353 1 840 8388 |  E:  tms@tms. ie
CALL FOR SPECIAL TRADE ONLY PRICE (T&Cs apply)

www.woodconcepts.ie
CALL FOR SPECIAL TRADE ONLY PRICE (T&Cs apply)

Specialists in Eurocode 5, CPR Reg and EUTR compliant timberproducts.
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