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Further information and insight from the Fifth Global 
DIY Summit in Berlin appears in this edition of The 
Hardware Journal, with a noticeable shift away from 
the internet of things and a focus on what the big 
guys in the US are doing in their physical stores to 
compete and increase business. It reminded me of 
how some retailers and merchants need to recognise 
that the customer may come in many different forms 
– as I mark the third-year anniversary of joining HAI, 
I have had a handful of experiences to date where 
I’ve been ignored because I’ve walked in the wrong 
door or waited at the trade counter for someone to 
serve me. Thankfully, I’ve also visited stores where 
customer service has been five-star and where I felt 
very comfortable asking what may be very simplistic 
questions. In these cases I was made feel like I was 
important and cared for. As competition increases from 
e-commerce to bigger players in the market, customer 
service will make a difference in the long run.
Speaking of increased competition, I look forward in 
October to hosting not one but two inaugural Study 
Tours to Milton Keynes, UK, to see the market and 
view best practice in action. This is a new service 
from HAI to the industry and one we aim to continue 
annually, to ensure we’re bringing added value 
to our members. As we start reviewing our first 
strategic plan and entering the next phase, listening 
and engaging with our members (and potential 
members) is more important than ever. We’ve done 
a lot, but there’s lots more to do to sustain a relevant 
association supporting all elements of the industry 
supply chain.
Fleetwood Paints, profiled on page 26, is a real 
Irish success story and is currently in the process 
of refreshing its brand and preparing for the home 
owners of the future.

We have more from the Retail@
Google event on page 34 with specific 
hints and tips about maximising your 
investment to gain the best response. You 
don’t need big budgets to target your local 
market in the online space but you do need to 
analyse your results and refine accordingly. I went 
along to the Autumn Gift & Home Fair at Citywest 
and found some useful products that you could add 
to your inventory in preparation for Christmas trade 
without causing major re-arrangements in-store. 
Some are offering an exclusive discount or package 
to readers of The Hardware Journal. See the story on 
page 36.
Finally we look forward to Tuesday, October 10th, 
Budget Day, and we’ll bring you an analysis of all 
the impacts on your business in the next edition 
of the magazine. We published our Budget 2018 
recommendations in the last edition and we’ll be 
hoping that some (if not all) will be taken on board.

Annemarie Harte
Chief Executive Officer – HAI
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NEW CARD RATES FOR HAI MEMBERS
Hardware Association Ireland is delighted to announce that we 
have renegotiated exclusive members’ deal with AIB Merchant 
Services (AIBMS) for debit and credit cards.
The new rates offer members great value on what has become a 
very important form of payment to all those in the sector.
As well as fantastic card rates, this service includes:
• free card terminal or online terminal for the first 12 months, 

for new customers;
• next day funding (for all ROI bank accounts);
• will refund you the cost of buying out the contract, if you are 

in a current lease;
• dedicated and fully serviced merchant helpdesk;
• award-winning service and product innovation;
• revolutionary innovative ePOS solution reducing costs and 

driving efficiency for your business;
• state of the art Clover Mini terminal and key pad for €23 per 

month; and,
• minimal secondary fees, including no PCI fees once your 

business is validated. 

Call Jim Copeland today for further details 087 6671361/01 
2980969 jim@hardwareassociation.ie   

MANAGING DRIVING 
FOR WORK SEMINAR
The Road Safety Authority (RSA), Health and Safety Authority 
(HSA) and An Garda Síochána will host a series of free 
half-day seminars in October on Managing Driving for Work. 
Employers, managers and supervisors must, by law, manage 
the risks that employees face and create when they drive for 
work. The seminars will:
• outline the employer’s 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 fleet and vehicle 

management; and,
• provide practical ‘best-in-class’ examples of companies 

that effectively manage driving for work with multiple 
business benefits.

The dates and locations for the seminars are:
Wednesday 18th October, The Landmark Hotel, Carrick on 
Shannon, Co Leitrim;
Thursday 19th October,The Green Isle Hotel, Naas Road, 
Dublin.
The seminars take place from 8:30am to 12:00pm

Places are limited, please email: drivingforwork@rsa.ie 
to register your place. Multiple bookings from the same 
organisation are permitted, subject to availability.

Card type AIBMS new rate

Visa Credit Consumer 0.39 % + 2c

Visa Commercial 1.49 % + 2c

MasterCard Credit Consumer 0.41 % + 2c

MasterCard Credit Commercial 1.49 % + 2c

Visa Consumer Debit 0.18 % + 2c

Maestro 0.18 % + 2c

MasterCard Debit 0.18 % + 2c

Visa Business Debit 0.28 % + 2c

MasterCard Business Debit 0.28 % + 2c

BORD NA MÓNA 
PREPARES FOR €20 
MILLION FACILITY
Bord na Móna recently launched site preparation works for its 
new €20 million smokeless coal plant at Foynes, Co. Limerick. 
The facility is being developed to supply up to 150,000 tonnes 
of smokeless coal to the Irish market.
It is expected that 80 jobs will be created during the 
construction phase of the project, which will provide 25 
jobs when it becomes operational, not including spin-off 
employment.
The development comes as a total ban on bituminous coal is 
planned to be introduced by the Government over the next 
two to three years.
Describing Bord na Móna as a market leader in solid fuels, 
head of Bord na Móna Fuels, Eddie Scaife, said that the 
construction of the plant would see it maintain that leadership 
“through and beyond” the transition to smokeless fuel.
He said: “Today’s launch means we are starting a new phase 
of our conversation with customers. We are looking forward to 
supplying them with cleaner, smokeless coal that they can rely 
on when the new regulations come into effect.”
The development is good for the environment, good for jobs 
and good for consumers, Mr Scaife concluded. Last month 
Bord na Móna unveiled a €1.2 billion investment programme 
with a major focus on renewable energy projects.
The commercial semi-state is to diversify into the solar and 
biomass sectors.
(www.independent.ie)
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NEW APPOINTMENTS AT UPPERCROSS 
The Uppercross Group of Companies recently announced a 
number of important changes within its business. 
Paul Thompson has been appointed Managing Director, to 
succeed Roy Moore, with total responsibility for all Group 
business entities. Paul will continue to oversee the financial 
operations of the Group. 
The Niko Bathrooms Division has demonstrated significant 
growth over the last 18 months and, as a result, David 
Glass will take on the new position of Niko Sales Director, 
supported by Ray Duke who has been appointed Niko 
General Manager. 
These new appointments, combined with Niko Bathrooms’ 
recent significant investment in new warehousing and 
showrooms (with the showrooms opening later this year), 
confirms the Group’s commitment to developing a strong brand 
franchise for Niko Bathrooms within the Irish merchant 
market.
Within the overall business, Paul Newman has been 
appointed Sales Office Manager, taking over a business-
critical role for both UEL and Niko Bathrooms. 
Sarah O’Loughlin takes on the position of Marketing 
Executive having joined the company as Marketing Assistant 
just over a year ago. 
Commenting on the various appointments, Mr Moore 
expressed his support for the changes being implemented 
within the Group. “It is an exciting time of growth within our 
industry and we are positioning our organisation to maximise 
the potential achieved by our well-known levels of customer 
service and support.” David Glass, has been appointed Niko Sales 

Director.

Paul Thompson has been appointed Managing 
Director of The Uppercross Group of Companies.

Paul Newman has been appointed Sales 
Office Manager, a business-critical role for both 

Uppercross Enterprises Ltd and Niko.

Sarah O’Loughlin, has been appointed Marketing 
Executive, Uppercross Enterprises Ltd.

INVESTORS RAISE CONCERNS OVER 
BUNNINGS STRATEGY
At a teleconference following their full year trading update, 
senior analysts challenged Wesfarmers on the strategy being 
adopted by Bunnings UK & Ireland. The Wesfarmers team, 
including Bunnings Group MD, Michael Schneider, were forced 
to defend the poor performance of the business, which reported 
a £54 million loss in its first full financial year since acquisition. 
David Errington, analyst at Merrill Lynch, described it as a “big 
loss”, and questioned the core strategy of moving Homebase 
away from a high-low promotional to an everyday low-pricing 
model. “You’re going to try to convert the UK market to non-
promotional, that is a real worry. What’s the risk that Homebase 
turns into a real disaster? You guys were pretty aggressive 
saying the business wasn’t going to lose money. Where is this 
business going to go?”
Mr Schneider responded: “There is a risk.” But, he continued by 
saying that in 1994, the Australian retail landscape was similarly 
based on a ‘high-low’ promotional strategy, until Bunnings came 
along and introduced EDLP (everyday low prices). “It’s going 
to be a long slog, but what we’re seeing in the Bunnings pilots, 
they’re performing well,” he said. Mr Schneider said with the 

conversion of the Homebase stores from a bathroom and soft 
furnishings focus to a core home improvement offering, it would 
“take some time” for customers to “understand what those 
stores are there for, irrespective of the pricing framework”. “The 
opportunity for the Homebase stores is going to be more clarity 
and consistency in execution,” he said.
Mr Errington pointed out that in the five years before being 
acquired by Wesfarmers last year, Homebase was profitable. 
“In the first year, it lost $90 million (£54 million),” he said. 
“Something you’ve done going into this business is not right.” 
Wesfarmers finance director, Terry Bowen, responded: “The 
quality of earnings you refer to when we took over, the best 
way to describe them was non-sustainable,” he said. “What 
the business was doing was effectively, through concession 
arrangements, selling more and more of the store, indeed 
moving out into the car park, selling the car park spaces for car 
washes. When we stripped that out, by definition there was 
a fall in what the business’s earnings would otherwise have 
been.”
(www.insightdiy.co.uk)
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INTACT SOFTWARE 
CELEBRATES 25 
YEARS
September marked Intact Software’s 25th year in business. 
Established in 1992, Intact Software’s stated mission is “to 
create straightforward, easy to use accounting and business 
management software”. It now employs 130 people across 
Ireland and the UK, offering businesses; predominantly in the 
wholesale, distribution, merchant, retail and engineering sectors, 
complete business management and ERP software solutions. 
In those early days, co-founders Paul Marry and Aidan Lawless 
saw a gap in the marketplace. Paul Marry commented: “We 
were going in to businesses who were looking at other systems 
and we knew they were good systems but with a fundamental 
flaw. Our differentiator was that, if you want something to 
accommodate a niche in your business, we could provide the 
software that would adapt to your requirements. Others won’t or 
can’t adapt it for you, but we will.”
In the early 2000s, Intact grew its customer base significantly 
both in Ireland and the UK, adding five channel partners to 
the group, and expanding the Intact family to 19. Then, in the 
middle of the recent recession, Intact Software took the decision 
to invest deeply in R&D for a five-year period to develop the 
next generation of their product using the most extendable, 
customisable and scalable architecture they could imagine. 
This led to the creation of their third-generation ERP software, 
Intact iQ, a product which enables businesses to adapt the 
software to fit their unique ways of working, not the other way 
around.
The launch of Intact iQ in 2010 saw customer numbers rise to 
1,582 and in 2015 Intact moved their HQ to a state-of-the-art 
facility in Blackthorn Business Park, Dundalk. In 2016, Intact 
acquired a UK partner and established its UK head-office in 
Hemel Hempstead, just outside London. 
Today, Intact Software has grown its customer base to over 
28,000 users across more than 2,500 customer sites located 
in Ireland, UK, Australia, New Zealand and the Mediterranean. 
Speaking about the future of the company, co-founder Paul 
Marry said: “In 25 years, I’d love to see Intact Software in every 
country in the world and I can’t see any reason why that couldn’t 
happen.”

25th anniversary celebrations at Intact.
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STRONG SIX 
MONTHS FOR 
GRAFTON
Grafton Group reported operating profit of €86 
million in the six months to 30th June, an increase 
of 16% year-on-year, in their six-month report. 
The company that said strong performance was 
driven by organic growth in the Irish merchanting, 
Woodie’s DIY and mortar manufacturing 
businesses. 
We looked at one of their new style stores in 
Dublin, Chadwicks Express on East Wall Road 
(there is another one located in Turvey, north Co. 
Dublin) in the heart of Dublin’s Docklands and in the 
middle of a hive of commercial construction activity, 
to see whether they have hit on a gold mine. 
Opened in March 2017, and trading on a core 
range of 1,500 SKUs, the store is a significantly 
smaller site than a traditional builders merchant and 
carries on a brisk trade with neighbouring advanced 
construction work at Spencer Dock, Grand Canal 
Dock and Dublin Port providing ready-made footfall.

News & Products
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EPA ISSUES ADVICE ON 
PROTECTING DRINKING 
WATER FROM PESTICIDES
The EPA has issued advice for gardeners and household users on best 
practice in the use of pesticides to protect drinking water. Examples of 
pesticide products commonly used in gardens and around the house 
include weedkillers, insecticides, fungicides, rodent poisons and slug 
pellets. 
The EPA says it is essential to take great care when storing, handling 
or using any pesticide as even a trace amount going down a drain or 
entering a water course can end up in drinking water. See relevant 
advice from the EPA in the graphic below.

Promoting best practice in the use of pesticides to protect drinking water

Advice for Gardeners 
and Household Users

Protecting Drinking Water from Pesticides

Promoting best practice in the use of pesticides to protect drinking water

It is  
essential to take 

great care when storing, 
handling or using any 

pesticide as even a trace 
amount going down a 

drain or entering a water 
course can end up in 

drinking water. 

great care when storing, 

pesticide as even a trace 

drain or entering a water 

Examples 
of pesticide 

products commonly 
used in gardens and 

around the house include 
weedkillers, insecticides, 

fungicides, rodent 
poisons and slug 

pellets. 

great care when storing, 

pesticide as even a trace 

drain or entering a water 

Certain levels of 
weeds and insects are 

important to the natural 
environment. Consider 
whether you need to 

use the pesticide. Is the 
organism really causing 

lasting damage?

For further information visit www.pcs.agriculture.gov.ie, www.teagasc.ie or www.epa.ie

DOs

DO recycle empty containers in your recycling bin or at a Local Authority Civic 
Amenity Site. If unsure about any aspect of container disposal, enquire at 
purchase outlet.

DO dispose of unused product properly at a Civic Amenity Site or at a mobile 
collection as organised by some Local Authorities. Contact your Local 
Authority for further details.

DO store all pesticides in a dry, secure location which cannot result in accidental 
leaks to drains, wells or water courses - and out of children’s reach. 

DO read and follow the instructions for use carefully to get the best results.

DO take extra care to prevent entry to drains, particularly if applying pesticides 
to hard surfaces such as paths or driveways.

DON’Ts

DON’T dispose of unused pesticide or rinse water 
from pesticide containers down a drain or 
sink. Container washings can be applied 
to the treated area. Check with your local 
Civic Amenity Site if you have unused 
product for disposal. 

DON’T apply pesticides if it is raining, if the area 
being treated is wet, or if rain is forecast. 

DON’T use pesticides near drains, wells or water 
courses such as rivers, streams or lakes. 

APHA
ANIMAL & PLANT

HEALTH ASSOCIATION

NEVER  

pour u
nused 

pesti
cid

e down  

a drain or s
ink

TAKING CARE OF 
BUSINESS: FREE 
ADVICE AND 
INFORMATION FOR 
BUSINESSES
Tánaiste and Minister for Jobs, Enterprise and 
Innovation, Frances Fitzgerald TD, together with 
Minister of State for Trade, Employment, Business, EU 
Digital Single Market and Data Protection, Pat Breen TD, 
recently launched the “Taking care of business” event. 
This free event for existing and potential entrepreneurs 
will take place on Wednesday, 8th November in the 
Printworks Conference Centre in Dublin Castle.
The event is specifically targeted at people thinking of 
starting a business, as well as small business owners 
and managers, in order to help them:
• better understand the main regulations that affect 

them so that they can focus on the main task of 
running their business;

• meet experts from a broad range of public bodies 
in an informal setting; and,

• find out about advice and supports that are 
available from the public sector.

The half-day event will open at 8.30am. This free 
initiative of the Department of Jobs, Enterprise and 
Innovation will bring together up to 30 State bodies, 
agencies and units in one location; the event will be 
an excellent opportunity for entrepreneurs, business 
owners and managers to learn about the broad range of 
advice and support that is available. 
The State offices and agencies represented will provide 
information across a wide range of areas, including:
• tax, employment and Health & Safety obligations;
• Legal requirements for setting up and running a 

company;
• requirements in areas such as food and 

environmental safety; and
• assistance and supports from enterprise agencies. 
Early booking is strongly advised as there are a limited 
number of places available. You may register by visiting 
www.takingcareofbusiness.ie. The website provides 
full details of the event including the running order for 
presentations and the full list of bodies attending.

NEW LIGHTER WALLBOARD FROM GYPROC
Gyproc recently announced the updating of its standard 
plasterboard to be 10% lighter while retaining its existing 
performance and strength capabilities
The lighter standard plasterboard has additional strength and 
flexibility, the company says, while also giving a cleaner score 
and snap on-site.

The lighter standard plasterboard has successfully passed all the 
necessary building regulation and systems tests and performs to 
the same levels as the company’s current standard plasterboard, 
Gyproc has stated.
With roughly a 10% weight saving, the lighter weight standard 
plasterboard is nearly 3kg lighter on an 8x4 plasterboard.
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CONCRETE TICKET 
– COURSE DATES 
ANNOUNCED
In February 2017, the Concrete Ticket was formally launched by 
Minister of State for Housing and Urban Renewal, Damien English 
TD. This major education initiative by the Irish Concrete Society 
is a half-day course providing guidance on the correct handling, 
finishing, curing and ordering of concrete for construction. The 
course is suitable for those who are involved in, and responsible 
for, the receiving, transporting, placing and finishing of concrete 
after its arrival on site.
Over 200 people have now taken the course, passed the test and 
are now eligible to hold a Concrete Ticket that will be valid for five 
years. There is a fast-growing demand for places on the courses, 
which are being delivered nationally. Bookings can be made 
individually through the website or as part of a group of 15 or more.
More information and booking details may be obtained from the 
dedicated booking website: www.concreteticket.ie

CONSUMERS 
EXPECT AR RETAIL 
APPLICATIONS SOON
According to new research, three in four consumers (69%) expect 
retailers to launch an augmented reality (AR) app within the next six 
months. Following the launch of iPhone 8 and iOS 11, and Apple’s 
new AR platform - ARKit - developers can now build high-quality 
AR experiences for iPhone and iPad users. Google is set to do the 
same for Android developers with the launch of ARCore.
Augmented reality has now become the most sought-after 
technology by consumers, with 61% saying this is the technology 
they are most excited about using, compared to 30% who think 
virtual reality should take priority in the consumer market. The 
remaining 9% believe that artificial intelligence tools, like chat bots, 
will be most beneficial.
Apple’s first foray into AR with its ARKit platform has helped the 
technology – which allows the user to overlay digital elements 
onto an image of the real world on a smartphone or tablet – to 
elevate AR into the mainstream after years of being developed 
in the shadows of VR. The findings form part of a retail report, 
commissioned by UK-based mixed reality company DigitalBridge, 
examining the state of technology in the retail sector.
 (www.insightdiy.co.uk)

Current course listings:

Location Date / time Venue

Monaghan
24th October 
@ 8:30 a.m.

Glencarn Hotel, 
Castleblayney

Dublin
7th November 
@ 8:30 a.m.

Louis Fitzgerald Hotel

ECOCEM APPOINTS 
MICHEÁL MCKITTRICK 
AS MD
Ecocem Ireland Ltd., Ireland’s premier producer of high-
performance, low-carbon cement, has announced the 
appointment of Micheál McKittrick as Managing Director, 
Ireland and the UK.
Micheál has been appointed to the Irish firm at a time of 
expansion both domestically and internationally. His role 
involves the management of the Irish and UK operations 
where Ecocem supply both bagged and bulk products. 
A chartered engineer and graduate of Trinity College Dublin, 
Micheál previously worked in several senior roles with Atkins 
Consulting Engineers managing a number of high-revenue 
projects and teams. 
His new position in Ecocem leverages on his experience 
and knowledge obtained throughout his career to date. An 
advocate of sustainable construction, Micheál is suitably fitted 
to the firm where sustainability is at the core of its ethos. 
Speaking from the company’s bagging facility in Dublin Port, 
Micheál commented: “I look forward to expanding Ecocem’s 
business, both domestically and internationally, and will 
continue to develop our sales into the Irish market through 
channels such as Hardware Association Ireland, with whom 
we work closely, to inform members about our product 
offerings and advancements.”

Micheál McKittrick, Managing Director, Ecocem Ireland Ltd.
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STRONG 
ATTENDANCE 
AT UNITED 
HARDWARE 
TRADE SHOW 
2017 
This year’s United Hardware Trade 
Show took place in Citywest Hotel & 
Conference Centre on August 30th. 
The Trade Show was a huge success, 
attracting well over 150 key staff and 
hardware store owners.
The day kicked off with an inspirational 
presentation from special guest speaker, 
former Munster and Ireland rugby 
legend, Alan Quinlan. The members 
then visited United Hardware’s purpose-
built pop-up shop before meeting a 
record number of key suppliers that had 
stands there on the day. United Hardware members had the opportunity to meet a record number of suppliers at the United Hardware Tradeshow.

IEDR CONSIDERS 
CHANGE IN 
REGISTRATION 
PROCESS
The IE Domain Registry (IEDR) is proposing to remove the ‘claim 
to the name’ requirement from the its registration and naming 
policy. The ‘claim to the name’ refers to the requirement on 
registrants to prove a legitimate claim when applying for a new dot 
ie domain. 
Registrants will still need to prove their real connection to the 
island of Ireland, and their identity, when applying for a dot ie 
domain. 
The IEDR says there are a number of reasons it wants to make 
the change, including:
• to make it faster and easier for those with real Irish 

connections to get a dot ie;
• to grow dot ie, especially with Irish small office/home office/

micro businesses;
• to remove the ‘claim’ requirement, as applicants can’t prove 

future ‘claims’ (e.g. new start-up businesses who want a web 
presence before setting up a physical presence); and

• to remove restrictions on domains that reflect a person’s 
name, nickname, pen name.
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Michael Lawless of Lawless Homevalue, Dunshaughlin, was the winner in the Timco prize draw. The prize was drawn by Dave Gavin, HAI board member and owner of KCR Builders Providers in Dublin.

TIMCO SPONSORS TV PRIZE AT UNITED 
HARDWARE SHOW
Timco attended it’s first United Hardware Show as a supplier to 
the group on August 30th at Citywest. To celebrate, it had a ‘Win 
a Samsung Curved TV’ prize draw. The television was won by 
Michael Lawless of Lawless Homevalue, Dunshaughlin, and the 

prize was drawn by Dave Gavin, HAI board member and owner 
of KCR Builders Providers in Dublin. Timco would like to thank all 
the United Hardware members who visited its stand during the 
day-long show.
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HEARING IS BELIEVING – THE NEW RANGE OF 
SONIS EAR DEFENDERS
With a strong commitment to safety innovation, JSP’s research 
and development team have designed a new range of Sonis Ear 
Defenders. Developed in partnership with a leading research 
facility in the field of acoustic engineering, JSP says this new 
range meets the needs of an extensive range of industrial 
applications.
This range of Sonis Ear Defenders is Kite-marked and meets 
EN352-1 standards. According to JSP, it offers a wide spread of 
attenuation with SNR values between 27 and 37, meaning that 

selecting the right model to match the wearer’s requirements is 
straightforward.
The Sonis range has been designed with a traffic light colour code 
for easy identification and selection. 
JSP has invested in specialist acoustic and hearing test equipment 
to develop the Sonis range in-house, and refine each individual 
component. The company says the materials have been chosen 
for both performance and comfort for extended periods of use. 
These products are available now from Keypoint. 

News & Products

The Sonis range, available from distributors Keypoint.

CONSTRUCTION 
SAFETY WEEK
Construction Safety Week will take place this year from October 
23rd to October 27th. The CIF encourages all to get involved this 
year to share their safety initiatives, events, pictures and videos 
during Safety Week. CIF will feature submissions on their social 
media channels, online and in Construction magazine.
This will be a major awareness campaign, according to the CIF, 
and it hopes to showcase the best safety initiatives during the 
week in the media. The best member initiatives will be highlighted 
and commended by the Construction Safety Partnership Advisory 
Committee (the multi-stakeholder body featuring industry, 
unions and the Health and Safety Authority). So get involved and 
showcase what your organisation is doing to promote health and 
safety among employees.
You can register your company’s interest and flag your intended 
plans and initiatives for Safety Week 2017 to mcourtney@cif.ie 
or visit https://cif.ie/safety-week
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W. HOWARD APPOINTS NEW MD
Leading medium-density fibreboard (MDF) 
profiles manufacturer, The W. Howard 
Group, has announced Paul McKenna as 
the new managing director at its Kildare 
HQ. The appointment comes just eight 
months after the business acquired the 
Irish operation, formerly known as Balcas 
Kildare.
Paul, a Kildare native, re-joins the business 
having spent over 17 years working with 
Balcas, originally starting as a graduate and 
working his way up to operations manager. 
He has spent the past 18 months pursuing 
other opportunities and now returns to 
the Kildare site with a vast and unique 
knowledge of the plant, processes and its 
people.
Speaking about his appointment, Paul 

said: “I am so pleased to be back working 
in the sector and for the opportunity 
to apply my experience, knowledge of 
the team, the product and the site’s 
processes, to this thriving business.”
“This is a really exciting time for the W. 
Howard Group and its KOTA product. I 
believe that the business is well-placed 
to overcome any market challenges 
associated with the volatility around 
Brexit.”
W. Howard Group managing director, 
Graham Williams, who looks after the 
Group’s operations in the UK, said: 
“Because of Paul’s 17 years experience 
working with Balcas, we could not have 
a candidate more suited to this important 
role.” Paul McKenna, Managing Director, The W. Howard Group.

MODA INVITES YOU INTO THE GOOD ROOM 
Moda, created by Dulux, is partnering 
with RTÉ Player in a new, exclusive 
interior design series, The Good Room, 
which launched in September. Helping 
homeowners nationwide transform that 
one room that needs a little extra help, The 
Good Room aims to breathe life back into 
these forgotten spaces with the help of 
designers Caroline Foran 

and Jo Linehan from GAFF Interiors and 
Moda, created by Dulux. 
Moda features five curated capsule-paint 
collections, each especially chosen to 
create a styled finished look. Described as 
‘interior style in a colour card’, each Moda 

palette has been curated using a family of 
five colours, some of which are statement, 
some neutral, all of which work beautifully 
together, according to Dulux. Moda uses 
specially blended clays to deliver depth of 
colour. 

September/October 2017
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The wall is painted in Moda Tilbury Teal.
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B&Q SALES 
DOWN, AS 
KINGFISHER 
ANNOUNCE HALF 
YEAR RESULTS
B&Q owner, Kingfisher recently announced its half year 
results for the six month period ending 31st July, 2017.
Total Kingfisher Group sales reached just over £6bn, down 
1.3% on a like-for-like basis with Group Retail Profit at £467m, 
a 0.5% increase over last year.
In the UK and Ireland, B&Q and Screwfix delivered a 
combined turnover of £2.602bn, a 1.1% increase in overall 
like-for-like sales, however, this performance once again 
highlights the growing differential in performance between the 
B&Q and Screwfix businesses.
During the six-month period, 16 new Screwfix stores were 
opened and they achieved an 11.7% increase in sales, whilst 
B&Q was 2.3% down. Retail profit for the UK and Ireland was 
up 1.7%. 
The UK performance compares favourably with their French 
businesses Castorama and Brico Depot, where total sales for 
the six months reached £2.273bn, down 4.6% on a like-for-like 
basis. Retail profit in France was £174m, down 14.6% over 
last year.
In terms of their other established international markets, sales 
were £1.059bn, up 0.1% on a like-for-like basis and retail profit 
reached £88m, up 3.7%. 
The B&Q store rationalisation programme, involving the 
closure of 65 stores is now complete and the costs associated 
with this are £50m less than originally forecast, according to 
Kingfisher.
(Insightdiy.co.uk)

GENERAL HARDWARE 
SUPPLIES LTD JOINS 
UNITED HARDWARE
General Hardware Supplies Ltd, is one of United Hardware’s 
newest members, under the Arro brand, and is located in 
Newcastle West, Co Limerick. General Hardware is one of 
the leading suppliers of quality imported timber, sourcing from 
German, Swedish and Latvian saw mills. Regularly supplying high-
grade timbers up to 40ft, all its timber is CE-certified, stamped 
and graded. It supplies and delivers to the entire Munster region 
with a fleet of vehicles to meet the demands of customers 
including homeowners, general builders and carpenters, farm 
shed contractors, DIY enthusiasts and local merchants. For more 
information, visit www.generalhardwaresupplies.com

General Hardware Supplies Ltd.
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HAI IS DELIGHTED TO WELCOME ITS NEWEST MEMBERS
Ballina Tile & Paint Centre  
Pearse Street, 
Ballina, 
Co. Mayo
Tel: 096 21 124  
Contact: John Slater
Business: Tile and Paint Store

Brosnans Hardware 
Main Street,
Schull,
Co. Cork
Tel: 028 27 724 
Contact: Jeremy Brosnan 
Business: Builders Merchant 
Hardware and DIY

ECC Timber Products 
Corr na Mona, 
Galway
Co. Galway F12 F406  
Tel:  094 954 8255
Contact: John Diskin 
Business: Manufacturer of 
Construction, Fencing and Pallet 
Timber Products

Home & Garden Stores 
Castle Street, 
Ardee,
Co. Louth
Tel:041 685 8752
Contact: Fintan Kerr 
Business: Hardware, DIY, Home and 
Garden Retailer 

John Hearn Hardware Ltd  
Main Street,
Carrick on Suir,
Co. Tipperary 
Tel : 051 640 018
Contact:Michael Hearn 
Business: Hardware, DIY and 
Homewares Store

Lamberts Homevalue
Hacketstown,
Co. Carlow
Tel: 059 647 1401
Contact:Ray McGlynn
Business: Builders Merchant, 
Hardware and DIY 

Liam Cawley Hardware 
Unit 2, Erris Gardens,
Crossmolina,
Co. Mayo 
Tel: 096 31 284
Contact: Liam Cawley 
Business: Builders Merchant and 
General Hardware Store

Tiger Stock Ltd   
Unit 1B, Summerhill Enterprise 
Centre,
Summerhill,
Co. Meath 
Tel: 046 955 8898
Contact: David Flanagan
Business: Ventilation Products 
Supplier 

Tower Hardware Ltd 
Market Street, 
Swinford, 
Co. Mayo 
Tel: 094 925 1401
Contact: Brendan Doyle 
Business: Builders Merchant 
Hardware and DIY Store

News & Products
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IN ASSOCIATION WITH

The GDPR aims to make businesses more accountable for 
data privacy compliance and offers citizens extra rights and 
more control over their personal data. 
Preparation for the GDPR must be prioritised at board level 
for all organisations as it will have significant impact on all 
businesses. Not only must organisations comply with the 
GDPR, they also must be able to demonstrate compliance.

Getting ready for GDPR
GDPR will take effect on May 25th 2018. With less than a 
year to go, it is crucial to start preparing for it now, so you can 
demonstrate compliance. We recommend that each business 
does the following as soon as possible:
1. Carry out a review of where your organisation stands 

currently with regard to data protection compliance. Based 
on the results of that review, prioritise the most urgent 
issues for action, create a project plan and start the GDPR 
project.

2. Create a data inventory – create a list of what personal data 
is collected and from whom? For what purpose? How long 
is it kept? How secure is it? Who has access to it within 
and outside the organisation?

3. Consider whether you have told people what data you are 
collecting, why and where you are sharing it? If not, you will 
need to do so at the point where you collect the data, e.g., 
privacy notices on website, on competition entry forms and 
on application forms.

4. Review agreements with all third parties who have 
access to your organisation’s personal data to ensure that 
appropriate Data Protection clauses are included in the 
agreement. A ‘third party’ means anyone that touches 
upon your organisation’s personal data, such as an archive 
company, your cloud service provider, recruitment company 
etc.

5. Draft an appropriate Privacy Policy and Data Retention 
Policy and make them available to people whose data you 
collect.

6. Carry out a security review. 

Penalties
Breaches of the GDPR can attract fines of €20 million, or up 
to 4% of group annual global turnover. There are also potential 
criminal consequences for breaches. So, it is important to get 
started on compliance now, as it will take time. Do not put it off!

Transparency and Individual Rights
The GDPR provides the following rights for individuals:
• data portability;
• access to their personal data;
• to object to direct marketing;
• to restrict the processing of their information;
• to have information erased or amended;
• to be forgotten.
• Businesses must have appropriate mechanisms in place to 

deal with these new rights.

Legal basis for processing
Businesses must process data fairly. That means that you must 
be transparent about what you are doing with data. You must 
also have a legal basis for the collection of data, in some cases 
it may be that you have to collect credit card details to fulfil a 
contract, in others you may rely on people consenting to your 
marketing activity.
According to Article 32 of GDPR, consent should be “freely given, 
specific, informed, and unambiguous… by written statement”. 
One way of demonstrating consent is to invite the customer to 
tick an opt-in box confirming that they wish to receive marketing 
messages via specific channels (such as post, email, live phone 
call, etc.). It can also be done by clicking an icon, sending an 
email, subscribing to a service or providing oral confirmation. 
Silence, pre-ticking boxes or inactivity will not constitute consent.

A i i  a da a e i  fi e   
Some businesses will have to appoint a DPO, in circumstances 
where the business activity involves regular and systematic 
monitoring of data subjects on a large scale or where the 
business processes special categories of data, such as health 
data. The data protection officer does not have to be a lawyer 
but must have expert knowledge of data protection law and 
practices. The main tasks of the DPO are the independent 
supervision of an organisation’s compliance with the GDPR, as 
well as advising and overseeing staff dealing with personal data. 

The General Data Protection Regulation, also known as the GDPR, has been 

hitting the headlines recently due to significant fines and penalties that 

will be levied for breach of its provisions. Kate Colleary, co-founder and 

director, Frontier Privacy explains what this means and outlines how your 

business can prepare. 

GDPR
 – Where do we start?

Kate Colleary, co-founder and director, 
Frontier Privacy.

Colleary & Co law firm, and its sister consulting practice, 
Frontier Privacy, helps clients comply with data protection 
requirements. From initial compliance assessments, to 
drafting policies and training staff, we can help. 
Contact: Katecolleary@collearyandco.com 
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Morris’s Builders Providers Ltd started trading in 1983 following 
the closure of the city’s main builders merchants, Graves Ltd. 
Initially, 19 builders came together to acquire Samuel Morris 
timber imports and hardware business and, since the buyout, 
the business has been operating on the same city centre site.
From 1983 to 2016, the company went from a 4,000sq. ft unit 
with a small yard to a 20,000sq. ft retail unit on approximately 
five acres. Within that time frame, Morris Builders Providers 
and DIY expanded its product range from timber and building 
materials to include plumbing, tools, paint, hardware, doors/
floors, gardening and, in recent years, kitchens and electrical 
appliances. 

Morris’s Builders Providers & DIY in Waterford recently won the Octabuild Munster 
Large Business award. Seamus Reynolds, chief executive of Morris’s for the last 14 
years, spoke to The Hardware Journal about the history of the business and the 
recent substantial investment in expanding the premises, which has ushered in a 

new phase in the store’s development, opening up new opportunities in store layout, 
product display and enhanced customer service, both to the trade and the DIY-ers.

Morris’s offers
a new customer 

experience 

Store Profile

The kitchen department.
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A destination store
The inclusion of these products afforded Morris Builders 
Providers the opportunity to become a destination store for 
the DIY customer as well as the trade person. “The objective 
was to establish Morris’s as a market leader and the largest 
independent builders merchant and DIY operation in the south 
east.”
This provided the company with a challenge to balance 
the different service needs of both the tradesman and DIY 
customers, Morris’s set out to achieve this by providing a 
sophisticated supermarket-type store layout and checkout 
operation that would be familiar to the DIY customer while, at 
the same time, maintaining and upgrading the traditional sales 
counter for the trade customer.
In 2016, Morris Builders providers and its current owners, three 
leading local business people, started a €3.5 million expansion/
renovation project. The result is a new 40,000 plus sq. ft retail 
unit which enabled the business to more effectively showcase 
its range of more than 30,000 products.

Transformation
The renovation has transformed the store’s ability not only to 
display its products in store with greater scope and creativity, 
but also to streamline its services to the trade. Seamus provides 
examples of both: “Firstly, from the trade perspective, we now 
have a separate entrance to the trade yard through the Tramore 
Road Business Park for the customers arriving in vans or trucks. 
With our trade counter located adjacent to the yard, this has 
enabled us to greatly improve speed, efficiency and throughput. 
It means the trade customers arrive, get the materials they need 
and are on their way back to their site with the minimum delays. 
This improves efficiencies for the trade customer and for us as a 
business.
“Secondly, looking at the changes inside the premises, the 
extended retail space affords us the opportunity to set out, for 
example, full size kitchen and wardrobe displays without any 
space constraints. The extra space has allowed us to introduce 
new products to complement our existing ranges and enhances 
the customers’ comfort and ease in getting around the store 
while making their product selections.”

An important balance
Morris’s core business from the outset has been building-related 
but over the years it has positioned itself to maximise the repair, 
maintenance and improvement (RMI) market with its kitchens, 
bedroom, paint and Expert electrical departments. These days, 
the percentage breakdown of business between the trade 
and the DIY customers is approximately 60/40, Seamus says. 
“That’s an important balance and while there is still not enough 
confidence for people to trade up in house size, this had given 
added impetus to the RMI sector which has performed well. Our 
paint department, for instance, has always been particularly strong 

EVERY DAY, ANOTHER 
CHALLENGE
Seamus Reynolds shares his thoughts on the builders 
merchant’s life from winning awards to facing a new 
challenge every day.
On the Octabuild win: “Winning this award was 
wonderful and provided wider recognition for the hard 
work by the team in delivering a successful transition 
from an old, dated building and site to the current 
sleek and modern facility.”
Strong sellers for Morris’s? “Kitchens, electrical 
appliances, through our Expert electrical outlet, and 
paint are performing well for us. This ties in well with 
the ongoing repair-improvement market that continues 
to perform strongly.”
What do you do to unwind from the pressures of the 
business? “I enjoy cycling, a little golf and spending 
time with my family.”
The best thing about the life of a builder’s merchant? 
“Every day presents a different challenge.”

Store Profile

The Expert electrical department.
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thanks to a quality range and competitive pricing. The expansion 
in our retail space has allowed us to increase the size of our 
paint department by more than 20%. The additional space has 
also allowed us to enhance the DIY-er/home improver’s journey 
through the store with our kitchen and bathroom showrooms 
presenting our product ranges really impressively.”
The reconceived layout of the store was central to the expansion 
plan for the premises, according to Seamus. “The layout, not 
only of the store, but of the whole site, was one of the most 
critical factors at the design stage. Our goal was to create a 
customer experience with a logical flow through the store and 
yard. When envisaging the layout, we decided to create several 
distinctive spaces and experiences within the store for our 
customers. 
“For example, in the showroom spaces that have been created, 
the kitchen, electrical appliance, doors and floors, stoves and 
bathroom departments have all been positioned in a planned, 
cohesive manner to encourage crossover sales, for instance, 
between the fitted-kitchen department and the electrical-
appliance department. Each department has also been planned 
to ensure the relevant accessories are in close proximity, such as 
fireside buckets located close by the stoves department.”
He adds: “Similarly, the retail space that links to our trade and 
plumbing counter now houses our paint department as well as 
our hand/power tool and DIY sections, providing access to both 
the DIY customer and the trade customer. The entrance to the 
trade yard comes off the Tramore road to allow for quick and 
easy access for the builder and plumber, while the retail access 
is situated off the Cork road. The retail accessway leads in to a 
spacious car park.”

Attention to detail
Epitomising the attention to detail that has gone into this 
transformation of the store and its yard, Seamus says that the 
spaces in the car park are each 2.5m in width. This generous 
spacing, he says, has been deliberately allowed to facilitate 
easier loading of product into a customer’s car or van. “This 
investment wasn’t just about spending to expand our available 
space, it was about attention to detail and ensuring that optimum 
use is made of every metre of that additional space.”
The team at Morris’s, numbering 55, now have a key role to play 
in ensuring that the business optimises the many opportunities 
created by the redevelopment. “We pride ourselves on 
providing friendly and knowledgeable customer service. These 
qualities always form the focal point of our training. The depth 
of knowledge and expertise within our staff is strongly linked to 
the loyal, long-serving team members; 50% of our team have 10 

years or more service with the company.” 
The culture of friendly, knowledgable service is spread by 
the experienced staff leading by example and sharing their 
knowledge and merchanting ‘savvy’ with younger colleagues, 
Seamus says. “The knowledge that our team displays surprises 
even me sometimes! In our plumbing department, I’ve often 
seen plumbers consult with our department team to discuss 
how to handle particular problems. The team have more than 70 
years’ experience between them, so they know what they’re 
talking about. We will be looking to the spacious layout, and the 
relaxed customer experience it provides, combined with the 
team’s knowledge and expertise, to help us drive the business 
forward over the next few years.”

Community involvement
Morris’s is also committed to the local community and actively 
engages with local sports and events. It is one of the sponsors 
at Waterford United Football Club and is involved with the 
Waterford Retail Group, this year sponsoring a competition for 
the best shop fronts in the area. 
With the strong fundamentals of a knowledgeable staff, and 
a premises and yard designed for customer appeal, ease 
of use and efficient throughput, Morris’s Builders Providers 
and DIY have put in place the efficiencies and expertise that 
every business will need in the uncertain times ahead, with 
Brexit looming and online giants re-shaping the wider retail 
environment. 
A further complicating factor, Seamus notes, is the rate of 
economic recovery in the region. “The southeast and Waterford 
region have experienced difficult times and any future growth is 
likely to be slow. Our approach will be to confront the challenges 
ahead with the proven capabilities that our business can deliver 
– customer service, product knowledge, product range and 
availability. Equally important, will be maintaining our mix of trade 
and DIY customers.”

September/October 2017

Store Profile

The paint department.
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It’s not often that you need to go into the heart of Dublin to 
meet a manufacturer in our industry but, tucked away behind 
the building site that is Dawson/Molesworth Street, is the 
Dublin office of Fleetwood Paints. 
And it’s fitting that the company has offices there. Fleetwood 
started in Dublin over 60 years ago when the Doyle family took 
up the business of making ferrules – fashioning the metal bands 
that hold brush bristles in place – using tins of Jacobs Afternoon 
Tea biscuits. 
That business survived and thrived. Today, the third generation 
of the family are in the business, one which has expanded 
considerably beyond its scale and scope in the 1950s. From 
those beginnings in ferrules, it went on to make high-quality 
paint brushes. By the mid-50s, the company had opened its 
first factory in Cabra, eventually moving to a two-acre site 

in Inchicore in Dublin, where it opened one of Ireland’s first 
paint research centres. And in 1971, the company opened the 
Fleetwood Paints factory and its HQ in Virginia, Co. Cavan, 
where 130 people are now employed.

High quality
In a highly competitive market that often reflects a race to the 
bottom and a space that has been embraced and enhanced by 
the power of online, how does Fleetwood aim to differentiate 
itself? “For us, it has always been about high quality,” says 
Derek Byrne, Fleetwood’s marketing manager. “The paint 
side of our business evolved because we felt there was a lack 
of quality paint in the market to match the brushes we were 
producing.” 
And, that commitment to quality is consistently reinforced 
through sustained investment in the brand, he says. Currently, 
‘Fleetwood Paints’ are two-thirds of the way through 
implementation of an extensive brand refresh. The familiar 
figures of “Freddie Fleetwood” and his dog are being moved 
into the background, while the word ‘Fleetwood’ will be 
foregrounded with the infinity symbol and a colour spectrum on 
the double ‘o’. 

A new level
Derek believes this new concept takes their branding to a new 
level of customer appeal and relevance. “The rebranding lends 
a quality of timelessness and distances the range from any 

HAI CEO Annemarie Harte profiles one of the most well-known 
names in the paint business.

Fleetwood
‘Irish paint for Irish weather’ 

Tiles on an external display stand demonstrate the durability of Fleetwood’s exterior wall paints. 

26
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perceptions that it might be a product just for the 
trade.”
With websites, such as Pinterest and Houzz, inspiring 
customers to explore and create colourful signature 
homes, Fleetwood seek to reflect the needs of today’s 
consumer and the consumer of the future. In fact, 
the 18-30-year-old demographic is a primary target 
audience which means social media plays a large part 
in their marketing plans. “We don’t have the large 
budgets that others do so we have to be creative with 
our campaigns,” Derek says. 
One such campaign that has done particularly well is the ‘Paint 
Your Door’ Facebook campaign which encouraged customers 
to paint their front doors in May. What else makes as bold a 
statement about who you are, and it’s an easy job – two coats 
and done!
But there’s more than just a brand refresh going on, 18 months 
ago Fleetwood teamed up with Pantone to be their Irish 
licensee. The name, recognisable to many as the quintessential 
colour referencing guide, Pantone issues a Colour of the Year 
and this year, it’s Greenery (ref 15-0343). While Greenery may 
be the trendsetters choice, any retailer selling paint to end-users 
will tell you that grey still leads the pack in terms of sales and 
popularity, as it has done for some time now. On that note, 
Derek tells me that Grey Nuance is Fleetwood’s biggest seller.

“Irish paint for Irish weather”
Heritage is very important to Fleetwood and they are proud to 
flaunt the Guaranteed Irish symbol on their products. “Irish paint 
for Irish weather,” says Derek and shows me a picture of a 
number of tiles on an external display stand at their manufacturing 
plant in Virginia. “Our Weather Clad exterior wall paint offers up 
to 18 years’ durability and we actively test it against other leading 
paint manufacturers for its colour longevity.”
According to Derek, Fleetwood focuses on what the company 
is good at, and introduces me to the new Prestige 
range, which has managing director Conor Doyle’s 
signature emblazoned 

across the tin, attesting to “the finest paint we’ve ever made”. 
These are exciting times for Fleetwood.
As September was designated ‘Construction Month’ by 
Guaranteed Irish, I was delighted to visit this Irish success story; 
yet another family business, like so many in the industry, that 
has survived and is thriving post-recession. 
Fleetwood Paints, Derek assured me, has an unwavering 
commitment to the Irish market. The company has plans to 
expand abroad over the next few years, while continuing to 
consolidate and build the business here at home.  
Derek adds that the company greatly values its Irish retailers and 
provides support to the sector through its academy in Virginia 
with workshops and production line visits where they can 
view the product being mixed, in many cases by hand, and ask 
questions of the experts in the colour lab.

Pantone’s Colour of the Year is Greenery. Fleetwood 
have teamed up with Pantone to be their Irish licensee.

Product quality is paramount for Fleetwood.

Supplier Profile
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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.
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The State of Trade Survey from the Construction Products 
Association in the UK, conducted quarterly, provides insight 
into current and expected future industry trends. Its analysis 
includes the use of a ‘balance of respondents’ formulation 
to assess survey results and identify trends. Balance of 
respondents is a percentage of firms reporting a rise less those 
reporting a decline. No weighting is given to allow for the extent 
of the change of the size of the firms involved. 
The survey says that despite slower UK economic growth in the 
first quarter of 2017 and ongoing uncertainty relating to Brexit 
and domestic politics, construction product manufacturers 

reported continued growth in Q2. On the heavy side, 40% of 
firms reported a quarterly increase in sales, down from 45% in 
Q1. 

Lower expectations
On the light side, 55% of firms reported that sales increased 
during the second quarter, up from 38% in Q1, reaching the 
highest balance since 2014 Q4. Looking forward however, 
manufacturers’ expectations for sales growth over the 
next quarter and year weakened. Only 7% of heavy side 

As the uncertainty around Brexit continues, it’s interesting to see 
how the UK construction product sector is performing and what the 

industry’s expectations are for the short- to medium-term future. 
Here we outline the findings of a recent survey carried out on behalf 

of the Construction Products Association.

UK building 
products show growth

but expectations weaken

UK construction product sector survey

Hardware_Journal_Sept-Oct_2017_New.indd   28 02/10/2017   16:57



29September/October 2017

manufacturers anticipated an increase in sales over the next 
quarter, while a balance of 20% was recorded on the light side. 
Manufacturers’ cost pressures remained elevated in Q2, 
reflecting the ongoing pass-through of sterling’s depreciation 
post-referendum. In contrast to recent Markit/CIPS data, 
this survey indicates that inflationary pressures continued 
to intensify in 2017 Q2. Of heavy side manufacturers 93% 
reported rising costs, the highest balance since 2011 Q2, while 
a balance of 100% was recorded on the light side, the highest 
in nine years. In Q2, sterling depreciated 8.5% against the euro 
(in annual terms), marking a sixth consecutive quarter of decline. 
This has led to higher costs for imported raw materials and, in 
Q2, 87% of heavy side firms and 100% of light side firms (the 
highest balance since the series began in 2011 Q1) reported an 
increase in the cost of raw materials. Moreover, manufacturers 
expected overall cost inflation to persist over the next 12 
months. 

Growth drivers
According to the survey, construction growth over the past 
year has been driven by private housing, commercial and 
private housing RM&I, which has benefitted most product 
manufacturers. In all, 33% of heavy side firms and 36% of light 
side firms reported ‘significant’ rises in sales in Q2 (rises of over 
5%) compared with a year earlier; 33% of heavy side firms and 
27% of light side firms reported that sales had increased by up 
to 5% over the same period. However, 20% of heavy side firms 
and 18% of light side firms reported that sales fell by up to 5% 
during Q2. 

Prospects for next 12 months
Amid ongoing political instability and uncertainty relating to 
Brexit negotiations, product manufacturers’ expectations for 
sales growth over the next year weakened in Q2. In all, 21% of 
heavy side manufacturers and 30% of light side manufacturers 
reported that they anticipated sales over the next year would 
rise “significantly”, by over 5%. A further 29% of heavy side 
firms and 20% of light side firms anticipated further rises in 
sales of up to 5%. However, 21% of firms on the heavy side 
and 20% on the light side anticipated a fall in sales during 2017. 
Demand was reported as the key constraint on sales growth 
over the next 12 months; 43% of heavy side manufacturers and 
64% of light side manufacturers reported it was likely to be the 

key constraint on sales during the next 12 months. For heavy 
side firms, the other expected major constraints were: capacity 
(29%); material supply (14%); labour availability (7%); and raw 
material prices (7%). For the light side, 27% of manufacturers 
reported labour availability as a constraint and 9% cited raw 
material prices. 

Cost expectations
Annual consumer price inflation in the UK was 2.9% in May, up 
from 2.7% in April. Looking forward, manufacturers expected 
cost pressures to remain elevated over the next 12 months, 
with 93% of heavy side firms and 90% of light side firms 
anticipating increasing costs, on balance. 

Raw materials
The key driver of cost inflation in Q2 was raw materials, 
owing to the weaker sterling exchange rate and rising global 
commodity prices. Reflecting this, 87% of heavy side firms and 
100% of light side firms reported that raw materials rose over 
the past year. For the light side, this was the highest balance 
since records began in 2011 Q1. Given the recent rise in global 
commodity prices, fuel and energy costs were also noted as a 
key pressure for both heavy and light side firms. Exchange rates 
were also cited by 78% of light side firms, the highest balance 
on record. 

Employment growth and prospects 
The rise in sales during 2016, together with expectations of 
further increases during 2017, have seen product manufacturers 
increase employment. In Q2, one-third of heavy side 
manufacturers and 30% of light side manufacturers, on balance, 
reported that employment rose on a year earlier. Looking ahead, 
hiring intentions continued to remain positive. On balance, 40% 
of heavy side firms and 30% of light side firms anticipated 
increasing headcount during the next 12 months. 
Overall, capacity levels were reported to be sufficient in Q2, 
given current construction output and demand. Of heavy side 
firms, 36% reported that they had operated at between 90% 
and full capacity over the last 12 months, compared to 32% in 
Q1. For the light side, no firms reported that they had operated 
at 90% capacity or over, although 33% reported capacity 
utilisation over 80%. In 12 months’ time, capacity utilisation is 

UK construction product sector surveyUK construction product sector survey

QUICK GUIDE TO KEY STATS 

• 40% of heavy side firms and 55% of light side firms 
reported that sales rose during the second quarter of 
2017, the seventeenth quarter of growth. 

• Cost increases were reported by 93% of heavy side 
manufacturers and 100% of those on the light side, 
the highest balance in nine years, driven by raw 

material costs. 
• 93% of heavy side firms and 90% of light side firms 

anticipated costs rising further over the next 12 
months. 

• 30% of heavy side firms reported that exports 
increased in Q2. 
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anticipated to be 90% or higher according to 29% of firms on 
the heavy side and 22% of manufacturers on the light side. 

Capital investment 
In Q2, on balance, 50% and 47% of heavy side firms reported 
that investment in product improvement and plant & equipment, 
respectively, was higher than a year earlier. Furthermore, a 
balance of 36% reported increased investment in e-business, 
while a balance of 29% was reported for structures and 
customer research. Of light side firms, on balance, 78% 
reported increased investment in product improvement, while 
investment in research and development and e-business 
was higher for a balance of 75% and 56% of light side firms, 
respectively. 

Investment focus
On the heavy side, product improvement was the focus of 
capital investment intentions for the next 12 months, with half 
of manufacturers, on balance, anticipating increasing capital 
investment in this area. Furthermore, 43% also anticipated 
investment to increase in each of plant & equipment, customer 

research and e-business. For firms on the light side, 67% and 
56% anticipated investment to increase in product improvement 
and ebusiness respectively; 44% of light side firms, on balance, 
also anticipated increasing investment in R&D. 

Mixed performance for exports 
In Q2, 30% of heavy side manufacturers reported a rise in 
exports compared with a year earlier, against a balance of 22% 
reported in Q1. On balance, no light side firms in Q2 reported 
an increase in export sales compared with a year earlier. This 
compares to a balance of 17% reporting a rise in Q1. Looking 
forward, 11% of heavy side manufacturers and one-quarter 
of light side manufacturers anticipated a rise in exports, on 
balance, over the next 12 months. On the light side, this was 
the lowest balance in three years. 40% of heavy side product 
manufacturers and 55% of light side firms produced solely for 
the domestic market in Q2. The heavy side proportion was 
the lowest in two years. Of those that did export, exchange 
rate conditions was the key factor influencing export volumes, 
according to 44% of heavy side firms and half of light side 
firms. Other conditions, such as intra-group activity were also 
cited by 22% of manufacturers on the heavy side, whilst half of 
light side firms noted global competition as another key factor 
influencing export volumes in Q2.

The Construction Products Association represents the UK’s 
manufacturers and distributors of construction products and 
materials. The sector directly provides jobs for 300,000 people 
across 22,000 companies and has an annual turnover of more 
than £55 billion.

Sales Volumes - Quarter-on-Quarter
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Expected Constraints on Sales Over Next 12 Months
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‘Add Entertainment or Die’ was the title of a thought-provoking 
presentation from Paul Moers, MD of a marketing services 
company in The Netherlands, which took place mid-way through 
Day One. He wasn’t talking about music in-store, where 
numerous studies have shown how playing different types of 
background music can influence shopping behaviour. He was 
talking about how our eyes rule our brain. He suggested that, 
in the face of extreme price competition, there is too much 
focus on the functionality of products while opportunities to 
appeal persuasively to the customer via creative shop displays, 
for example, are missed. Too often, he said, shop displays lack 
inspiration and, therefore, fail to connect with customers.

Head-to-head
Competing head-to-head can be cut-throat, especially when 
markets are flat or growing slowly. Most companies focus on 
matching and beating their rivals, and as a result their strategies 
tend to converge along the same basic competitive pathways. 
Such companies share an implicit set of beliefs about ‘how we 
compete in our industry or in our strategic group.’ The more 
that companies share this conventional wisdom about how they 
compete, the greater the competitive convergence, i.e. it’s a 
dead end, according to Paul. Hence, competition is so often 
based on price.
There is more to a product than its physical value, he noted. 
There is the emotional, mental, social, inspirational and 
economical value. However, shop displays are often boring, 
failing to capture any of these elements. Owners and managers 
should consider how they can reach the emotional touchpoints 

of the customer – functionality in DIY is very important but 
so is emotion. DIY is dealing with people, not with machines. 
DIY centres that entice and inspire are more successful than 
the ones that don’t. Paul said that 95% of our decisions are 
taken based on intuition and emotion. If we ignore this fact, he 
argued, that leaves just 5% to battle on! 

Emotional touchpoints
The new field of competition is for players who are able to 
combine good prices with emotional touchpoints. The key 
question he said you need to ask is: how do I reach emotional 
touchpoints as a retailer in DIY? 

In the second article in our series focusing on the Fifth Global DIY Summit 

which took place in Berlin in June, HAI Chief Executive Annemarie Harte 

reports on some key messages from the event – the importance of capturing 

customer attention at an emotional level and the continuing appeal that bricks 

and mortar hardware stores retain with customers… even Millennials.

‘Entertain or die’
MOVING BEYOND PRICE COMPETITION

PRO & MRO

Female list 
completer

Weekend DIY

Seasonal & 
outdoor

Homecenters 
cater to all

Figure 2. Bricks and mortar stores still matter.

Global DIY Summit
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It is not about the product, it is about the solution. Add 
emotional aspects and your clients will become brand 
ambassadors.
Show not only functionality but also emotion:
• inspire your clients;
• be creative;
• build attractive displays;
• show inspiring videos;
• learn from other shop formats; and,
• think differently.

Bricks and mortar
The afternoon session on Day One opened with a presentation 
entitled ‘The Trump Presidency: How to Win in the US Home 
Improvement Market during the next four years’. Some of the 
more relevant aspects of this presentation to the Irish market 
noted the change in how the ‘big box’ home centres are putting 
equal weighting on providing solutions and services to their 
customers and how their customer reach is widening.
The main point about both of these presentations is that stores 
still matter in home improvement. ‘Return to stores’ will remain 
a key competitive advantage within the home improvement 
industry’s product mix. It is important to add resources 
to capture more traffic with Millennials and omni-channel 
shoppers. Millennials are viewed as a growth opportunity – not 
a threat that all business is going to shift online signalling the 
death of bricks and mortar stores. The presentation identified 
several including:
• bulk pricing;
• same day delivery;
• holidays and events;
• DIY knowledge; and,
• millennial technology adoption.

Research found that homeowners in the US are more willing to 
pay a premium for a home centre-endorsed installation service/
team. New loyalty options are an increasingly important and 
effective tool for the professional customer and stores that 

provide deliver-to-jobsite improvements are likely to have a 
competitive advantage over the next three to five years.
The presentation listed a number of items to action including:
• simplicity – generate traffic first, perfect your product scope 

and find product gap fillers;
• ‘fail through innovation’ – solid home centre growth will 

allow for opportunities;
• inspire with your brands;
• be excellent with your legacy – home owners and 

Millennials want authenticity, quality and targeted 
campaigns;

• increase in-store customer surveys;
• delivery and packaging optimisation;
• in-store service and employee training; and,
• cross-channel collaboration.

Global DIY Summit

GLOBAL OVERVIEW
Regions like Asia are less interested in DIY so the 
global market is largely concentrated in Western 
countries. The DIY market in Europe was valued 
at $148.9 billion in 2015 and is expected to reach 
$160.6 billion by 2020, according to Technavio’s latest 
report. Germany, France and the UK have 57% of the 
European DIY market (Ireland has approx. 0.5%).
Top 10 largest players worldwide (2016):
1. Home Depot USA
2. Lowe’s – USA
3. ADEO – France
4. Kingfisher UK
5. Bunnings Building Australia
6. Menards USA
7. OBI Germany
8. Sears USA
9. Bauhaus Germany
10. Canadian Tire Canada

What makes you unique

What you do better than anybody else

What needs to be right • Availability of products
• Service oriented staff
• Right prices
• Right assortment
• Multi channel, etc

• Brands
• Many shops

• Combining functionality with emotion

High High

Low Low
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niq
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fit

Figure 1. What makes your store unique? VALUE PROPOSITION LADDER DIY
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In the previous article we revealed that 64% of all instore 
activity is influenced by digital activity, with more 
consumers conducting product and company research 
online before making the final purchase. As a result, more 
businesses are looking at increasing their online activity, to 
reach out to customers in the early stages of their shopping 
journey. With the paradigm shift in marketing activity and 
online research, the heat is on for hardware retailers to 
reach out to their online audience. 

Getting started
To make a start on getting your business online the first 
question you need to ask is: what is your objective? Do you 
want to increase awareness; drive traffic to your site; drive in-
store traffic; build customer loyalty; or boost sales?
Once you have determined what you want to achieve you can 
plan who you want to target – by location, demographics and/or 
by interest – and implement your keyword strategy. 
From there, you can start to build your advertising. Google’s 
display ads offer a suite of display ad plugins and features to 
enhance your ad to reach your target audience. 

Dynamic display ads
In one of the break-out sessions at Retail@Google, Marc 
Ó’Fathaigh and David McGinley from Google offered a 
masterclass in how and why retailers can set up dynamic 
display ads. Whether a retailer wants to promote a new line of 
products or generate online business, dynamic display ads can 
be tailored to meet the specific goals of that business owner. 
Here are some of the display ad add-ons available, and the 
average percentage of user clicks for each unit on an ad:
• Call to action for directions – link to Google Maps direction 

instructions (very useful for mobile!) – 40%;
• Map in location – 25%;

• Call to action for store info – here you can include company 
opening hours, contact details and other information – 20%;

• Call to action (buy now) – links to landing page – 5%;
• Text area – to provide more information – 2%; and,
• Images – to showcase the brand, products, events, etc. – 

2%
Key takeaway: Users want quick and easy information, and they 
want to be able to find you.

Targeting your chosen audience
So you have your online ad set up, with a clear message 
and call to action, and you want to promote it to your target 
audience. How do you reach them? With Google, it’s all about 
the audience you’re targeting and the intent of the ad, both 
combined to match your business to search queries.
When it comes to categorising and filtering through audiences 
by behaviour, location and other demographics, it’s nearly 
impossible to bid accurately. Google recommends using 
campaign level lists to easily store, manage and categorise 
different products or ads. This can be as simple as copying and 
pasting your audience list into Google AdWords. 
From there, ‘IF’ functionality can be used to tailor your ad 
message to the user, e.g., welcome message or discount offer 
to first-time visitors, welcome-back messages for returning 

In the previous edition of The Hardware Journal, our review of the 
Retail@Google event explained how retailers can reach today’s informed 
customers who are constantly adapting to new technology. This edition 

looks at how retailers can be found online. 

Online targeting 
More insights from 

Retail@Google 2017

Retail@Google

The shift in the research journey.
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Retail@Google

visitors, reminders for cart abandoners, 
etc. 
AdWords Smart Bidding uses audience 
signals to optimise bids. Smart Bidding 
is used to automatically adjust the bid 
to the optimum rate based on a number 
of variables including audience list 
membership and individual demographics 
(age, location, etc.).

Change can be good
Small creative changes to an ad can 
have a big impact on clickthrough rates 
(CTR). In a test carried out by Google, 
by including a note on ‘free shipping’, 
the CTR was 13%, a call to action (order 
today) resulted in a CTR of 18%, and 
including the brand in the headline offered 
a CTR of 23%. However, the best result, 
of 35%, was attributed to including the 
product price in the headline. This drives 
home how well consumers respond to 
easily digested information. 
Ad variations and extensions continue to 
demonstrate how small changes can have 
big impacts on campaigns. Ad extensions 
are a critical factor in ad rank, and allow 

advertisers to add more information to 
product ads to improve and simplify the 
user’s experience. Features such as 
product reviews, the product price and 
sitelinks all enhance the ad and improve 
the user experience for the customer. 

Monitoring and optimising your 
progress
According to Oli Petas, Search Audience 
& Automation Lead at Google, “with 
great power comes great complexity.” 
As your campaign begins to grow it can 
be challenging to keep track of progress 
while managing bidding and structure. 
Fortunately, there are automation and 
re-marketing tools available for retailers 
to optimise how they reach out to online 
customers: 
• Smart Bidding uses advanced 

machine learning to automatically 
optimise bids to reach your audience, 
depending on their location, 
behaviour and other variables;

• Double-Click Inventory Management 
automatically generates content for 
your feeds; and,

• Dynamic Search Ads use your 
website content to fill any gaps in 
your keyword-based campaign and 
optimise targeting. 

Google also offers a new feature to online 
advertisers called the Hygiene Index; a 
single view of search account/campaign 
management, scored against Google’s best 
practices. This allows users to keep track 
of all campaign performance in one space. 
From there you can compare performance, 
and see where you can improve. 

Budgeting
In the case of any marketing plan, a 
specific budget will be dedicated to online 
marketing activity to fit in with and run 
concurrently with other business activity. 
It is recommended by Ryan Fitzgibbon, 
Product Lead at Google, to define your 
budget plans ahead of time so you can 
track your actual spends against target.
You can also define goals/success metrics 
at regular intervals so you can estimate 
performance and manage spend at a 
closer range.
Goal-setting options:
• Daily/weekly/monthly allocations;
• Set multiple goals, such as revenue, 

clicks, CTR, etc.

Use the hygiene index to monitor multiple campaigns in one place.

Small changes can have a big impact on clickthrough rates.

COMING SOON
Google will soon be releasing 
budget-based bid strategies to 
offer better control of campaign 
spend. To summarise, whether a 
retailer wants to generate website 
traffic and sales, or to pull online 
browsers to an instore sale, online 
marketing is an effective way of 
reaching out to audiences, to spark 
interest and to influence action. 
With today’s optimisation and 
creative tools there are more ways 
for hardware retailers to increase 
their impact, generate interest, 
and encourage action. Planning 
and continuous monitoring and 
measurement is integral to this. 
Paul Froggatt, Account Manager 
at Google, summed it up best 
when he said, “brilliant strategy 
is nothing without brilliant 
execution.” 
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The annual Autumn Gift & Home Fair took place in Citywest from August 20th - 23rd. 

This year it placed a particular focus on Irish-made products. It aims to offer fresh 

and inspirational ideas to “delight customers for the critical Christmas season”. HAI 

CEO Annemarie Harte popped over to have a look at a selection of products that 

could help you capture some of the lucrative Christmas market without having to 

redesign your store…

Christmas sellers
- FRESH SEASONAL IDEAS FOR YOUR STORE

Autumn Gift & Home Fair

A Bellaberry chocolate display stand.A ceramic cottage, refill box and small burner set from the Turf Peat Incense Co.

A ceramic pub from the Turf Peat Incense Co.

THE TURF PEAT 
INCENSE CO.
They are offering a start-up package  
costing €235 for new customers that 
includes a free wooden display stand, a 
ceramic cottage, stone, and some incense 
to demonstrate in the shop. 

Contact John O’Brien on 067 41777 for 
more details.
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Autumn Gift & Home Fair

Personalised mugs from Shannonbridge Pottery.

Mugs with everyday phrases, from Shannonbridge.

Christmas cushions €9.99 from PSW textiles.

PSW HOME TEXTILES
PSW is offering a range of Christmas-specific products 
and useful items for any time of the year, including a 
range of Uno Food Storage Sets:
• 400ml Uno Food Storage Set of 4 @€2.75;
• 600ml Uno Food Storage Set of 3 @€2.75;
• 800ml Uno Food Storage Set of 2 @€2.75.
They’re also offering a leak-proof shaker to keep salad 
ingredients fresh. All parts can be disassembled for 
cleaning. The salad shaker with fork and spoon is 
available @ €5.50. At the same price, there’s also a two-
layer snack container with silicone ring and fork/spoon.

SHANNONBRIDGE POTTERY
Irish sayings (chinaware), boxed and banded in gold. 
Wholesale €4 plus VAT, retail €8.99.
Teatime range (chinaware), boxed, personalised to your 
area. Wholesale €4 per mug plus VAT, retail €8.99.

BELLABERRY
2 x 6-pack (60 bars), free display boxes and free 
delivery: €140 plus VAT.
3 x 6-pack (90 bars), free designer wooden two 
tier CTU: €232.50 plus VAT.
5 x 6-pack (150 bars), free display boxes, free 
designer, wooden, four-tier floor stand: €372.50 
plus VAT.
With a minimum order of 60 bars, Bellaberry is 
happy to offer a 10% discount on chocolate to 
Hardware Journal readers.

Please quote ‘BellaHardware’ and contact 
Helen Leneghan on 086 185 5132 to order.

The builder’s chocolate.

Chocolate for the DIY enthusiast.
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Solus participated with top hardware industry blue chip 
companies in Ireland that involved a submission followed 
by a Dragon’s Den style competition. As well as former 
Dragon Bobby Kerr, judges included industry leaders 
such as Peter O’Donovan, Purchasing Manager – Retail, 
Glanbia; Denis Cronin, Head Retail Buyer, Dairygold; Paddy 
Kingham, Managing Director, Daly Bros N/E Ltd; and 
Gary Craven, Regional Manager (ROI), Murdock Builders 
Merchants.

Overall supreme award winners
After winning Best Home Product, Solus then went on to scoop 
the prestigious overall supreme award, placing them overall 
‘Best in Show’ at the Hardware Show. The supreme award was 
presented by Bobby Kerr, MC on the evening and Chairman of 
Innovation Award judges and Kieran Burke, HAI President and 
Group Procurement Director, Grafton Group plc. 

In terms of innovation, a company spokesperson said that Solus 
is ahead of the game and ‘light bulb moments’ are a common 
occurrence for this long-established Irish company.
 

Re-invention
The traditional 60-watt light bulb that lit our homes in the past 
has been re-invented by Irish lighting company Solus with new 
XCross Filament technology. The Solus next generation LED 

bulb with XCross filament design creates a compact 360 degree 
light source that looks and lights just like an incandescent bulb. 
The spokesperson commented: “It works just how you would 
expect it: instant light, using up to 87% less energy, with a 
natural, warm light and up to 15,000 hours lifespan.”

Solus was also invested heavily in its packaging, educating the 
customer with an easy-to-understand chart displaying helpful 
clear explanations and examples of lighting conditions. The 
New Solus Retail Experience Display Stands take the customer 
experience to a whole new level. These high-level display 
solutions allow customers to press a button to ‘try me’ and 
see exactly what the light bulbs look like when lit in various 
surroundings. They also educate the customer about the 
different technologies and about how they look and feel.
 
Ganly’s of Athlone was the first outlet to feature the new Solus 
Retail Experience display units followed by Topline Boland’s of 
Arklow, Morris’s Waterford, Topline Doyle’s Carlow and Tullow, 
Dairygold Co-Op Superstore in Limerick and a national rollout 
will follow over the next few months. 
 
Solus is an Irish-owned company that has been established for 
over 80 years and now supports 63 jobs in Ireland. Solus says 
it sells one bulb every six seconds and offers a 50% margin 
across the range. With over 60% market share in the lighting 
category, Solus is the leading brand that consumers demand. 

The Innovation Awards were a highlight of the Hardware Show at the RDS 
Dublin earlier this year and Irish company, Solus, was awarded Best Home 

Product for its XCross Filament LED technology.

Light Bulb Moments
for supreme award winners Solus

Innovation Awards

Bobby Kerr, MC on the evening and Chairman of Innovation Award judges with David Reynolds , Head of Sales & Marketing at Solus Lighting and President of Hardware Association Ireland, Kieran Burke.
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September/October 2017

HAI’s Autumn Classroom Training schedule has launched with one-day courses 

in a range of topics tailored for hardware retailers, merchants and suppliers. 

All courses take place at HAI’s office, in Blackchurch Business Park, Rathcoole, 

Dublin, conveniently located off Junction 5 of the N7.

HAI Autumn Classroom Training 
schedule is up and running 

If you need any more information about any of the 
courses or wish to enrol please visit 
www.hardwareassociation.ie/education or contact 
Aoife Kinsella at aoife@hardwareassociation.ie

19TH OCTOBER 
MEMORABLE CUSTOMER 
SERVICE
The Memorable Customer Service workshop aims to 
equip you with the necessary knowledge and attitude 
to deliver excellence in customer service to ensure 
customers continue to do business with you rather 
than your competitor. At the end of this workshop 
participants will be able to:
• explain the meaning and significance of memorable 

customer service to a business;
• state and explain the ‘3 Pillars of Customer 

Satisfaction’ (product, convenience and human 
factors); and, 

• demonstrate the ‘ABC’ of face-to-face memorable 
customer service (attitude, behaviour and 
competence).

Who Should Attend?
This workshop is tailored to the needs of hardware 
retailers and builders’ merchants.
Cost per attendee: HAI Member: €200. Non-Member: 
€250.

25TH OCTOBER    
NEW: STOCK CONTROL   
Keeping accurate stock figures and ordering correct 
quantities of stock at the right price can be made 
easier – if you know how. This course is designed to 
help participants manage their stock and resulting costs 
more effectively.
By the end of the course, participants will have 
developed:
• an understanding of the importance of stock 

control;
• a better understanding of the problems of having 

too little or too much stock;
• enhanced ability to identify ‘redundant’ or ‘obsolete’ 

stock;
• knowledge of how to implement and maintain good 

stock control practices; and,
• an understanding that everyone in the business, 

regardless of their level, can make a positive 
contribution in this area.

Who Should Attend?
This course is designed for staff at all levels in a 
hardware business. 
Cost per attendee: HAI Member: €200. Non-Member: 
€250.

Attendees hard at work at a recent Memorable Customer Service course.

A stock control course is a new addition to the autumn training schedule and takes place on 
October 25th.
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NOVEMBER 14TH    
CONSULTATIVE SELLING SKILLS FOR SUPPLIERS
Consultative Selling Skills gives building 
materials suppliers the opportunity to explore 
the foundations of effective communications 
before exploring the tactics and frameworks 
needed to sell effectively. The one-day 
course is divided into three sections:
effective communication;
attitude enthusiasm and persuasion; and,
selling.

Who Should Attend?
This course has been tailored for companies 
supplying to hardware retailers and 
merchants.
Cost: HAI Member: €200. Non-Member: 
€250.

Attendees at a recent Consultative Selling Skills for Suppliers course.

NOVEMBER 29TH       
CONSULTATIVE SELLING SKILLS FOR RETAILERS AND MERCHANTS   
The Consultative Selling Skills Workshop aims to equip 
hardware retailers and merchants with the necessary 
knowledge, skills and attitude to deliver excellence in sales 
to maximise every selling opportunity with a customer. Using 
the five-step process of consultative sales techniques this 
course will explore the key steps in selling, including:
• opening the sale;
• establishing and distinguishing the customer’s needs 

and wants; 

• defining the features, advantages and benefits that 
match the customer’s needs and wants; and,

• the five main ways to successfully close a sale. 

Who Should Attend?
All hardware retail sales staff and managers.
Cost per attendee: HAI Member: €200. Non-Member: 
€250.

A busy session at a recent Consultative Selling Skills for Retailers and Merchants course.  
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The first-quarter figures also show that, of the total permissions 
for dwelling units granted in the first quarter of 2017, 3,754 
were houses and 896 were apartments (2,534 houses and 
557 apartments in 2016). This shows an increase of 48.1% in 
the number of houses, as well as an increase in the number of 
apartment units of 60.9%, on the same period in 2016. 

Total floor area planned in Q1 2017 was 1,460,000m². Of this, 

52% was for new dwellings, 29% for other new constructions 
and 19% for extensions. The total floor area planned increased 
by 14.1% in comparison with Q1, 2016 (1,280,000m² in Q1 
2016). 

One-off houses accounted for 34% (1,273) of all new houses 
granted planning permission in this quarter. This sector 
experienced 30% growth on the same period in 2016. 

In the first quarter of 2017, planning permissions were granted for 4,650 
dwelling units, compared with 3,091 units for the same period in 2016, an 

increase of 50.4%. 

Dwelling unit 
approvals up 

50.4% in Q1, 2017

,000m2
Q1 (Jan - Mar)

+-% Change
2014 2015 2016 2017

New construction

Dwellings 336 525 502 760 +51.4%

Other new 229 243 522 421 -19.3%

Total new 565 768 1,024 1,181 +15.3%

Extensions 180 206 256 279 +9%

Total Permissions 745 974 1,280 1,460 +14.1%

Table 1. Planning Permissions. In the period Jan-Mar 2017, a total of 1,460,000m² of floor area planned was granted permission, representing an overall increase of 14.1% on the same period last year. New Dwellings 
experienced significant growth of 51.4%.
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Q1 (Jan-Mar) 2015 2016 2017 % Change

Multi-Development Houses

No. of permissions 69 94 114 +21.3%

No. of units 1,606 1,556 2,481 +59.4%

Floor area (,000M2) 232 209 341 +63.2%

Average floor area M2 144 134 138 +2.5%

One-Off Houses

No. of permissions 908 978 1,273 +30.2%

No. of units 908 978 1,273 +30.2%

Floor area (,000M2) 222 236 308 +30.5%

Average floor area M2 245 242 242 +0.1

Apartments

No. of permissions 82 90 126 +40%

No. of units 699 557 896 +60.9%

Floor area (,000M2) 68 50 83 +66%

Average floor area M2 97 90 93 +3.3%

Region ‘000m2 Jan – Mar 2015 Jan – Mar 2016 Jan - Mar 2017 +-%

Dublin 185 196 153 -22%

Border 39 43 62 44%

Mid east 105 59 250 324%

Midlands 16 27 35 30%

Mid west 32 26 42 62%

South east 35 42 60 43%

South west 59 63 93 48%

West 45 46 65 41%

Total Dwellings 516 502 760 51%

Table 2. Analysis of dwellings. In the first quarter of 2017, the average floor area of a one-off house has remained virtually the same as 2016, with a minimal increase of 0.1%. Multi-development houses show a 2.5% 
increase. The average floor area of an apartment is also up, by 3.3%, at 93m². A one-off house has an average floor area of 242m² and a scheme house has an average floor area of 138m². 

Table 3. Dwellings by region (floor area planned ,000m²). There has been an overall increase in floor area planned of 51% compared to last year. The mid east in particular has seen significant growth. Dublin, however, 
is down by 22%. 

Source: CSO.
Many thanks to Tegral for its assistance in compiling this information.

Floor area planned by region for all new dwellings
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County by county, the biggest take-up continues to be in Dublin 
and its hinterland, with home owners in this catchment area 
(Dublin City, Fingal, Dun Laoghaire-Rathdown and South Dublin) 
undertaking work on more than 28,000 properties, close to 
half of the national total. This would be in line with population 
densities, although the nationwide figures could also be seen as 
supporting the view that the economic recovery continues to be 
stronger in the larger cities and towns than in rural Ireland.

A nationwide breakdown, based on local authority areas, to 
July 31st, 2017, is shown in Table 2. Table 1 lists the top five 
categories of works by value.
The Home Renovation Incentive was introduced in October 
2013 with two main aims:
• to boost activity in the legitimate construction sector; and
• to give a tax credit to homeowners for renovation and 

similar work on their main private residence.

According to recent figures (to the end of July 31st) from the Revenue 
Commissioners, home owners have undertaken renovation work to the value of more 

than €1.503 billion on 63,105 properties through the Home Renovation Incentive 
(HRI) scheme since it began four years ago.

Home owners 
spend €1.5 billion 

through HRI 

Hardware_Journal_Sept-Oct_2017_New.indd   46 02/10/2017   16:58



47

Market Intelligence

September/October 2017

Local Authority Number of 
properties Number of works Estimated value of 

works €m
Carlow 469 699 7.70

Cavan 440 584 8.01

Clare 1072 1541 25.50

Cork City 1583 2391 45.50

Cork County 5795 8982 119.75

Donegal 484 672 12.15

Dublin City 9505 14144 286.17

DLR 7652 11936 263.25

Fingal 5929 8878 134.83

South Dublin 5587 8392 116.67

Galway City 917 1463 24.38

Galway County 1635 2484 33.07

Kerry 1288 1850 26.33

Kildare 3692 5503 68.96

Kilkenny 925 1287 17.61

Laois 445 657 7.43

Work description Total works by value % Total works by number 

Home extension 34.58 8.90 

General repairs & renovations 25.22 13.52 

Window replacement 10.86 23.02 

Kitchen renovations 9.95 17.96 

Other works (unspecified) 3.36 7.06

Local Authority Number of 
properties Number of works Estimated value of 

works €m
Leitrim 219 287 3.73

Limerick 2064 3060 39.25

Longford 240 350 3.74

Louth 1032 1402 17.58

Mayo 822 1184 15.38

Meath 2222 3335 42.54

Monaghan 261 336 4.23

Offaly 500 698 8.18

Roscommon 574 855 9.13

Sligo 666 1001 16.02

Tipperary 1426 1974 28.98

Waterford 1192 1723 24.02

Westmeath 866 1272 15.42

Wexford 1184 1718 20.54

Wicklow 2419 3620 57.04

Total 63105 94278 1503.09

Table 1. Top five works by value.

Table 2. Nationwide breakdown, by Local Authority area. Figures correct to the end of July 2017.
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Young people are the lifeblood of any health-insurance 
system. Under the system of community rating that has 
operated in Ireland for years, everybody paid the exact 
same for their health insurance, irrespective of age. The 
reality is that younger people are healthier, and as a result, 
claim far less than their older counterparts. So, younger 
people are far more profitable than older people to health 
insurers. 
But, the problem is that it has been devilishly difficult to 
encourage young people to take out health insurance, at the 
time when they are profitable for insurers. The main reason 
being that it traditionally was not viewed as good value for 
money as younger people did not claim very much. And, then 
you add on the money pressures that younger people have 
paying their mortgages and raising their families etc., so it’s 
probably not surprising that this group was hard to attract. 

Lifetime community rating
A number of initiatives were tried to attract more young people 
into the market. First of all, we’ve seen product innovations 
from insurers offering specific benefits (such as maternity cover, 
children’s cover etc.) aimed at younger people. 
But, the big change happened in May 2015, with the 
introduction of lifetime community rating (LCR). This initiative 
changed the system so that anyone taking out health insurance 
above the age of 34 is now charged a higher rate than other 
subscribers every year into the future. The older you are taking 
out health insurance, the higher your loading will be, each and 
every year. So, as a result, the system now encourages people 
under the age of 35 (that healthy and profitable cohort) to enter 
the system earlier than they might have before, in order to avoid 
the loading. 
Overall, there is no doubt that LCR has worked. The figures 
from the Health Insurance Authority show that more people 
under the age of 35 are signing up for health insurance, and 
because they are more profitable, this is helping to lower the 
premiums of older customers. 
At least 240,025 people aged between 25 and 35 now have 
health insurance – this age group being critical in the efforts to 
keep premiums as affordable as possible. The premiums that 
they pay and their lower levels of claims help to balance out 
the shortfalls from older people who claim more and are more 
expensive for insurers. 

The Health Insurance Authority chief executive Don Gallagher 
said: “The private health insurance market is clearly in a 
recovery phase. The sustainability of the market, and the overall 
affordability of premiums, is supported by the increase in the 
total number insured and the younger average age of those 
insured. Our community-rated system requires a steady flow 
of new and younger lives becoming insured. This helps support 
the intergenerational solidarity that is implicit in community 
rating where premiums are not risk-rated for expected future 
health status or current age. The increase in the numbers 
insured under 50 years of age is very welcome as this is a key 
target group for LCR.” 

Roisin Lyons of Lyons Financial Services outlines the 
reasons why builders merchants should encourage their 
younger employees to take out health insurance.

Health insurance for 
younger employees

Roisin Lyons of Lyons Financial Services.

TAX BENEFITS
Tax relief is provided on all plans. For direct policies 
this is given at source, for company-paid schemes, 
the company pays the gross premium, the employee 
claims back the tax relief in form of a tax credit from 
revenue and is charged BIK. There is no tax benefit for 
the employer. 

FINDING THE BEST DEALS
Employers in the hardware and builders merchants sector 
can utilise companies such as Lyons Financial Services, 
who, through their relationships with the health insurers, 
are best placed to be aware of the best deals on offer 
– some of which are not really publicised widely! Such 
companies are in a position to negotiate the best deal for 
your company. In some circumstances, they can offer 
unique group discounts for your employees and additional 
benefits such as bespoke wellness programmes which 
are very well received and can be organised at a time that 
suits you, to tie in with employee benefit days.
To make contact with the Lyons team, email 
health@lfs.ie or call 01 801 5808. Please identify yourself 
as a member of HAI to avail of the group arrangement.
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Anyone embarking on this journey should treat it with the same 
level of importance and consideration as opening up a new 
physical branch or outlet. It requires plenty of thought, sufficient 
time and adequate resources. If you are thinking that an online 
sales strategy is right for your business, it is worth taking the 
time to document your answers to the questions below.

1. What business problem would you like your 
e-commerce site to solve, or what opportunity would 
you like it to target? 
General goal setting will provide a broad strategic focus 
for your internal team and your website/systems provider. 
Set objectives and KPIs that can be measured and that 
are relevant to the overall goal you would like to see your 
e-commerce site achieve eg., sales value target, number of 
online customers, average order value, etc.

2. Do you plan on integrating your e-commerce site with 
your business system? 
You can choose zero level, low level or to have a high level 
of integration with your existing business system. The 
cheapest and easiest way of establishing an e-commerce 
presence is to choose the low zero integration option. If 
you plan on only processing a handful of orders every day, 
then this option would probably be sufficient. 
For those businesses with serious e-commerce ambitions 
high level integration offers multiple benefits with the 
automatic synchronisation of data between your online store 
and your business system saving time and money, reducing 
human errors and ensuring your customers don’t purchase 
out-of-stock items or incorrectly priced merchandise.

3. Who will be your assigned project manager for your 
e-commerce site? 
Selling online could be a hugely successful opportunity 
for your business but, as with your store or trade counter, 
you wouldn’t leave it without a manager – someone 
responsible for ensuring you attract customers to your 
site, for driving sales conversions and also ensuring your 
customers remain satisfied.

4. Will your e-commerce site target business to business 
(b2b) or business to consumer customers (b2c), or 
both? 
There are key differences between a B2B and B2C 
e-commerce site that you must take into account during 
the planning and design phase. For example, registration 
approval may be required for your B2B customers to allow 
them to access their specific pricing terms etc.

5. What products will you stock in your online shop? 
Once you specify the product range to be included, 
you then need to define product types, supply product 
descriptions, sort your products into categories, add 
appealing product images and define product tags for your 
entire product range. You must do this to make the product 
search and comparison easy for customers, resulting in 
more purchases. Setting up products in the best way 
possible is highly important for an online store.

6. Do you need to make any amendments to your order 
management systems to facilitate e-commerce? 
Payments – how will you accept payments? Opening a 
merchant account with an online payment service needs to 
be planned well ahead of the site launch date.  
Logistics – if you specify delivery times, who will be 
responsible for ensuring these times are met? What 
happens in an ‘out of stock’ scenario? Will you manage 
online orders from multiple branches? 
Shipping – will a standard shipping rate apply? Will you 
offer free shipping? How is shipping calculated – by weight, 
volume, distance etc. 
Customer Service – who will deal with customer service 
queries, complaints and returns?

Just because it is now easier for businesses to sell online, that doesn’t 
mean it is also easier to be successful at selling online. Mark McArdle, 
Group Sales Director, Intact Software, advises on avoiding the pitfalls.

The road to 
e-commerce 
success

IN PARTNERSHIP WITH

If you would like to download Intact’s free guide, 
Selling Online – is it the right option for my business? 
log on to www.intactsoftware.com/intactinsights
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Truthfully, most business owners, managers or CEOs, view 
their payroll department as an administrative burden that 
is necessary, but that provides no real added value to the 
business. It is ironic that payroll is, perhaps, one of the most 
vital components of any business. It is easily forgotten, that 
even a small error could cost a business thousands and even 
lead to loss of staff.
Payroll requires a high level of accuracy and a quick turnaound. 
Payroll impacts on the morale of employees. Your payroll 
department not only remunerates staff, but supplies the 
data to comply with employment law legislation, Revenue 
requirements, CSO requirements and Pensions Board 
requirements, and can provide valuable reporting for your 
financial accounts. There are massive changes coming that will 
impact payroll.

Revenue-led changes
As of June 2017, the face of Revenue Online Services has 
started changing and users will be greeted by a newer, fresher 
front end. Online PAYE services have changed with the PAYE 
Anytime system being replaced. Revenue has also made 
changes to the ROS registration process. This is only the start of 
major changes within Revenue and ROS.
The plan is that, over the next year, Revenue will eliminate the 
filing of P30s, P45s, P60s and the dreaded end-of-year return 
Form P35. They envisage that once a payroll is completed, 
the data will be submitted via the payroll software directly to 
Revenue and then exchanged with social welfare. The benefit 
is that Revenue will see any new employees or leavers and also 
will know what payment to expect at the end of month from 
employers (the old P30 payment). Also due to the “instant link”, 
social welfare can credit individuals with PRSI contributions on 
an ongoing basis – no more mid-year social welfare PRSI record 
inquiry forms to be filled in. 
So all is good – well, almost! There may be huge implications in 
the ‘long grass’ for employers.
It is envisaged that with this “instant filing”, the opportunity 
to amend a payroll or rewind a payroll to account for a late 
timesheet, bonus, deduction, updated tax cert, etc. is limited or, 
perhaps, even eliminated. 

According to a recent meeting between the members of the 
Irish Payroll Association (IPASS) and Revenue, representatives 
at the 2017 Annual IPASS Conference, subsequent payroll 
changes may be looked at closely by Revenue’s system. For 
example, if a payment is forgotten and payroll is amended, the 
resulting effect is to increase liability – which may be ok. But 
take a situation where payroll is revised to bring down a liability, 
Revenue will, in their own words “look closely” as to why that 
happened. Considering they will see the initial return and the 
revised return, they will most certainly work out the reason for 
the adjustment.
So we are entering into a future where each payroll must be 
correct first time and where any attempt to subsequently 
amend a payroll already filed with Revenue, could be considered 
ill-advised. No one wants to raise a red flag with Revenue that 
would lead to closer scrutiny and a possible PAYE audit. It’s 
time to fully resource your payroll department!

GDPR
Also coming in May 2018, is the European Union’s General Data 
Protection Regulation (GDPR), considered the most sweeping 
revision to European privacy and data-protection legislation 
ever. Replacing our Data Protection (Amendment) Act 2003, it 
gives consumers greater control over how their personal data 
is used by businesses, large and small, across the EU. With the 
explosion in the volume of consumer data, current regulations 
are not robust enough for this digital economy. That’s a 
significant problem for both businesses and consumers. Payroll 
data falls fairly and squarely under GDPR. There will be serious 
fines for non-compliance.
Under the GDPR, it is envisaged that employers can be 
requested to disclose and then, if requested, they must delete/
remove all employee records (more than three years old) held 
by them, both electronic and physical. It is time to organise your 
employee data and payroll files now.
In payroll, you have an opportunity to look at and control staff 
costs, to be compliant with all employer legal and legislative 
requirements. But to stay ahead of future changes, it is now 
time to look at your payroll department and plan for these major 
changes. 

Kevin O’Rourke, MIPA, Payroll Manager, Byrne Casey & 
Associates on big changes ahead for payroll departments.

Seismic changes 
ahead in payroll

Kevin O’Rourke, MIPA, Payroll Manager, 
Byrne Casey & Associates

IN PARTNERSHIP WITHXXX XXXX
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According to the research company, Global Industry Analysts, the global market 

for workwear is projected to exceed €40 billion ($48 billion) by 2022, driven 

by the growing working-age population, the increase in female workforce and 

fabric/materials innovation promising enhanced performance, style, safety, 

comfort and functionality. Recovery in the construction sector and the hunt for 

more skilled workers in the sector also means rising demand in the Irish market. 

Workwear set for 
global growth
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Encouragingly, 63% of 
respondents to a survey 
conducted by the Society of 
Chartered Surveyors expect 
the number of individuals 
employed in the sector to 
increase in the next 12 months 
but significant challenges still 
exist. The Irish construction 
industry, as of 2016, employs 
over 140,000 workers, and is 
poised for continued growth 
up to 2020. By 2018, at the 
current rate of growth, is it 
expected by the Construction 
Industry Federation that there 
will be 50,000 new workers 
in the sector. This suggests 
increased opportunities for 
the workwear and safety wear 
sector. 
The fire-resistant fabric market 
alone is projected to be worth 
over $5 million in 2020 from 
$3.9 million in 2015, thanks 
to tighter industry regulations 
and standards, increasing 
safety concerns, and growth 
in end-use industries such 
as oil and gas, chemical and 
infrastructure. Europe is 
the largest market for fire 
resistant fabrics, strongly 
driven by the continent’s 
tight industry regulations. 
The key focuses for fire-
resistant fabric manufacturers 
include improving the overall 
performance of the fabrics as 
well as incorporating additional 
functions such as cooling and 
impact resistance to increase 
the comfort and durability of 
the products. 
Here in Ireland, supplier 

Some of the Sockshop range (clockwise from top right): the cotton boot sock, the wool boot 
sock, the leisure sock and the extreme performance sock.
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companies are responding to these promising market trends 
with new products and innovative ranges.

Leon Boots Co. 
Leon Boots Co. has been in existence for seven years as a 
distributor of EVA wellington boots. A spokesperson for Leon 
Boots said: “By listening carefully to our valued customers, 
we have discovered a growing market niche for Ultralight 
protective/safety boots, a revolutionary alternative for outdated 
heavy rubber or PVC footwear.”
The spokesperson continued: “In order to provide the 
best-quality products, we work only with well-established 
manufacturers from the EU. We are targeting the hardware, 
gift, DIY, footwear, farm and garden sectors. With factories 
based in Central Europe, we are ready to serve the most 
demanding clients with a wide range of footwear and excellent, 
timely service at competitive prices.”

Portwest launches catalogue
Portwest has unveiled its new catalogue which showcases the 
company’s largest product offering to date, with over 1,300 
products.
Portwest is a family-owned Irish business since 1904, based 
in Westport, Co. Mayo. According to a spokesperson for the 
company: “We are Irish market leaders in the design and 
manufacture of workwear. Product ranges include rainwear, 
personal protective equipment products, leisurewear, safety 
footwear, fall arrest and flame-resistant clothing.”
The new 593-page catalogue features new product ranges and 
customer favourites. “With over 200 innovative new designs 
spread across every range, the new catalogue caters to a 
diverse range of industries. Portwest’s extensive range of PPE 
is independently tested to meet the stringent requirements and 
international standards within each industry.”

New ranges include the PW3 workwear range, PW2 high 
visibility and PWR high performance rainwear, all of which feature 
innovative new fabric finishes to enhance garment performance. 
Other innovative products featured in the catalogue include 
Glowtex, Peakview, PW Nano 6000 gloves and Portwest’s new 
innovative zip technology, Ezee Zip.
The catalogue is now available.

COMMERCIAL FEATURE

Ultralight, the safety boots, distributed by 
Leon Boots Co., are made of EVA polymer.
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There is only one
Distributor Keypoint Abrasives Ltd describes the MaxiFlex 
Ultimate with Ad-apt cooling technology as Ireland’s favourite 
work glove. Keypoint says that the more successful the glove 
becomes, the more imitations have appeared. But a company 
spokesperson points out that there is only one grey and black 
Maxiflex:“The MaxiFlex Ultimate with Ad-apt cooling technology 
has the thinnest, most breathable coating allowing heat built up 
on the hand to pass effortlessly through the carefully structured 
air tunnels in the palm of the glove. Movement ventilates the 

warm air away from the hand, circulating more cool air into the 
glove. Finally, the Ad-apt technology regulates the temperature 
of the hand, keeping you cool and dry no matter what job you are 
doing.”
The spokesperson continues: “Despite being only 1.0mm thick, 
the MaxiFlex Ultimate from ATG is incredibly strong. Thanks 
to the Duratech coating, MaxiFlex will take anything you can 
throw at it. To put it in perspective, to achieve similar results in 
independent testing, colour imitations need to be 30% thicker. 
This comes at cost with a loss of wearer comfort, dexterity and 
flexibility.” 
Keypoint says that only ATG gloves, including the MaxiFlex 
Ultimate, are washed in water that is rain harvested before 
packing. Additionally, Keypoint states they are the only gloves 
in the world with certification from the Skin Health Alliance 
indicating they are dermatologically accredited, allergy tested and 
skin-friendly. The gloves are available exclusively from Keypoint.

The cover of Portwest’s latest catalogue.

ATG MaxiFlex Ultimate gloves with Ad-apt technology are available exclusively from Keypoint Abrasives Ltd.
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Winter jackets from Snickers Workwear
Snickers Workwear with 37.5 technology is designed to 
keep you warm during the colder months, the company 
states. The activated embedded particles in its 37.5 
technology garments is intended to retain warmth 
generated by the body, keeping it at its optimal temperature 
– 37.5º centigrade. Because of this, the amount of energy 
the body needs to keep warm is reduced, meaning more 
energy for the work at hand.
The 8101 AllroundWork 37.5 Insulator Jacket is padded 
with 37.5 insulation for warmth and climate control. It can 
be used on its own, thanks to its water repellent outer 
layer. Alternatively, it can be worn as a mid-layer under a 
waterproof shell jacket. The long arm cuffs have thumb 
grips for warmth and comfort and the high collar offers 
extra wind protection.
The 4512 AllroundWork 37.5 Insulator Vest can be worn 
both as a mid or outer layer. It features 37.5 insulation and 
side panels in stretch material for added flexibility. 

Sock it to the cold 
Founded in 1983, and taken over by the Ruia group in 2005, 
Sockshop now boasts a huge range of socks. According 
to a company spokesperson: “Through both our licensing 
umbrella and our innovative in-house design team we offer 
a range of fantastic brands including our outdoor offering: 
Jeep, Storm Bloc Extreme and Storm Bloc Essentials.”
Designed (since 1941) for peak performance in rugged 
conditions, Jeep products are practical, hard wearing and 
look great, according to the company. 
Utilising Blueguard engineering, Storm Bloc Extreme is a 
durable, dependable and hard wearing outdoor socks. Such 
is the Sockshop company’s confidence in the product it 
offers a lifetime guarantee on its Storm Bloc Extreme range.

The Storm Bloc Essentials range has been created to bring 
the company’s expertise to the world of outdoor products, 
offering a range of functional, technical and innovative 
products that provide performance, comfort and style. 
According to Sockshop, its product range is only available in 
garden centres, hardware stores and camping stores. A winter jacket from Snickers.
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INNOVATION IN PPE
Manufacturers in the US offer their views on the latest 
trends in the Personal Protective Equipment (PPE) 
sector.

 “Ergonomically designed gloves intended to enhance 
worker comfort is a current hand protection trend we expect 
to expand to a growing number of PPE products. Muscle 
injuries caused by repetitive daily tasks are a leading cause 
of lost workday injury and illness. Ergonomically designed 
gloves provide added elements of comfort and flexibility – 
maximising worker productivity by minimizing hand fatigue 
and discomfort.”
– Steve Genzer, president and general manager, Ansell 
Industrial Solutions Global Business Unit, Ansell, Iselin, NJ

“Innovation is continuing with synthetic fibers that enable 
development of work gloves, protective sleeves and 
garments that offer maximum cut protection in thinner, more 
comfortable and more durable styles. We also are seeing 
much greater demand for garments that offer coolness, 
enhanced comfort, greater durability and more protection for 
more area of the body.”
Nico Janssen, regional business manager, Americas, 
high protective textiles, DSM Dyneema, Stanley, NC
 
 “In-helmet monitoring and communication devices and 
modular platforms are going to be the next wave of PPE. The 
monitoring and communication devices are already here, but 
are raw in their current state – meaning that they are either 
bulky, limited in their compatibility and operation, or generally 
not as reliable as a customer would like.” 
Nick Bozzuto, product manager for respiratory 
protection, blast and coatings, Bullard, Cynthiana, KY

“We are seeing more innovation in arc flash gloves with 
the ASTM Protector Glove Performance standard for 
cut-resistant, arc-flash gloves nearing completion. Leather 

protector gloves haven’t changed much since the 1800s, 
and they are now poised to make the change that common 
work gloves have made in the past 25 years with flame-
resistant TPRs, cut resistance, puncture resistance, chemical 
resistance and arc flash ratings.”
 Hugh Hoagland, senior consultant, ArcWear, Louisville, 
KY

“Full-scale systems testing seems to be the next trend 
within fall protection as manufacturers respond to end-
users who continue to desire systems-based solutions that 
integrate connecting devices, lanyards, energy absorbers, 
harnesses, lifelines and anchors. This continued movement 
in the industry has pushed us to develop a more modular 
fall protection lab that is capable of doing testing on varying 
degrees of systems/assemblies.”
 Jason Allen, technical advisor, Intertek, Cortland, NY

“What we are seeing now are nanotechnologies blended 
into the fibers of the yarns themselves that provide the same 
levels of protection without the need of blending multiple 
yarns together. These nanotechnologies can perform just as 
well as wrapped or twisted engineered yarn, yet are half the 
weight and last twice as long and are generally more efficient 
in production.”
Dan Branson, product development, Mechanix Wear, 
Valencia, CA

“Technology continues to advance in the form of unique 
comfort features and improved styles. Safety glasses, for 
instance, have already evolved from designs that were 
popular just a few years ago. Manufacturers at the forefront 
of innovation continue today to work to engineer products 
that are better than current offerings and more appealing in 
style – while still safe – for workers.”
Katie Mielcarek, marketing manager, Gateway Safety 
Inc., Cleveland

(www.safetyandhealthmagazine.com)
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We have five grandchildren and I can imagine some of the 
conversations we will have with them in years to come. One of 
those conversations will involve telling them we used to shop 
at the supermarket and queue in a line to pay money before 
leaving the shop. I can see the kids looking at us with puzzled 
expressions saying, “Why did you queue?”
The queue is becoming a thing of the past. In 2017, £3.4 billion 
is set to be lost in the UK due to customers looking at queues 
in shops and leaving the product in the store and shopping 
elsewhere. The queue is becoming a thing of the past.
That said, the queue is a relatively new phenomenon. It really 
started after WW2 in retailing when customers had to queue 
to get rationed foods or products in short supply. The new 
consumer is not prepared to wait, especially when they can go 
online to obtain the same product and get it delivered to their 
door.

No tolerance for ‘pain point’  
In retailing, the checkout queue is one of the worst ‘pain points’ 
in the customer’s journey and research reported by Adrian Lee 
in the International Express (July 12th, 2017) indicated that 25% 
of British consumers will now leave a store without buying if 
they see a queue.
The 1960s invention in Sweden of the dispenser machine for 
numbers at delis was the beginning of the end for queues. 
This was taken to the next stage with the zig-zag line being 
introduced into some queue situations in the 1980s. The 
virtual queue has now arrived with the introduction of the text 
message.
According to the research, the British queue for 52 days of their 

lives or 333 million hours a year as a population. This is similar 
to the queuing rate in Singapore and Canada. Australians may 
queue less, but the trend is still to not queue.
The research carried out by Adrian Furnham at University 
College London provided ‘six’ tips for mastering the art of 
queuing.
1. The average tolerance rate in a queue in the UK is six 

minutes.
2. People will not join a queue of more than six people if they 

can avoid it.
3. In the UK people leave a six-inch gap between themselves 

in a queue.
The consumer of today is ‘queue shy’, and this factor alone 
will cause changes in the way retailing develops. I am sure my 
grandchildren will not tolerate the queue. They have no need to 
in a modern retail world.`

John Stanley has been helping 
small retail businesses for over 
35 years in 35 countries to 
out-market their competition. 
He is the author of 12 retail 
management, marketing and 
text books, including the best-
selling retail managers’ ‘bible’, 
Just About Everything a Retail 
Manager Needs to Know.
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In Q1 2017 alone, 1,4611,000m2 of total floor area was 
planned, with 279,000m2 of planned extensions and the 
remainder dedicated to new construction, reflective of the 
increasing activity in the house-building sector. The number 
of extensions also reflects the rising number of homeowners 
choosing to renovate their homes thanks to the extension of 
the Home Renovation Incentive Scheme to the end of 2018 in 

last year’s Budget. 
According to the Houzz and Home report, of those surveyed, 
80% of Irish homeowners looking to upgrade their homes 
are upgrading their kitchen flooring, while 81% are upgrading 
bathroom flooring. Top flooring trends include strong demand 
for ceramic or porcelain tiles (in kitchens and in bathrooms) 
and engineered wood in kitchens. 

The increased amount of construction is likely to have a knock-on effect on demand for 
flooring products. The Construction Industry Federation (CIF) estimates that the level of 
new residential completions for 2017 will be in the region of 18,000 units. This compares 
to 12,666 units in 2015, illustrating an overall increase of 42% from 2015 to 2017. In total 

3,860 residential units were commenced in the three-month period January to March 2017. 
According to CIF, there will need to be an increase of plasterers, floorers and wall tilers 

from 5,500 in 2015 to a projected 13,500 to meet demands. 

Positive outlook 
 i  
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Whiteriver continues to grow
Whiteriver Group has experienced continued growth in flooring 
during 2017 according to Iain Wogan of Whiteriver Group. The 
successful formula of customer service, availability of stock and 
efficient distribution through a network of stockists has assured 
stability within the business, he says. “The company’s market 
leading laminate and engineered brochures along with this 
year’s attendance at House in the RDS shows our commitment 
to creating brand awareness as well as supporting our valued 
customer base.”

Marketing solutions remain a key driver for sales and are 
fundamental to Whiteriver’s growth strategy. The company is 
currently developing a new website with a supporting app also in 
development.
Laminate flooring decors have advanced significantly in recent 
years and current technologies allow factories to simulate the 
characteristics of natural wood finishes giving consumers a 
genuine alternative to real wood. Tastes are becoming more 
continental and Whiteriver says it is experiencing increased 
demand for lighter tones within its ranges. 
Demand for 10mm and 12mm board formats with higher 
abrasion classes continues to grow. Autumn will see the launch 
of a new Whiteriver Haro brochure featuring Gran Via, Plank 
Engineered and the new Disano Classic Aqua with full moisture 
protection for use in kitchens and bathrooms.
Engineered flooring remains as popular as ever with strong 
growth in Herringbone and wider planks. Ian adds: “Warm 
colours continue to endure the test of time, however, grey and 
white tones are now on trend. Whiteriver are committed to 

Flooring available from Whiteriver Group.
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sourcing and specifying quality material for all our engineered 
ranges and with a choice of more than 90 finishes across seven 
collections, we have something to suit all tastes.”

Canadia invests 
in new showroom 
and training
Charlie Hamilton, 
Managing Director 
of Canadia Flooring, 
says the wood-flooring 
world is going through 
a very interesting 
time just now: “We 
are consistently being 
influenced by new 

colours and finishes, particularly from the furniture and kitchen 
industries. Greys and whites are in play at the moment but the 
natural ‘unfinished’ style is gaining momentum.
“We believe the consumer is looking for something very 
different to years gone by. We have found that the prospective 
buyer has a complete room look and style in mind. They want to 
visit a flooring showroom that offers a floor personal to them, a 
floor that will complement their unique room style.”
Charlie notes that, when the customer has selected the colour 
and finish, the aspiration is to install real wood but this may not 
be practical, so they will look for guidance on the different types 

of flooring options, depending on room use and available budget. 
“When the sales person has helped the consumer to identify the 
look/finish they want, in our experience the sale will then follow. 
Considering these market trends, we believe product training 
is absolutely key, so we are putting considerable investment 
into a new showroom and training facility. We are delighted to 
announce this will be completed in November of this year.”

DS Supplies repair kits
DS Supplies Ltd has three types of floor repair kits which are 
also suitable for furniture repairs: Trojan Soft Wax Repair Kit, 
Trojan Professional Floor Repair Kit and Trojan Contractor Repair 
Kit which are under their floor and furniture maintenance range.
According to a spokesperson for the company, the Soft Wax 
Repair Kit is suitable for all types of repairs to floors and 
furniture, i.e. wood, flooring, doors, kitchen cabinets and is 
suitable for interior use only. “It is quick and simple to use. 
Firstly remove any high points or burrs by using the edge of 
applicator provided, then chip a small amount of filler onto the tip 
of the applicator and press into affected area. Surplus filling can 
be removed by using the edge of the applicator.
“The Professional Floor Repair Kit comes with a melting tool 
and is hard-wearing which is ideal for permanent application. It is 
suitable for indoor and outdoor use and can be used on all types 
of floors and furniture, i.e. wood, doors and kitchen cabinets. The 
melting tool heats up in 30 seconds, then all you have to do is 
touch the tip onto the appropriate filling wax block and the filler 

New colours and finishes are influencing the flooring sector, 
according to Canadia.
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will then melt onto the tip of the melting tool. The applicator can 
then be touched onto the damaged area and the filler will run 
into the affected area.”
Light-and medium-coloured kits are available in both the Trojan 
Soft Wax Repair Kit and Trojan Professional Floor Repair Kit with 
four wax filler shades in each kit. 
The Trojan Contractor Repair Kit  is intended for tradespeople 
who need to repair chips, scratches and other types of cosmetic 
damage to items such as laminate/real wood flooring, furniture 

and kitchen worktops. A filler applicator, melting tool, lacquer 
pen for sealing, sanding and polishing cloth come with this kit, 
along with the batteries for the melting tool.

ead se  lea e   e ild
SikaBond Wood and Laminate Floor Cleaner from Everbuild – a 
Sika company is a ready-to-use floor cleaner designed to make 
light work of keeping wood and laminate floor looking as good as 
new, the company says.
Spray-applied, this cleaner is suitable for use on laminate, wood, 

The Professional Floor Repair Kit, available from DS Supplies.

A new floor cleaner product from 
Everbuild – a Sika company.
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ceramic, polished stone and vinyl floors and is ready to use with 
no need for dilution in just three easy steps. The application 
procedure is simple, a spokesperson for Everbuild said: “Sweep 
the area, spray SikaBond Wood and Laminate Floor Cleaner 
directly onto the floor and wipe with a mop or cloth to leave 
behind a clean and smear free finish.
“Available in 1L spray bottles, the fast-acting, acid-free formula 
of SikaBond Wood and Laminate Floor Cleaner is safe and 
effective and won’t damage treated wood or glued joints.”
For further information on SikaBond Wood and Laminate Floor 
Cleaner or any other product in the Everbuild and Sika ranges 
contact your local representative.

W. Howard skirting solutions
The W. Howard Group is a leading-quality MDF profile supplier, 
providing the Irish market, and beyond, with a full range of 
skirting solutions from its site in Kildare.
The group says that it produces one of the largest ranges of 
MDF skirting boards available, to both the public and the builders 
merchants market. It manufactures and supplies more than 
160 profiles and sizes, as well as a wide range of fully finished 
products to match any flooring criteria, including primed, 
veneered, wrapped and its exclusive Kota finish.

Its moisture-resistant MDF core means that its skirtings are 
dimensionally stable with no knots, warps or defects. Whether 
it is a traditional or a modern look that is being sourced, the W. 
Howard Group says that style and elegance can be added to any 

room interior from a range of skirting boards which can match 
the specified flooring.
In addition to bespoke finishes which are available upon request, 
the skirting range comprises:
• primed, twice primed and ready for a simple under coat and 

gloss finish;
• veneered, which offers the same look and feel as solid 

timber with all the benefits of MDF;
• wrapped, providing a fully finished solution, so no decorating 

is needed; and,
• the exclusive Kota range – which also doesn’t need painting 

and gives a tough, white polymer finish.

The Kota range is easy to install, according to distributor, the W. Howard Group.
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To understand the demand for pest-control services and 
products, you only have to look at the experience in the health 
sector. In 2014, the HSE spent over €450,000 on pest-control 
services in public hospitals, health centres and other facilities 
throughout Ireland. The money was paid to specialist companies 
contracted to monitor and respond to any signs of activity by 

pests, such as rodents or insects. In the past year, the HSE has 
dealt with 4,000 infestation callouts across Dublin alone, with an 
accumulation of waste the catalyst for rat problems. 
Demand such as this is creating opportunities for Irish pest 
control companies to grow. 

Best seller
Pest-Stop is one of the UK and Ireland’s leading manufacturers 
and suppliers for home and garden pest control products. 
It has an extensive range that includes one of the best-selling 
rodent traps, the Little Nipper, which will celebrate its 120th 
anniversary this year. 
The pest-control market in the UK is currently in the midst of 
a change in the law of how rodenticides are bought and used 
for consumer use (see panel on UK rodenticide legislation). 
Pest-Stop has carefully designed a brand new, highly-effective 
product range ahead of that new legislation coming into effect. 

The pest-control sector is driven by strong 

demand.

Strong 
demand 
creates 
opportunities 
in pest-
control sector

THE SUSTAINABLE USE 
DIRECTIVE
The Sustainable Use Directive (SUD), the European 
Directive aimed at reducing the health and environmental 
risks related to plant protection products (PPPs), has been 
in place in Ireland since 2015. 
The SUD focuses on four key requirements:
• training and registration;
• storage and display;
• advice; and
• record-keeping. 
PPPs are categorised as either for professional or for 
non-professional/amateur use. Professional-use products 
may only be used by farmers, landscapers, etc. These 
individuals must be registered with the Department of 
Agriculture, Food and the Marine (DAFM).
Amateur-use products are products that can be used in 
a home-garden situation. There is no restriction on use 
and no requirement for such users to be registered with 
the DAFM. Categorisation of products may be checked at 
www.pcs.agriculture.gov.ie/products

UK RODENTICIDE LEGISLATION
The way that rodenticides are bought and sold for 
general use in the UK is changing. Under the new ruling 
all anticoagulant rodenticides are due to change from an 
active concentration limit of 50 parts per million (ppm), to 
under 30ppm. Therefore, all 50ppm rodenticide products, 
which are currently on sale to trade customers and 
the general public in the UK will no longer be allowed. 
The last day 50ppm labels can be sold in the UK is 28th 
February, 2018.

The pest-control sector is driven by strong 

Strong 
demand 
creates creates 
opportunities opportunities 
in pest-
control sector

The Little Nipper celebrates its 120th anniversary this year.
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Total demand for solid fuel is no longer on the rise. However, 
because of its impact on the atmosphere and Ireland’s taxation 
policies, prices are rising. The increase in prices does not 
translate to Northern Ireland where, with a lower VAT rate and 
no carbon tax, solid fuel is considerably cheaper, thus creating 
an incentive for cross-border fuel smuggling, a continuing threat 
to Irish fuel merchants.
According to the Commission for Energy Regulation (CER), 
the Irish national average gas consumption is 13,800kWh 
per annum (based on the average use in a three-bedroom 

house). This equates to an average annual spend of €964 per 
household. The Sustainable Energy Authority of Ireland (SEAI) 
report on energy in Ireland, 2015, revealed that residential 
energy use increased by 5.2% in 2015 relative to 2014. When 
corrected for weather effects – 2015 was a colder year than 
2014 – the increase in energy use was 3.5%. Also in 2015, the 
average household emitted 5.5 tonnes of CO2 of which 61% 
came from direct fuel use in the home and the remainder from 
electricity use.
With strong economic growth in 2015, overall energy use 

In a 2015 report conducted by Grant Thornton, the Irish residential solid fuel 

sales market per annum was estimated to be 410,000 tonnes for coal products, 

203,000 tonnes for peat briquettes and 700,000 tonnes for sod peat. 

Economic growth sees 
energy usage increase

COMMERCIAL FEATURE
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increased by almost 5% and related emissions by almost 6%, 
the first time energy use grew to any great extent since 2010. 
While this does read positively for the market, it proves the 
challenge Ireland continues to face in reducing and decarbonising 
our energy use.

Innovation
For over 80 years, Bord na Móna, the largest supplier of solid 
fuel in Ireland, has led the way in designing an innovative and 
convenient range of solid fuel solutions for Irish consumers. This 
season the company is launching newly designed and rebranded 
packaging across its smokeless coal briquette range. The new 
design is intended to aid and help the consumer at point of 
purchase in selecting the right coal briquette product to suit their 
particular needs. Consumers can select from the new Fireheat 
Coal Briquette Smokeless range, if they are looking to enjoy an 
intensely hot coal fire that will last long into the night, or from the 
Firequick Smokeless range, if they are looking for a quick lighting 
and shorter burn time product. The Fireheat Stove Coal Briquette 
is specially designed for maximum heat efficiency in multi-fuel 
stoves. The new design features consumer-led benefit icons to 
demystify and educate on smokeless coal.
Also launching this season is Peat Nuggets in a 20kg 
convenience size bag. According to a company spokesperson, 
this is a smaller peat briquette with all the great benefits of 
the original, iconic peat briquettes, with consistent quality and 
performance. “The Peat Nuggets are perfect for a fast-lighting, 
warm fire, with bright golden flame and a distinctive Irish peat 
smell. At Bord na Móna fuelling a sustainable future is the 
heartbeat of the business and the company continues to offer 
more choice for consumers in the future.”

Never out of style
Retail customers are always seeking cost-effective solutions to 
control their home heating bills and Flogas 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,” according 
to Eoin O’Flynn of Flogas Ireland, the exclusive distributor for 
Superser in Ireland and the UK. 
“Flogas supplies two very contemporary-looking and stylish 
mobile heaters, the Superser Radiant and Superser Catalytic. In 
particular, the Superser Catalytic burns without a flame and has 
lower touch temperatures, making them safer, and it’s fitted 
with easy glide castors, which allows for trouble-free moving 
from room to room. 
“Portable and stylish yet extremely functional, the Flogas 
Gaslight cylinders have been a great success since their launch 
and are getting an excellent response from customers because 
of all the benefits they offer.”
Not only are the Flogas Gaslight cylinders about half the weight of 
the traditional steel cylinders, the semi-translucent exterior allows 
customers to see exactly how much gas they have left. 
Eoin said that the Flogas Gaslight cylinders are as safe as steel 
cylinders and won’t leave rust marks on patios or decks. He added 
that they fit all leading brands of liquified petroleum gas (LPG) 
appliances, making them suitable for caravans, camper vans, 
motor homes, barbeques and patio heaters. The cylinders are 
available in 5kg and 10kg sizes in selected outlets nationwide.

New smokeless ovoid facility 
Stafford Fuels, a leading supplier of environmentally-friendly 
domestic fuels, has announced that its new ovoid manufacturing 
plant is now fully operational and the company is looking forward 
to the new heating season.
The new plant is primarily for the production of smokeless fuel and 
geared to meet the future demand expected from Government 
plans to ban bituminous coal across the country. Currently the ban 
on bituminous coal covers all urban areas with population over 
15,000 people and covers over 50% of the population, according to 
a Stafford Fuels spokesperson. a recognisable and proven bestseller. “Flogas Superser heaters a recognisable and proven bestseller. “Flogas Superser heaters a Stafford Fuels spokesperson. a recognisable and proven bestseller. “Flogas Superser heaters a Stafford Fuels spokesperson. a Stafford Fuels spokesperson. 

Bord na Móna has introduced new packaging for its smokeless coal briquette range.
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Stafford Fuels is launching a new 130 gram 
‘pillow’ ovoid suitable for both open fires 
and closed appliances named Superglow 
Xtra. “This new ovoid compares favourably 
against similar products currently on the 
market both for heat output and longevity 
of the burn as per monitored fire tests 
carried out by Stafford Fuels. This high-end 
smokeless fuel emits significantly lower 
emissions than bituminous coal products 
– especially PM10 and PM2.5, which are 
closely linked to air quality. Superglow Xtra” 
will be available in 40kg, 20kg and 10kg 
bags”, the spokesperson said.
“As part of our new expansion we have 
carried out extensive research and 
development, which developed Superglow 
Xtra. In this process we also developed a 
new upgraded stove and closed appliance 
fuel – a new 35 gram to 40 gram ovoid – 
which will be marketed under our existing 
successful Stove Fuel brand – Xtraheat 
Smokeless Stove Fuel. This fuel is designed 
specifically for multi-fuel stoves and closed 
appliances. It will be available in 40kg and 
20kg bags.
“The project represents, in total, a €3 million 
investment and will secure 35 existing jobs Model Karena Graham shows off the lightness of the new Flogas Gaslight cylinder, available in 5kg and 10kg sizes. 
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and create six additional new roles. The new plant will allow 
Stafford Fuels to continually innovate in the solid fuel area and 
keep Stafford Fuels at the forefront of the Irish solid fuel trade. 
This includes the development of a part biomass ovoid (biomass 
30%+) which we are currently progressing.”
Using sustainable biomass to replace solid fuels is a key part 
of the future for solid fuels and will contribute to reducing the 
national output of greenhouse gases, according to Stafford 
Fuels. Additionally, the biomass portion of the ovoid will be 
exempt from carbon tax.
While the solid fuel trade in general, and the coal trade in 
particular, have had three to four very difficult years the one 
area that has performed better is the convenience market, 20kg 
and 10kg bags. This is partly due to people moving from being 
‘every day’ users of solid fuel to being more occasional users. 
We expect this trend to continue. As well as being a margin 
earner for forecourts and shops, solid fuel is also a product that 
can generate footfall. Once the weather gets cold solid fuel is a 
necessity. People will then look to their local convenience outlet 
for supply. 
“To help service the increasing demand for 10kg and 20kg 
product we have upgraded our small bag packing line with a new 
robot palletiser to service this increasing market. 
“This significant investment confirms our strategic view of a 
sustainable future for high-quality solid fuels and our commitment 
to product innovation which can offer customers even more 
choice. With the growth in demand for smokeless products, this 
new investment will give Stafford a leadership role and align us 
with the significant changes facing the sector into the future.”
Stafford Fuels Ltd is part of the Stafford Group. The group also 
comprises Lifestyle Sports and Campus Oil and has a total 
employment of around 850 people.  

Stafford Fuels’ new ovoid plant is now fully operational.
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The Official Magazine of Hardware Association Ireland

September/October 2017

Enhanced advertising opportunity for your business
The Hardware Journal Classified Ads

Guaranteed Irish 
Manufacturers
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

O�ering exceptional 
value in two new 
advertising sizes:

50mm (h) x 55mm (w)
€1,050 for six editions

100mm (h) x 55mm (w)
€1,650 for six editions

THIS SIZE AD

THIS SIZE AD

ADVERTISING ENQUIRIES: 
To advertise in The Hardware 

Journal and reach the key 
decision makers in the 

industry please contact: 
Bryan Beasley at 

01-709 6916 or email
bryanbeasley@ifpmedia.com
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Smart spaces
Rooms available for hire at HAI HQ

If you need an easily-accessible meeting space on the way 
into or out of Dublin, HAI can offer you convenient and well-
appointed rooms suitable for a range of requirements, from 

one-to-one to group facilities for up to 16 people.

Facilities

Support
When you visit us take the 

opportunity to learn more about 
HAI. To book either of the spaces, or 
for further information, contact HAI 

at info@hardwareassociation.ie  
or call 01 298 0969.

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.

Junction  5    N7 

From Naas 

From Dublin 

Directions to HAI Head Office 

A boardroom/ training meeting space for up to 16 people in a T-shape or 
in classroom style, with air-conditioning. A 62” state of the art screen is 

available with mini-Intel PC so you don’t have to connect a lap top. If you 
have a presentation or other documentation you want to place on the 

screen, all you need is a memory stick.

€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.

 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, if 

you just need a pit- stop for refreshments, you are 
welcome to drop in as this space is available to 

HAI members free of charge.

FREE to HAI members
€50 morning or afternoon 

and €100 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, if requested in advance (24 hours’ notice) and starts at €4 per person for sandwiches.
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