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2017 seems to have flown by despite suffering from
Hardware Show hangover for most of the first half of
the year. It was all worth it of course, it being the most
successful show ever organised, with much thanks and
appreciation to the industry for continuing to support it
with such enthusiasm. As the doors open on 2018, we’re
delighted to announce that the 2019 show will take place
in Citywest. Following a thorough review process and – in
fairness – a limited selection of venues, the show will
return to Citywest in February 2019.
Before we even get to 2019, HAI is celebrating its
80th anniversary in 2018 and we’re looking forward to
celebrating at our second industry-wide conference on
the 1st May in Galway; read more about it on page 24.
I’m personally grateful to the generosity of our sponsors
once again. Without this support, it wouldn’t be possible
to keep the delegate rate at a highly competitive ¤150
for HAI members. We’re building a speaker programme
that will be both interesting and thought provoking to
everyone involved in the industry, as well as seminars,
dinner and entertainment, all in one day. It will provide
yet another excellent opportunity to network with your
colleagues in the industry.
HAI conducted research towards the end of last year
which debunked myths about DIY being an all-male
domain. The study – carried out by Empathy Research
– found that 49% of women said they really enjoyed
doing DIY projects, but 57% felt that sales people don’t
think they’re knowledgeable on DIY due to their gender.
It makes for an interesting opportunity for hardware
and DIY stores to reach out to women to expand their
customer base, as well as promote loyalty amongst
current customers. Classes or workshops in a local store
might offer a valuable community service as well as an
opportunity to boost sales. Read more about the findings
from the research on page 25.

Our first ever Economic Impact Study
was published at the end of last year.
It has taken a while to pull together, with
a keen need to ensure its integrity, as it will
principally serve to strengthen our messages to
Government. The good news (and news that comes
as no surprise!) is that we are a significant component
of the larger retail sector, with a strong manufacturing
base complementary to the construction industry; read
more about the key indicators from the study on page 28.
In the run up to Christmas, the Hardware Association
website had a full makeover to make it easier to navigate,
and with more content – particularly in our Business
Support section. A reminder that the Hardware Journal’s
new website is fully up and running, with a library of
the best of the magazine content all in one place. Our
Hardware Show website also had a makeover, so we’re
fully energised online for our 80th year.
A final note with regards to our strategic decision to
take this magazine into the heart of the Association and
welcome our new editor, Dermot O’Shea, who looks
forward to getting to know this industry, and a familiar
face to many looking after the advertising and commercial
opportunities, Jim Copeland. We aim to provide more
sector-specific content for the magazine, and dedicated
supplements over the coming months and years, and
look forward to your feedback. The Hardware Journal is
the official magazine of Hardware Association Ireland,
listening to the members and responding to them.

Annemarie Harte
Chief Executive Officer – HAI
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DIGITAL HEALTH INDEX REPORTS
POSITIVE, BUT IMPROVEMENT NEEDED
Ireland’s overall digital health has never been stronger, but much
work is still needed to address consumer frustration and business
trustworthiness, according to a recent report.
Ireland’s Domain Registry (IEDR) recently published the findings in
their bi-annual Digital Heath Index, which assesses the number and
quality of digital assets owned by Irish SMEs, such as websites,
social media pages, and e-commerce tools.
The report showed that nearly 20% of Ireland’s offline SMEs are
prevented from building a website or engaging in e-commerce
because of a poor internet connection. Approximately 14% of Irish
SMEs rate their internet connection as ‘poor’ or ‘very poor’, a figure
that rises to 25% in Connacht and Ulster.
Despite ongoing issues with internet infrastructure and a persistent
low uptake of e-commerce, this edition of the dot ie Digital Health
Index recorded the best score for Ireland’s overall digital health
since research began in 2014.
David Curtin – Chief Executive of IEDR – said the increase in
the overall score of the dot ie Digital Health Index is good news,
but big changes are needed before Ireland can become a major
e-commerce player.

“It is encouraging to see the dot ie Digital Health Index hit its
highest ever score. However, nearly 1 in 5 SMEs remain completely
offline despite almost half of them acknowledging the importance
of a website in some way.”
RULE CHANGES
The rules for registering dot ie domain names are changing. From
March 2018, the need to explain why you want a particular name
(also called ‘claim to the name’) when registering a dot ie domain
name will be removed.
According to Ireland’s Domain Registry, there is a growing
demand for dot ie domains, and a subsequent need to facilitate
Irish retail businesses in the global e-commerce marketplace.
Retail businesses are being urged to secure their desired domains
before the rule changes come into effect, as – from March 2018 –
anyone with a connection to Ireland can register any domain name
without proving a ‘claim to the name’.
For further information, and for a business to secure their available
dot ie domains, visit www.iedr/finalcall.

NEW REGULATIONS ON THE WAY FOR
ANTICOAGULANT RODENTICIDES
Anticoagulant Rodenticides (AR)
products are in the final stages
of the renewal process and are
expected to be authorised by
1st March 2018, with significant
implications for both the enduser and retail sector expected.
These Implementing Regulations
set out restrictions on the use of
the products (i.e. user category,
use area, types of baiting, etc),
and introduce restrictions on
the sale and supply of products
that are categorised for trained
professional/professional use
only.
Another requirement is for
all product labels to be updated with the new classification decided by the
European Chemicals Agency (ECHA). Only products containing labels with the
new classification can be placed on the market for sale from the 1st of March.
Among the main changes linked to the renewal are how AR products are split
into three user categories: A) general public, B) professional and C) trained
professional with restrictions applied.
Trained professionals need to register to prove their competence, and obtain
a PMU to purchase and use the product, while wholesalers/retailers need to
keep records.
For additional information or clarification on issues covered in this article,
please refer to http://www.pcs.agriculture.gov.ie or email biocides@
agriculture.gov.ie.
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SMOKY COAL BAN
TO BE EXTENDED
NATIONWIDE
The ban on the sale of smoky coal, which has been
in place in larger towns for some time, will be
extended countrywide from Autumn this year.
Almost 30 years after a ban on the sale of smoky
coal was first introduced in Dublin, the entire
country is set to follow suit. Following the 1990
Dublin ban, research showed it resulted in 350
fewer deaths per year throughout the city.
By 2013 the ban had been extended to the next 25
largest urban areas in the country.
The Environmental Protection Agency has
repeatedly highlighted that during winter months
- when solid fuel is being burned - air quality is
significantly worse in smaller towns and villages
than it is in larger towns and cities.
The burning of bituminous or smoky coal is one
the worst offenders when it comes to air pollution,
including particulate matter and sulphur dioxide.
It is understood Minister for the Environment Denis
Naughten intends to allow coal distributors 12
months from then to sell off existing stocks before a
total ban comes into effect in 2019.
Mr Naughten says clean air and air quality is a
priority with around one in five children in Ireland
being treated for asthma.
The Minister had been waiting for EU clearance
before he could extend the ban countrywide.
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IRISH EYES ON MONTE CARLO AS HUGHES
SCOOPS ENTREPRENEUR GONG
Harry Hughes of Portwest is gearing up to represent Ireland
at a global entrepreneur event in Monte Carlo in June. Hughes
secured his spot at the prestigious event after being named
the EY Entrepreneur Of The Year™ for 2017 at the 20th annual
awards ceremony held in Dublin last October.
Founded in Westport in 1904, Portwest is now a global safety
supplier that designs, manufactures, and distributes a full range
of specialist workwear. The company – run by Harry Hughes
along with his brothers Cathal and Owen – employs over 2,000
people worldwide, with sales in 110 countries. The Co. Mayobased company has driven revenues from nearly ¤200,000 in
1979 to over ¤140 million in 2016.
Harry will now go on to represent Ireland at the World
Entrepreneur Of The Year™ Awards in Monte Carlo in June 2018,
where he will compete with over 60 leading entrepreneurs from
across the globe.

Harry Hughes (centre), with brothers Cathal (L) and Owen (R)

PIPELIFE UNVEIL NEW QUAL-PEX CRIMP SYSTEM
Pipelife (formerly Quality Plastics) recently announced the launch of
their new range of crimp fittings, promising complete compatibility
with the company’s speciality product – the Qual-PEX pipe. The airforce
grade annealed aluminium protective metal sleeve is precisely attached
to each fitting during production and is designed to provide a unique
metal reinforced leak free joint. The polymer fittings are made from a
high-performance thermoplastic and can withstand high temperatures
as well as being corrosion resistant.
While many systems are straightforward and are simply adapted from
traditional metal pipe plumbing systems, new methods of heating
buildings are now being opened up with the use of thermoplastic pipe
in applications such as wall heating, ceiling heating and most especially
underfloor heating.

The company assures users of Qual-PEX Crimp a much quicker, easier
and economical installation, owing to its comprehensive compatibility
attributes. A wide range of fittings is available in ½” and ¾”, to suit
every job. Pipelife’s guarantee on the Qual-PEX Crimp system against
manufacturing defects is a minimum of 50 years. The guarantee
remains valid, provided that the pipe and fittings are installed as per the
company’s recommended installation guidelines and that the products
installed were not damaged before, during or after installation.
Established in 1970, Pipelife has been producing plastic goods for the
construction, agriculture and plumbing sectors for almost half a century.
The company boasts having produced roughly 800,000,000m or
800,000km of Qual-PEX pipe in Ireland – 20 times the circumference
of the earth.

UFEMAT CONFERENCE
CELEBRATES SWEDISH SUCCESS
The European Association of National Builders’ Merchants and
Manufacturers (Ufemat) celebrated their 59th annual congress in
Stockholm, Sweden last October, where Ufema Secretary General
Marnix Van Hoe expressed his personal delight at the return of Ireland
to the federation, leading to “more leverage on European matters.”
The annual fixture on the builders merchants’ calendar ran from 5th
October to 7th October, when industry representatives from all over
Europe converged on the Swedish capital as the market importance of
e-commerce dominated the agenda.
Ufemat president Antonio Ballester López addressed the attending
delegates on the opening day, drawing attention to the perceived
challenges lying ahead for the industry. Chief among these, López cited
a recent report by the World Economic Forum that predicts certain
“technological tipping points” being achieved by 2025; everything from
exponentially growing levels of internet connectivity, to driverless cars,
and the rise in popularity of 3D-printed products.
Jonas Arnberg – CEO at HUI Research AB (a Scandinavian research
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and consultancy firm specializing in retail and hospitality) - remained
heavily concentrated on the growing impact of the digital age on the
retail industry specifically. Referencing the Swedish economy, Arnberg
discussed how the share of e-commerce has grown from 1% in 2003
to over 4% in 2010, now registering at 9% in 2017. “The demographic
shift will contribute to a stronger e-commerce growth,” he explained,
referring to evolving population patterns that show the generation
born from 1990 onwards (those who grew up in a time when
computers and the internet were already an essential part of society)
as accounting for 1% of the population in 1990, 13% in 2000, and 32%
in 2016. This generation of “digital natives” is predicted to account for
more than 50% of the population by 2030, with statistics showing
that people aged 40 and older complete fewer online transactions than
those under 40.
Next year’s conference is destined for Lisbon, Portugal, and – given
the pace of change across the industry – should have a schedule even
more packed than last year’s offering.
January/February 2018
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CONTECH TEAM UP WITH
LEADING TORCH MANUFACTURERS

Contech Building Products – the makers of Tec7 – have partnered with
torch manufacturers Coast. Known for their wide range of products,
combined with their team of dedicated product specialists, Contech
recently announced the partnership with Coast – pioneers of the Cree
lighting chip technology, which allows for superior beam quality.
Together, the companies have launched a comprehensive range that
is suitable for most applications, available in a wide variety of torches

across a broad spectrum of requirements. Chief among these new
products is the almost unbreakable Polysteel range of torches, as well
as the fast-growing head torch range of torches. These – plus all other
products – come with a five-year guarantee.
For more information, contact Contech Building Products on
00353 (0) 1 629 2963, e-mail: info@contechbuildings.ie or
www.coastportland.com

NEW WOODSTAIN LAUNCH
Sadolin have announced the launch of a new all-weather barrier woodstain that
provides up to five years protection for both rough-sawn and smooth sheds
and fences.
One of the key features of this new product is a wax-enriched water, which results
in it being shower-proof in 30 minutes – making it ideal for quick application in
uncertain weather conditions. In addition to being quick-drying and easy to apply, it
also gives UV protection for longer lasting colour.
Sadolin Shed & Fence is available in 5 shades – Dark Brown, Mid-Brown, Light
Brown, Grey, and Ebony – in both 5-Litre and 10-Litre pack sizes.

January/February 2018
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INTACT ROUND OFF 2017
WITH IQ CONFERENCES

Intact Software held two customer
The Intact iQ conferences ran for
conferences for its leading ERP
two days across venues in Dublin
software product - Intact iQ; one in the and Surrey
Guinness Storehouse, Dublin, and one
in Mercedes Benz World, Surrey, last
November. The agenda was primarily
focused on the theme of using Intact iQ
to further elevate customers’ business.
Opening the conference, CEO Justin
Lawless highlighted that their goal in
creating Intact iQ “was to create a digital fabric that could lay
across your business and mould itself to your processes.”
The conferences included demonstrations by the Intact Software
team on how various new – and existing – features within the
Intact iQ platform could enable customers to improve processes,
save time and/or money, and access new technologies. Those
in attendance received an in-depth look at how powerful mobile
tools such as Intact Access could make day-to-day tasks in their
business so much easier.
Intact’s Chief Technology Officer and Co-Founder Aidan Lawless
closed the conference with an overview of the Intact iQ product
roadmap.

Attendees viewed demonstrations on technological processes to help save time and money

TEGRAL - BEST IN THE WORLD
Tegral Building Products
Ltd. recently announced
the awarding of a rating
of “Excellent” for the
BES 6001 standard for
responsible sourcing
– the first and only
fibre cement slate
manufacturer in the
world to achieve this.
The BES 6001
Framework Standard is
recognised across the industry as a means of demonstrating the
highest levels of sustainability and responsibility.
Paddy Kelly, Tegral’s Managing Director says: “Our team have
worked hard and have been dedicated to reaching this status of
“Excellent.” We are very focused on reducing our carbon footprint
and sourcing our materials in a sustainable, environmentally
friendly way, and we are very proud of this achievement.”

10

John O’Carroll, Gillian Foley and James Lynch of Dairygold with Mary Hally, John Hally
farmers and Mark Mellett of the Irish Cancer Society

IT’S A WRAP!

DAIRYGOLD RAISES
VITAL FUNDS FOR THE
IRISH CANCER SOCIETY
Munster’s farmers, together with Dairygold in 2017 have
contributed ¤17,500 to the Irish Cancer Society through
“Wrap It Pink”, which saw farmers across rural Ireland wrap
their silage in pink for the third year running.
Dairygold has raised
almost ¤50,000 for the
Irish Cancer Society
since “Wrap It Pink”
was launched in 2015.
This Corporate Social
Responsibility (CSR)
initiative has the
twofold objective of
Gillian Foley of Dairygold, with Mary and John Hally
raising awareness of
breast cancer across rural Ireland, as well as raising much
needed funds for a very worthy charity.
Dairygold’s farmer customers embraced the campaign with
open arms, and pink bales in fields are a familiar sight in
Ireland’s landscape, as well as a reminder of the importance
of breast-check screening among women.
Commenting on the campaign, Head of Retail at Dairygold
John O’Carroll said: “We’re delighted that “Wrap It Pink”
had another successful year, with almost ¤50,000 in total
contributed to the Irish Cancer Society since we launched the
initiative.”
Mark Mellett – Head of
Fundraising at the Irish
Cancer Society – said:
“Over 2,900 people are
diagnosed with breast
cancer in Ireland every
year; that’s eight people
every day! “Wrap It
Pink” plays a vital role
James Lynch, Dairygold, with John Hally
in raising awareness
of breast cancer in rural Ireland, as well as funding for vital
cancer research and services to support those affected by the
disease.”
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BMF SIGN AGREEMENT WITH AMBA
Allied Merchants Buying Association (AMBA) has signed a group
membership agreement with the Builders Merchants Federation
(BMF) in the UK.
Formed in 2011, AMBA encompasses 17 members with 85
outlets and an annual spend of some ¤130m on building
materials, plumbing and heating goods and timber products.
Total turnover of members is around ¤230m.
Keith Giblin – AMBA CEO – explained why AMBA has joined
the BMF:
“AMBA’s fundamental purpose is as a low cost, highly
professional group with strategically placed members working
with partner suppliers. Our Buying Group has grown rapidly since
its inception, successfully ensuring we defend and grow our
members’ competitive position, profitability and market share by
working together. We are continually focussed on adding further
value to our members and an alliance with the BMF offers
numerous opportunities to enhance our members’ businesses.”
Brexit is another factor in AMBA’s desire to create a strong link
with the BMF as an international trade association.
Dennis O’Connor, AMBA Chairman said:
“We have three aims for our ongoing relationship with the
BMF: alliance, recruitment and awareness. Our market is
somewhat reliant on the UK and with the countdown to Brexit

well underway it is essential to draw closer to a Federation
that represents merchants and building materials suppliers
operating in the UK in order to develop a greater awareness and
understanding of the issues on both sides.”

Dennis O’Connor (Far Left) and Keith Giblin of AMBA, with John Newcomb and
Peter Hindle (Far Right) of BMF
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BROOKS GIVE AWAY A
BRAND NEW OPEL VIVARO

George Murphy, Commercial dealers manager Opel, Gillian Whittall – Head of Marketing & PR Opel, John Walsh – Winner,
Mark Lohan – Managing Director Brooks

Thursday, 7th December 2017 marked the
third year of Brooks giving away a brand-new
Opel Vivaro to one of their lucky customers.
The partnership between Brooks and Opel
has been an outstanding success. Mark
Lohan – Managing Director of Brooks – said:
“When the staff came up with the idea back
in 2015, we had no idea how popular the
whole event would become, so much so it
has become a must ‘save the date’ in our
customers’ diaries.”
The campaign starts off with a series of
exhibition mornings in Brooks branches
nationwide, at which customers register to
win the Opel Vivaro, view new product ranges,
meet with the Opel dealers, and join in the fun
and games, all while enjoying a complimentary
breakfast and coffee.
Each Brooks branch then randomly pick a
finalist to attend the nail-biting finale, at which
all finalists get to pick a key (from a cement
mixer), and whichever finalist has the key that
opens the van door wins a brand-new Opel
Vivaro.
“With the crowd cheering them on, the
atmosphere at the finale is electric when
the finalists are trying the keys in the door.
The whole campaign is a team effort, with all
Brooks staff participating in its success, and we
live-stream the finale through our Brooks
Facebook page so that all our staff nationwide
can watch the proceedings unfold, and cheer
their branch finalist on from afar” Mark added.

ARKLOW BUILDING SUPPLIES REBRANDS
AS TJ O’MAHONY ARKLOW
Republic of Ireland soccer legend John Giles was in
town to officially open TJ O’Mahony Arklow’s new-look
store in early November.
Previously Arklow Building Supplies, the rebranding also
included the unveiling of a brand-new Bathroom & Tile
Centre, New Dulux Centre, and Flooring Centre.
Store Manager Sean Adams said: “A key element of
our business is the relationships we have in place with
all our valued customers, allowing us to confidently
impart all our experience, expert advice and knowledge
in relation to all aspects of any building or renovation
project.”
“To coincide with the change in trading name we
are delighted to re-launch our much-improved store
in Arklow and a broader product offering to include
Plumbing, Bathrooms and Tiles, and regular TJ O’Mahony
Trade Promotions.”
TJ O’Mahony Arklow joins a list of twelve Builders
Providers and Home Improvement stores operated by
the HPC group in Ireland.
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NEW SALES
APPOINTMENT
AT UPPERCROSS
Uppercross Enterprises Limited is delighted to announce a new
appointment to its expanding Sales Team with the welcome
addition of John Gillivan. John, who is from Mayo, has worked
in the tiling and natural stone industries, as well as the FMCG
sector and was most recently Group Relationship Manager
with United Hardware. Commenting on the appointment,
Uppercross Sales Director Alex Taylor said “We are delighted
to welcome someone with John’s experience of both the Irish
Hardware Industry in general and the West of Ireland territory in
particular to the Uppercross Team. He joins us at a very exciting
time in our growth and development.” In addition, John said “I
look forward to developing the Uppercross product range and
their well-known levels of customer service and support to
Merchants, Wholesalers and Hardware Stores throughout the
West of Ireland.”

Distributed By:

Contech Building Products, Unit F12, Maynooth Business Campus, Maynooth, Co. Kildare
P: +353 (1) 6292963 F: + 353 (1) 6292023 E: info@contechbuildings.ie
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Beyond a bathroom
HAI CEO Annemarie Harte travelled out to Niko’s new showroom in
Tallaght, where Sales Director David Glass spoke about the growing
importance of bathroom aesthetics.
One of the ‘perks’ of this job is that I get to see products in
which I genuinely have a personal interest. So when I heard that
Niko Bathrooms were developing a new showroom, I was on it
straight away. As Paul Thompson – newly promoted Managing
Director of the Uppercross Group – said: “It’s the first room
you see in the morning, and the last one you see at night, so it
needs to be pleasing on the eye and highly functional.”

14

The new showroom is principally about supporting retailers,
as the recently appointed Sales Director of Niko David Glass
explained: ‘’We are ultimately trying to assist our customers,
from those who have ample display space to those who may be
limited. Our showroom will allow the merchants to send their
customers to view an entire range of Niko products that they
may not necessarily be able to display in store.”
The Niko showroom – situated conveniently off the Belgard
Road in Tallaght – will allow both merchants and their customers
the opportunity to actually touch and feel the entire range of
Niko products, while inspiring them with both traditional and
contemporary bathroom settings. The showroom will further add
value by placing the core Niko products of ceramics, furniture,
baths, shower doors, shower trays and brassware with coordinated radiators and other accessories.
As David explains:
“We started Niko Bathrooms in 2010 and it has been a massive
success story for us. We relaunched Niko to the trade at The
Hardware Show in March last year and the response was
excellent. A recent part of our marketing strategy has seen us
exhibit at The Ideal Home Show, generating brand awareness
and creating an in-store demand for Niko products. This is
something we will continue to build upon in the coming months
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as part of our 2018 marketing strategy.”
“The new showroom is a real statement of intent by Niko about
who they are, where they are and their long-term investment in
supporting their customers’ business.
“This is a ¤3 million investment, with 6,000 sq. ft of showroom
space, arranged over two floors as well as a new 20,000 sq.
ft warehousing facility,” says Paul. “It’s something we are
very passionate about and we see it as further enhancing the
relationships we have with our customers.”
In recent years, the bathroom has become a space of relaxation
and beauty, where you want to feel tranquil and fresh. It’s
no longer a purely functional room intended only for hygiene
purposes. The bathroom trends for 2018 back this forecast,
predicting space and comfort as being top of the league for
bathroom trends going into the new year.
Other trends for the bathroom industry include showers
incorporating a rain head shower and side jets, for an all-out
relaxing experience. The freestanding bath is also here to
stay, but you will see it in a feature colour like black or navy.
Wet rooms are also proving popular, and trends indicate that
traditionally-designed sanitary ware is as popular as ever, while
the increasing demand for a contemporary minimalist look is
satisfying the needs of modern living. The continued volume of
renovations and repairs being put through the Home Renovation
Incentive scheme – almost ¤1.7 billion since October 2013 –
indicates the demand for quality bathroom products. Merchants
can benefit in this growth by utilising the new Niko showroom.
Although recent trend forecasts focus toward an almost zen-like
bathroom, more often than not we need more space and the
need to maximise our space is always essential. “Wall hung
toilets, short projection storage units and vertical radiators
are products we can utilise in order to maximise space. All of
these concepts and products are on display in the showroom,”
explains David.
In addition to the bathroom products, the entire Niko Heating
collection is included in the new showroom, with these stylish,
contemporary and space-saving radiators complementing
the bathroom products. Furthermore, they provide a stylish
replacement for the standard panel radiators we see in most
homes. The new Niko designer radiators are proving a key trend,
given the amount of space traditional radiators occupy in the
home. The heating collection features as a unique opportunity
for merchants to upsell away from the traditional heating
products.
These radiators can become a focal point in any room, without
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the need for an entire refurb. “It was clear from the attention
our contemporary column radiators received at the Ideal Home
Show that there is a strong demand for more aesthetically
pleasing radiators in a range of colours and new designs,” says
David. “Our column and vertical flat panel radiators offer style at
affordable prices without compromising on functionality.”
The showroom will cater for every budget whether it be entry
level or the Italian designed GSI Ceramica range.
Some of the added bonuses within the Niko showroom include
an impressive 50 bays, with over 700 products, a dedicated area
in the showroom for mobility products, and a working shower
valve area. With all this in mind Niko’s showroom is sure to help
their customers’ bottom line. On that note, I look forward to
seeing the positive impact the showroom will have on Niko, its
merchants, and the end consumer.

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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King of the industry in
the heart of the country
Ganly’s of Athlone was recently crowned winner in both the National
and Connacht/Ulster (Large Business) category awards in the Octabuild
Builders Merchant Awards 2017. Managing Director Michael Ganly spoke
to The Hardware Journal about the journey that sculpted the company
into multi-award-winners, the rocky road through the recession, and the
importance of good customer service.
More than a quarter of a century is a long time in any industry,
and hardware is no exception. Back in 1989, Michael Ganly
embarked on a career in the industry, based out of an old disused
garage on the Magazine Road in Athlone, manned by no more
than a staff of four. In the subsequent twenty-eight years,
Ganly’s has grown to employ a staff of 106, becoming the largest
independent Builder Providers in the region. The company now
operates out of three stores; its recently renovated flagship
location on a nine-acre site in Athlone, another store resting on
a three-acre site Longford since 2007, and finally a third store in
Mountbellew, acquired in 2011. Add to this an unprecedented
fourth overall prize in the Octabuild Builders Merchants Awards
and Ganly’s distinguishes itself as among the very best stores in
the country.

16

The store carries products across a wide range of categories,
from garden and outdoor supplies, to painting and decorating,
heating, homeware, and tiles and bathroom products. However,
it’s on the trade end of the spectrum that Ganly’s forge the main
bulk of their business. “Our cash cow here is really trade, at
the end of the day,” explains Michael. “That’s where the money
is generated, that’s where the activity is, and that’s where the
volumes come from.”

Presentation is key
Building supplies and farming materials are amongst the store’s
chief offerings, and Michael considers the Octabuild win to
have been born primarily from this trade-focussed approach and
subsequent recognition. Likened, by Michael, to a town preparing
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for the tidy towns contest, or a family home preparing for the
stations at Lent, Ganly’s strives to achieve the same level of
presentation year-round – not just in the build up to the Octabuild
judging.
“I think that – more than anything – it’s based on that first
impression you get walking into a place,” says Michael, reflecting
on the key factors that contributed to the winning of the award.
“The first impression you get when you walk through the door
of any store – hardware, grocery, or butchers – is very important,
and I’d be confident that our front-door presentation is up there
with the best in the country.”
One of the first things that strikes you as you enter Ganly’s is the
sheer, simple organisation of the store: products well labelled
and optimally positioned. This owes primarily to a gradual process
of “decluttering”, according to Michael – itself a consequence
of downsizing over the recent, recession-hit years. Simple yet
effective tactics such as reducing shelf height to avoid blank,
product-less spaces were employed, with the downsizing born
out of a need to survive. However, as Michael explains: “There
was certainly a need to survive, but there was also a need to
constantly send out the right message.”
This downsizing was momentarily combined with the temporary
inclusion of some more unorthodox products such as counterside snacks; an inclusion since discontinued, as Michael confirms
with some relief, having feared it might portray a message of
uncertainty. That said, the store still operates occasional product
divergences today, such as the recent Christmas shop during
the festive season, as well as the popular “Hannah Grace” line
of products, with such diverse inclusions as new baby gifts and
kitchenware, to ornaments and home brewing kits.

Solid Staff through thick and thin
Staff loyalty during that bleak period of the recession was key to
the business’ survival. Loss-making Sundays were offset by some
employees offering to work for free on those days, with a handful

having stayed with the company continuously, right the way
through from its inception to present day. “They never lost the will
to live during the recession,” affirms Michael. “Things were tough,
but they kept going and put in a lot of time and effort to keep us
going.”
New staff would typically begin on the shop floor, and their
responsibilities might begin with stacking shelves or pricing
product, but more importantly than all that is learning to look after
customers – something they indoctrinate in all staff from the very
beginning in Ganly’s.
“Staff are hard to retain, but we’ve been lucky in being able to
retain the vast majority of them,” explains Michael.
Those tough, lean years will stay etched in Michael’s mind for
a long time, but it was in 2015 that the decision was taken to
kickstart the store’s own revitalisation, before business picked
up to the point of being too busy to allow any time for focussing
on the broader goals of Ganly’s as a whole. The gondolas that
had previously been reduced in height were now taken back in
preparation for the oncoming period of growth.

Expanding for Customers and Community
Work to expand the flagship Athlone site began in earnest, with
the yard renovation a key aspect of this vital redevelopment. Now
swollen to an impressive nine acres in size, Ganly’s of Athlone
has grown to be a monumental focal point of the locality. Add to
this the incorporation of an Expert Electrical franchise on to the
site too, and the drive to grow the business out of the recessioninduced stagnation had gained perpetual momentum.
Michael’s daughter Michelle Ganly-Keyes manages the Expert
Electrical store, while his son Brian runs the Ganly’s Longford
branch. Michael himself describes it as “a family business, a
personable business”, with the company heavily involved in local
community initiatives too.
The local Garrycastle GAA club sport the family name on their
jerseys, with a club All-Ireland final appearance back in 2012
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providing “great mileage” for the store, as Michael puts it. The
store also co-sponsors Athlone Buccaneers RFC, but it’s the
welcoming attitude they take to the more random requests
for sponsorship that cement Ganly’s at the heart of the
community. As well as donating to the local Simon Community
and Westmeath hospice Ganly’s also contribute to fundraisers
undertaken by all the main national and secondary schools in the
Athlone area, to various parades and town events. Michael and
his staff are frequently bombarded with more obscure proposals
too, but nevertheless strive to support every request that comes
through the door,
“If anything moves down around here, we’re called in for
sponsorship. If there were a Darts competition, we’d be asked to
contribute,” chuckles Michael. “It’s amazing, some of the requests
we receive in here on a day-to-day basis, looking for sponsorship,”
he continues, “but if someone comes in the door looking for a bit
of help, and it’s even remotely within reason, we’ll always give
them something.”

New Year, New Targets
The Athlone redevelopment was only the start of a wider plan to
improve and expand operations. Currently in the planning stages,
the company’s Longford branch is scheduled for a complete
overhaul in or around Easter 2018. This has affected the budgetary
planning also, with plans slowly taking shape to both bring some
new products on stream while simultaneously either diluting or
completely phasing out older ones.
Michael foresees insulation and heating as being notable trends
this year, together with various product ranges within those
categories. For Ganly’s specifically, the company plan to introduce
new ranges of products that will most likely be centred around
insulation, with households requiring increasing focus on durable
yet cost-effective insulation solutions. Air-tightness will continue
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to be a key area of focus too, along with air-to-water heat pumps.
“That whole area must be developed within the hardware
merchants sector if we’re going to survive, because if we don’t do
it, someone else is going to do it,” declares Michael.
He goes on to explain how balancing the evolution of household
heating to incorporate reduced CO2 emissions is on an
unstoppable upward trajectory, and that “the industry has to be
prepared for that.”

Servicing the Midlands and Beyond
Ganly’s open 7 days a week, from 8am in the morning until 6pm
in the evening. With their own fleet of trucks and wider transport
system, the company manages to service their customers
satisfactorily. Plans to integrate tracking capabilities throughout
their transport fleet are also underway, affording customers the
ability to follow their orders from store to site. This, explains
Michael, is very important, as site managers are continually
paying rising wage levels, and therefore can’t be left waiting on
product.
However, the hangover from the recession is still being keenly felt
in the region, according to Michael, with any increase in activity
heading almost exclusively for the Eastern seaboard, and Dublin
in particular.
“In both Longford and Athlone, the lorries are all heading to
Mullingar and then onward to Dublin,” he laments. Michael
describes the branch in Mountbellew as “ticking over just fine”,
but that the store there doesn’t see nearly the same volumes in
its Western location as elsewhere in the country. “Prices are still
where they were during the recession and competition is still very
tough out there.”
Nevertheless, Michael remains adamant that service will always
distinguish the better from the best in any industry. And who can
argue with a four-time Octabuild Award winner.
January/February 2018

New Members

HAI IS DELIGHTED TO WELCOME
ITS NEWEST MEMBERS
Dam Easy Flood Barriers
Unit 19a Ardee Business Park, Hale Street, Ardee, Co. Louth
Ph: 041 6874570
Contact: Caitriona Stenson Business: Flood Protection Products Supplier
EPT Irl Ltd
Pollerton Industrial Estate, Carlow
Ph: 059 9143300 Contact: Seamus Doorley
Fairgreen Stoves
Lifford Road, Ennis, Co. Clare
Ph: 065 6797453 Contact: Maeve Wilson

Business: Engineering, Hardware & DIY Store

Business: Stove, Heating & Plumbing Store

Bandon Co-Op
Kilbrogan, Bandon , Co Cork
Ph: 023 8829012 Contact: Michael O`Driscoll

Business: Agri, Hardware & DIY Store

Membership
built for you
How can HAI Membership help you?
As the voice of the Irish hardware industry we commit to offering
your business the member benefits needed to keep your retail/
merchant, supplier or manufacturing business thriving.
Protecting You:
- Employment Law & HR
- Health & Safety
- Hardware retail & builders merchant insurance

Managing Your Money:
- Card processing rates and Electronic Point of Sale (ePOS)
- Cash-in-transit offer
- Debt collection advisory service
- Credit insurance and credit risk management support
Cutting Your Costs:
- Fuel card offer
- License-free music
Moving You Forward:
- Trade Journal
- Trade Show
- Study Tours
- Conference
- E-learning and online training resource
- Sector specific classroom training
- Industry specific online retailing advice
- Hardware retail and builders merchant management development
- Supplier B2B sales management training
- Business Index of net retail sales

Become a member
To become a HAI member and to avail of any of the above
services visit hardwareassociation.ie or call on 01 298 0969

hardwareassociation.ie
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Ann Morgan – CEO of Murdock Builders Merchants.

Staying ahead of
the curve

As Murdock Builders Merchants continue their expansion into the ROI region,
The Hardware Journal caught up with CEO Ann Morgan to talk business, Brexit, and
women in the industry.
Ann, we’re sitting here in Murdock’s brand-new
store in Kilbarrack – the company’s third such store
in the Dublin area. What statement of intent does
this send out to the builders merchants industry
regarding Murdock’s plans in the Republic of
Ireland?
The Kilbarrack store is open little over eight weeks now and – in
terms of intent – I think what it says is we are hugely committed
to the ROI region. We’re very strong in Northern Ireland in terms
of network, location, and brand. We’re much less strong in the
Republic of Ireland / Dublin region. Our branch in Balbriggan
has been there for ten years and is a very strong, thriving
branch. Ballymount is two years old, and now our Kilbarrack
store too. We plan to have other branches over the next two
years, depending on finding locations and people, of course.
At present, we are a very solid, established company, and our
expansion in Dublin – aside from growing our brand and driving
sales – is primarily born out of our commitment to customer
service, to provide a facility for customers to come in and
collect, as well as an improved delivery service.
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In relation to sourcing your staff in particular,
could you tell us how many people the company
employs?
The company, at present, employs 375 people across Northern
Ireland and the Republic of Ireland – the most recent of these
being the appointment of our new Managing Director for
our ROI operation. This is a brand new role, created to drive
Murdock’s expansion and development in Dublin, together
with the 50 or so people already employed in the Dublin
region. We’re quite fortunate in the sense that our employees
have displayed longevity with the company, with 143 having
accumulated more than ten years’ service. Forty-one of those
employees have crossed the twenty-year threshold, and three
have racked up thirty years or more of service, with another
three to reach that same substantial milestone in 2018. I do
genuinely believe that Murdock’s staff is what differentiates us
from other businesses in this sector. And I think when people
stay with you as long as our staff has, we must be doing
something right.
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What have been the headline product trends at
your stores in the past 12 months? What do you
predict will be key categories of consumer demand
in 2018?
We track our product categories very diligently, and what we
have found is in the Dublin area specifically, we are selling a lot
of roof trusses and space joists – a very modern development
in timber roofing that can be used in place of more traditional
rafters. The metal-web element offers increased structural
stability, and they’re quick to install too, with minimal waste
involved. You can also run services through them more easily
than traditional rafters which would require additional, drilled
notches, and they can be constructed to a variety of custom
dimensions too. One of the key reasons for such strong sales in
this area is our ability to manufacture them ourselves, through
our timber division, giving us control over them. That, combined
with the fact that they’re a time-critical element in terms of the
roof going on to a development, has definitely provided a real
spike for us. We’ve also recently branched out into the Civils
area, namely underground drainage and waterproofing on an
industrial level, for commercial and industrial buildings.

How significant is this new store south of the
border, given the increasingly large shadow
being cast by Brexit?
The reality for Murdocks – in relation to Brexit – is business as
usual. Yes, there’s uncertainty in the market, and yes, that does
sometimes impact on what people are prepared to spend their
money on, but we’re expanding in both Northern Ireland and the
Republic of Ireland – certainly in Dublin – for the very foreseeable
future. And that expansion has nothing to do with Brexit. Rather
than stop or stall, and wonder “Should we? Shouldn’t we?”
we’ve taken a decision at board level to stay the course that
has served us so well until now. When we know what is going
to happen, modify our systems and our operations accordingly
then. At the moment, no one knows what will happen, but if you
waited around for certainty, you might never do anything. Our
own company hold annual meetings where a 5-year business
strategy is constantly adapted, amended and implemented.
Plans for our expansion in Dublin date back to 2014, long before
the United Kingdom voted to leave the European Union. The
North has stagnated more than a little bit due to the government

impasse, but Dublin is where most of the growth and action is,
meaning it makes perfect sense to come in and service those
customers in the Dublin area that now find themselves so busy.

Some industry experts have lamented the
perpetual threat of negative currency fluctuations
for businesses just south of the border. With a
healthy presence on both sides of the border, how
does Murdock deal with the potential challenges
that currency fluctuation can have on businesses
operating on the island of Ireland?
Well it’s certainly not the first time it’s happened to this extent. It
hasn’t come out of the blue either, and is constantly happening
and evolving. As a group, we’re very pragmatic, whether dealing
with currency fluctuations or other challenges in the market
place. For a long time, we’ve traded north and south, and so it’s
always been our overall strategy to hedge against movements
in currency by matching our Euro receivables and our Euro
payables. We’re also very careful to retain the flexibility to switch
the currency denomination of suppliers. Be it a need to move
to more Euro suppliers or fewer, we will move as the business
needs us to move. With our three stores in the Dublin area, we
can enjoy very limited exposure too.

You were on the board of directors of Murdock
for many years, before becoming CEO. Can you
describe the main challenges encountered on your
journey upward through such a traditionally maledominated industry?
It has been a fairly uneventful rise, if I’m being honest – and
thankfully so, certainly in relation to the various scandals
developing in the media at the moment. I began work in a
civil engineering company, in their human resources/training
department, and after 10 years with them, my quest for
progression in the industry led me to the Murdock Group (as
they were known at the time), recruited as their Group HR
Manager. From there, through various opportunities seized upon,
I ended up becoming Chief Executive. Funnily enough, I never
think of myself as being a female in work. I’d be very certain as
well that none of my senior team or any other employees with
whom I come into contact see me in those terms either.

Business Management Software
for Merchants and Wholesalers
Merchant is affordable, flexible and simple to use
Product & price management

Integrated ledger accounting

Flexible sales functionality

Trade & consumer e-commerce

Purchasing & stock control

Price & availability lookup

For more information contact us on 016260155
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www.rnh.ie/merchant
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In actual fact, it always seems to be people outside of Murdocks
that are interested in the female aspect of it, as opposed to inside
Murdocks. I’ve been with Murdocks for almost 18 years, and I’m
just an employee like any other employee, here to do a job.

Nevertheless, women have been described as
“seriously under-represented when it comes to the
boards of management of Ireland’s top businesses,
making up just 13.2% of board members of the
largest publicly listed companies in Ireland,
significantly below the EU average of 21.2%.”
(source: EU Commission, Database on Women
and Men in Decision Making). How do Murdocks
view the representation of women in the builders
merchants sector?
With regard to Murdocks, I can’t give you an exact number
of female employees because I genuinely don’t have that
figure. The reason for that is quite simple – I don’t look at the
employees in terms of “Have we enough women? Have we
too many men?”. We’ve a very strong culture of promoting from
within, and we will look to the best men and women every time
for the position. It might be an extremely boring answer but it’s
also extremely genuine. Neither my management team nor I
subscribe to a culture of box ticking. At the end of the day, it can
be viewed as a rather unattractive industry for both women and
men, owing to long hours, weekends, exposure to the elements,
etc. You will find men who, for family reasons, are unwilling to
take the next step up, and equally so for women. And the same
applies to men and women hungry for progression within the
industry. To each their own. But one point worth noting is that,
at a recent industry awards ceremony in London, a category for
“Best Trainee” boasted a shortlist of 3 candidates, of which 2
were female. So it might well be a sign of more positive things
to come.

Murdock’s new store is in the heart of the Kilbarrack community.

Murdock’s social media presence is considerable,
with over 8k likes on your Facebook page. Twitter
and Instagram enjoy considerably less attention,
however. Could you talk a bit about your social
media strategy, and just how important you
consider it to increasing profile and driving sales?
I am very familiar with our own strategy, as I’m part of writing
and formulating it. A little over 3 years ago, we hired a full-time
digital marketing executive, because we understood the intrinsic
link between digital marketing and social media, and the key role
they have to play in the future. That particular recruitment was
to ensure delivery of our digital strategy, incorporating every
conceivable element, such as Facebook, Twitter, Instagram,
online campaigns, text and e-mail campaigns, flyers, and hard
advertising in branches with regard to pushing the brand. We
specifically target the builders and self-builders of the future,
who are engaging more and more with smart phones and
tablets in their day-to-day dealings. With regard to social media,
the builders merchants sector is hardly the most interesting
for casual bystanders, and so we do endeavour to bridge that
interest gap with some light-heartedness too. We’re also working
incredibly hard behind the scenes to upgrade our website in
order to stay with the ever-changing, ever-growing digital market,
as well as online retail demands.

What are your primary objectives for the group
over the next two years? What do you envisage
being the main factors in driving your growth over
this period?
Our main objective is really to remain keenly aware of where
the market is going, and working hard to keep up with that
continuous evolution. Aside from that, we’re determined to
identify suitable locations for expansion. But that is obviously
closely linked to our other main goal of attracting, retaining and
developing good staff. If we can achieve that, it will definitely
help drive our business growth.
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It’s time to
build up your
business
17th & 18th February 2019
Citywest, Co Dublin
thehardwareshow.ie

Book your stand today
Contact Margaret Andreucetti
T: +353 (0) 1 846 0020 | M: +353 (0) 86 055 4181
E: margaret@eventhaus.ie

Conference

HAI announces bumper
conference to mark 80th anniversary
Save the Date! Join us to celebrate our 80th anniversary
in style - Tuesday 1st May – where you will spend the day
hearing from top class speakers, meeting friends old and
new, and networking at the largest all-industry gathering
in 2018. With thanks to our headline sponsor, Intact
Software, and gold sponsors, Ames True Temper, Bostik,
Glennon Brothers, Irish Cement, Kingspan, St Gobain,
Tegral and Wavin, The Hardware Conference returns in
2018.
This time it’s heading west, to the four-star Galmont Hotel
(formerly Radisson Blu Hotel) in Galway. With over 260
bedrooms available and located on the banks of Lough Atalia
overlooking Galway Bay, the hotel is just a three-minute walk
from Eyre Square, five minutes from the popular and bustling
shopping district, the pubs and restaurants of Galway’s main
Quay Street, and the main railway and bus stations. The hotel
is situated two hours from Dublin and two-and-a-half-hours
from Cork by car.
Facilities at the hotel include a fitness and leisure experience,
featuring a spa, Greco-Roman swimming pool, jacuzzi, sauna,
steam room, gymnasium and outdoor hot tub, which has
wonderful views across Lough Atalia. It also boasts several
dining options, including a Grill, Bar and Lounge, and Sushi
in the Sky. The hotel recently featured in The Irish Times Best
100 places to stay.
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The format is a one-day conference kicking off at 10am with
speakers and lunch, and closing out the day with a number
of seminars on topical and useful subjects. The informal part
of the day starts in the evening with pre-dinner drinks, dinner
and entertainment. 300 members of the industry attended the
inaugural Hardware Conference in Kilkenny in 2016 and gave
a 100% recommendation that they would return to the next
Conference so we’re looking forward to a large crowd.
Book Now!
Delegate rates remain the same as 2016, HAI
members ¤150 and non-members ¤250. These
rates are inclusive of dinner.
Dinner-only rate for HAI members is €80 and
non-members €100.
To book your place at the Conference visit
www.thehardwareconference.ie or call 01 298 0969.
Hotel Reservations
To book a hotel room, call The Galmont now on
091 538 300 or go to www.thegalmosthotel.com
and use the promo code Gal002 to avail of our
special delegate accommodation rate of ¤135 single
occupancy or ¤145 double occupancy including
breakfast.
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NEW
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BREATHING
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Welcome to The Hardware Journal’s Garden & Outdoor Supplement
– packed full of innovative and creative ideas for retailers looking to
maximise the potential of the “green fever” currently sweeping the
nation.
Back in 2015, a report carried out under the Environmental
Protection Agency (EPA) research programme at the Irish Centre for
High-End Computing and University College Dublin, in conjunction
with Met Eireann, showed an expected decrease in rainfall during
Spring and Summer months going into Ireland’s future. The report
also revealed the regional climate modelling projections for Ireland
to include a temperature increase of between 1 and 1.7 degrees by
2050, with hot days predicted to be between 0.7 and 2.6 degrees
warmer.
Given that in June of last year, the Phoenix Park recorded
temperatures of over 28 degrees Celsius, the thought of repeated
and even increased temperatures means gardening enthusiasts
will be dusting off their gloves and licking their lips in anticipation of
longer and hotter summers to enjoy outdoors.
With Ireland enjoying increasingly more pleasant summers, the
Irish garden has been catapulted to the top of the list of home (and
commercial) spaces to both cultivate, and in which to entertain. But
gardens and green spaces can also be utilised to grow businesses
and attract larger volumes of customers.
Those with families will most likely be on the lookout for ways
to involve and inspire the next wave of muddy hands and cheeky
faces. Bulbs and shrubs that can be planted in Spring for a Summer
bloom are a great way to excite and inspire wonder in children, with
vibrant colours encouraged. Page 6 has some wonderful, colourinspired ways of jazzing up the family garden.
Planting trees is also a fantastic way to leave a leafy legacy
for generations to follow. Furthermore, trees clean the air and
environment around us. Check out page 10 for inspirational ideas on
the creation of breathing rooms inside (and outside!) the home, to
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discuss and advise upon with customers.
While it’s true that Irish summers are getting hotter and drier, our
Autumn and Winter months are seeing an increase in rainfall. For
businesses with large outdoor areas, rainfall can be harnessed for
a host of various uses. Read more about the new trend of “rainscaping” on page 11.
Retailers may also encounter some new recruits to the greenfingered legions, in search of near-immediate results, perhaps
unaware of the more time-consuming and plan-requiring elements
of creating the perfect garden. Not to worry, as simple actions such
as mowing the lawn, trimming edges and removing weeds can
have an instant and aesthetically pleasing impact on an outdoor
space. Check out page 14 for handy tips to pass on to customers in
search of the perfect lawn.
Research from the University of Exeter has shown that having
plants in an office space can increase productivity among
employees by 15%. As retailers, start thinking also about including
greenery around entrances and throughout indoor foyers, as a
means of both attracting customers and prolonging the duration of
their stays in-store. Ways of extending the scope of customer visits
to incorporate outdoor areas of a store can be explored on page 23.
The first of many over the coming months and years, we hope
you enjoy this dedicated supplement brimming with tips and
suggestions to help connect with customers itching to explore the
potential of the outdoors.

Dermot O’Shea
Editor – The Hardware Journal
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Glee New Product Awards 2017
The Hardware Journal looks at a selection of products that won
Best in Category awards at the 2017 GLEE Show in Birmingham

Best Retail Services and Experiences Products
Winner: Mud Daddy – Mud Daddy

Best Garden Care - Growing Accessories Products
Winner: Elho – Green Basics Growhouse Flowerbridge

Mud Daddy mud/dirt washing brush is the simple solution for
cleaning on the go. The portable and compact cleaner is easy to
use, and easy to store in your house, car boot or caravan. It comes
with a 5-litre water tank; perfect for washing and rinsing off your
dog paws, bike, boots, wellies, pushchair and wheelchair at end of
muddy activity.
https://muddaddy.com/

The green basics growhouse makes growing fun! Perfect for
growing herbs and keeping in the kitchen. It’s also perfect for
growing cuttings for vegetables such as tomatoes or cucumbers.
http://www.elho.com/

Best Outdoor Entertaining Products
Winner: The Fire Pod – The Fire Pod
The most important factor (after perfect cooking) has always
been hassle-free use. Fire Pod looked at many different existing
pizza-cooking ovens and contraptions before deciding they
needed to design their own.
https://www.thefirepod.com/
Best Garden Decoration Products
Winner: The Solar Centre – TrueFlame
This beautifully designed solar torch light produces a jaw-dropping
lighting effect which looks and moves exactly like a real flame.
https://www.thesolarcentre.co.uk/
Best Wildlife and Pets Products
Winner: Wildlife World – Dew Drop Wild Bird Window Feeder
The Dewdrop Wildbird Window Feeder is designed to stick to the
window pane using the attached rubber suckers. The Dewdrop
window feeder is made of clear Perspex, affording an unobstructed
view of the birds dipping in and out of the feeder for food.
https://www.wildlifeworld.co.uk
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Best Garden Care – Chemicals, Fertilisers and
Growing Media Products
Winner: Neudorff – Nemotode Range
Safe, natural and effective plant protection for a green and
healthy lawn without any damage. A range of four products
– LawnGrubFree, Leatherjacketfree, Nemasprayer and
VineWeevilFree.
http://www.neudorff.co.uk/
Best Tools and Machinery Products
Winner: Burgon & Ball – Wonderweed Puller
A lightweight weed extraction tool with an aluminium shaft. A
stainless steel weed extractor.
http://www.sam-turner.co.uk/
Best Landscaping Products
Winner: I-glo – I-glo Decking Disc
i-glo’s Decking Disk DIY application provides night time illumination,
improving the aesthetics and safety and removing the expense
of electrical installation whilst able to reach remote parts of the
garden. The 50mm i-glo Decking Disk charges naturally in artificial
or daylight and will glow all night in darkened areas adding another
dimension to the garden.
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Weather Clad:

Ireland’s Longer Lasting Exterior Paint – Whatever the Weather
We have entered a new era of retailing, where the consumer’s purchasing
habits are now calculated and controlled by many different factors – not
solely governed by price. With the allure of authenticity and social/cultural
factors fast becoming a key player in the consumer’s purchasing decision,
it’s time for brands to step up their unique selling point (USP).
Knowing your customer’s needs

The Technical Stuff

Fleetwood is an Irish company, based in Virginia, Co. Cavan, and all
their products bear the badge of honour – the Guaranteed Irish logo.
They have researched and developed Weather Clad to be the mother
of all exterior paints, made to withstand the harshest weather that
Ireland has to offer.

The paint uses a patented, encapsulated biocide that gives a longer
acting kill rate, thereby protecting the film from microbial attack
for much longer than standard masonry paint. The system can be
thought of as a capsule of biocide (much like a cod-liver oil capsule)
that only releases the biocide when a micro-organism interacts
with coating. This ensures that the biocide agent lasts much longer
in the film, protecting and keeping the painted surface cleaner for
longer. This Permacryl technology provides up to 18 years durability
as it contains powerful anti-mould and algae properties to resist the
growth of mould and fungus whilst protecting the surface. High
performance polymers and durable pigments provide resistance
against frost and colour fading/chalking, allowing your customer’s
paint job to look newer for longer. The water-based nature of Weather
Clad means it is touch dry and shower proof in 30 mins, with a recoat
time of 2-4 hours.

Weather Station
Their testing for durability and endurance is meticulous. The
Fleetwood weather testing station in Virginia holds various painted
panels which have been left to stand in all types of climatic conditions
for up to 25 years, and some have been there even longer. Rain, sleet
and sun do their worst and yet Weather Clad stands the test of time.

The Weather Clad Collection
The collection encompasses a carefully selected colour palette by
their colour and design experts of 35 exterior hues. These handselected colours are chosen to work in perfect harmony with Ireland’s
unique landscape. For the more selective customer, all colours are
available in a matt finish from the Fleetwood Colour Mixing System.
Nothing has a more dramatic impact on a home’s appearance than a
fresh coat of paint, and for the consumer to take on a project of this
gravity it is essential to choose an exterior paint with unsurpassable
performance and durability.
4
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IT’S NOT
‘JUST’ A
GARDEN …
LOVE LIFE
IN THE
OUTDOORS
Spring is knocking on the door, and it’s time to get garden-ready. Think about the garden as the fifth room: it’s not “just” a garden – it’s an extra
room with four walls, without a roof, which is the perfect place to relax, socialise, work and play. Being garden ready for the good weather
requires just a little inspiration and a lick of paint.
With 90 colours available to be mixed in the Cuprinol Garden Shades range, there is the perfect colour for everybody. Whether you like nature’s
neutrals – like greens and blues, or you prefer nature’s brights – like mango and pinks to add a pop of colour, you can get the perfect shade to
enhance your garden.
It’s not ‘just’ a garden … it’s an outdoor entertainment place
The simple pleasure of entertaining family and friends in the garden on a summer evening doesn’t have to be complicated or expensive. By day, a
fence is just a fence, but by night – with the addition of a plain white sheet – it can become a movie screen. Add a string of lights, a wooden pallet
or two, and some old cane furniture. Then, throw a few rugs over the grass, and you have your very own pop-up outdoor movie theatre. Cuprinol
Garden Shades in Wild Thyme, Fresh Rosemary and Dusky Gem combine to create a sultry palette of nature’s neutrals, which come alive in the
twilight, and transform fences and furniture. Add a splash of Lavender for subtle energy in the details, and all there is left to do is choose your
favourite blockbuster and fire up a big pan of popcorn.

Extending the kitchen outdoors
Great outdoor cooking is all about creating
the right combination of flavours, and it’s
the same with colour! Perfectly balanced
neutrals including Cuprinol Garden Shades
Seagrass, Sage and Muted Clay combined
with the delicious bright Rich Berry, creates
a mouth-watering recipe of colour for your
alfresco kitchen space. The secret ingredient
is small amounts of decorative painting, such
as this stencilled tile effect, which unlocks
the potential of the palette in a stylish and
practical way.
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It’s not ‘just’ a garden … it’s a space to
think creatively
Use of colour and zoning can unlock the full
potential of your garden as a place to think,
dream and create. In this outdoor workspace,
Cuprinol Garden Shades in Black Ash and
Barleywood are contrasted perfectly by a
vibrant splash of orange in the accessories.
Open the door to the shed and it becomes
a modern study space with bigger blocks of
nature’s bright Honey Mango helping to focus
energy and get the creative juices flowing.

It’s not ‘just’ a garden … it’s a place where
the kids can get their hands dirty
A family garden should be fun, practical, and
everyone’s favourite place to be. If space
is limited, or you have an unloved corner to
revitalise, get creative and paint a world you
can all lose yourselves in. Nature’s neutrals:
Cuprinol Garden Shades in Misty Lake, Pale
Jasmine and Muted Clay combine to recreate
a cloud-filled sky and horizon, with easy-toachieve hand-painted shapes. Nature’s bright
Dazzling Yellow adds the sun-drenched sand
of a fantasy beach.
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TRANSFORM YOUR
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Ronseal on trend
ahead of Summer 2018
Ronseal has teamed up with leading trend forecaster “The
Trend Bible” to identify three key garden trends that must
not be missed. With many people already dreaming of
summer – itching to enjoy their outside spaces once again –
Ronseal have collated the following tips to help gardens all
over the nation gear up for their 2018 revival.

as a family is at the heart of this trend. Introducing simple,
cheap materials to outdoor spaces provides an opportunity
for creativity, and allows families to come together and make
something valuable at the same time. Experimenting with a
little bit of plywood and chipboard – for example – can add big
personality to existing spaces.

All work all play

Put down roots: Update

When it comes to spending time together as a family, the
garden is the perfect base. As the Millennial generation become
parents, the demand for social spaces to be more family friendly
has never been greater. Family spirit is therefore a key area
of focus looking ahead. Whether it’s building a den or painting
a play house with Ronseal Garden Paint, creating together

This trend is driven by a desire for stability, with consumers
investing in their homes. As roots are laid, confidence grows,
as does the desire to make lasting improvements in both
the home and garden. The idea of going back to basics and
getting our hands dirty will become ever more appealing, with
consumers investing time into projects and reaping the rewards.
Craftsmanship is therefore key, with careful consideration being
given to high quality finishes. Think coating decking with Ronseal
Ultimate Decking Oil in order to highlight the natural beauty of
the wood. Lovingly restore and revive furniture with Garden
Paint Sage, allowing it to blend in with natural surroundings.

Easier Exotic
With the staycation trend going nowhere fast, the desire to
create a tropical outdoor space to mirror that of one abroad
will continue to thrive. Consumers will be looking for an easy
way to bring an exotic feel to their outdoor spaces, making for
the ultimate garden escape. The injection of colour holds real
importance within this trend. Paints in rich, inviting shades
such as Ronseal Moroccan Red Garden Paint and Sunburst will
help to create the illusion of warmer climates, and transform
tired sheds into statement pieces guaranteed to make the
neighbours jealous.
8
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GIVE YOUR GARDEN
A NEW LOOK THIS
NEW YEAR!
AVAILABLE IN A WIDE
RANGE OF COLOURS
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GREEN AND
NATURE’S RX FOR
MENTAL WELLNESS

In today’s 24/7
connected society,
public discontent,
depression and anxiety
are skyrocketing
worldwide. The World
Health Organisation
(WHO) predicts that –
by 2030 – anxiety will
be the number 1 global
health issue – outranking
obesity.
Analysts reported that the Global Wellness Economy (wellness
tourism and real estate, the spa industry, and workplace
wellness) reached $3.7 trillion in 2016, and is expected to grow a
further 17% over the next five years.
Generation Y is reportedly the most stressed and anxious todate. According to Ypulse, 81% of 13-34-year-olds are making
mental health a priority, and want new ways to balance physical
and mental wellness, and clear their heads.
Thanks to celebrities such as the British royals, mental health is
no longer a stigma. Prince Harry believes there has been a “dial
shift” in prioritising mental wellness, urging young people who
constantly check their phones to slow down and process their
thoughts, rather than rushing from one thing to the next.
In other words, take time to stop and smell the roses!
Wellness is no longer
solely about physical
health. It goes much
deeper, embracing
positivity, relaxation, and
self-care. A happy mind
leads to a happy body.
Surrounding oneself
with air-purifying
plants, finding a quiet
place to meditate, or
leaning more towards a
plant-based diet are all
reflections of wellness
trends that have become
status symbols for people who make health a priority.
The new study of neuro-conservation from Dr Wallace J. Nichols –
an evolutionary ecologist and research associate at the California
Academy of Sciences – says being in nature and around water
shifts our brain towards hope and compassion, and away from
stress and anger.
With this leading global consumer trend, the theme of the 2018
Garden Trends Report is Nature’s Rx for Mental Wellness.
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BREATHING ROOM

The stress of being connected 24/7 is resulting in a craving
for quiet – for “turning off” the noise.
Awareness of the harmful effects of indoor pollution
continues to rise, with 52% of people in the U.S. using
houseplants to clean the air.
As a result, people are creating breathing rooms using
plants that clean the air and clear the mind.
These rooms enable people to connect with nature, and
create a small oasis or “pause-architecture” in our fastpaced society.

NEW RESEARCH SUPPORTS
BREATHING ROOMS
A new study from the State
University of New York at Oswego
reaffirms that plants help us
breathe easier indoors and
support health and well-being.
“Buildings, whether new or old,
can have high levels of VOCs
(volatile organic compounds) in
them – sometimes so high that
you can smell them,” says Vadoud
Niri, Ph.D. – leader of the study.
Plants can remove up to 80% of
common VOCs.

CREATE YOUR OWN
BREATHING ROOMS
Hanging gardens and flower pot
pendants are the next big thing
indoors, spotted at IPM Essen by
Chris Beytes – editor of Grower
Talks & Green Profit.
Create a green canopy in your
home with palms, ferns, or
orchids, rhipsalis philodendrons
and other leafy plants, or in your
kitchen with herbs.
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WELL-BEING
MAKE A SPLASH

“We are doing more than being in the
business of making stormwater areas
look pretty. We are in the health and
well-being business.”
Zach Johnson, Colorado State University

RAINSCAPING

RainScapes were trending at the NC Green Industry Water Symposium ‘17. Capturing
rainwater where it falls and soaking it in recharges local groundwater and saves water. The
trend by some utilities companies to pay homeowners to save water is taking root, with
some local authorities in the U.S. providing up to $2,500 per garden, to motivate homeowners
to recycle rainwater.
Ann English of the Maryland DEP says the plant industry needs to understand that plants are
key to increasing consumer acceptance and desirability of stormwater features.
Tools – such as i-Tree – help cities quantify ecological contributions (ie. Stormwater
management) of urban forests, to better direct management and strengthen advocacy efforts
on behalf of city trees.

GROW YOUR OWN PROTEIN
“A new wave of concerned citizens
– especially millennials – are turning
to meat-free eating for better health,
both for ourselves and for the planet.”
Cara Rosenbloom, Washington Post

PLANT EATERS: THE NEW CONSUMER
Eating more plants has created a new consumer: The
Flexitarian, with approximately 23 million Americans
identify as flexitarian. 30% are eating more plants,
and 38% go meatless at least once per week (Mintel).
The number of vegetarian products have doubled over
the past five years, and yearly meat consumption per
person has fallen 15% since 2006.”

PURPLE
REIGN

According to Architectural Digest,
people want to pack more into their
small spaces.
Use pops of purple herbs and
veggies in ornamental beds. Pop
purple in borders and pots with
lavender, catmint and rosemary.
Substitute ornamental shrubs for
compact, thorn-less blueberry and
blackberry plants.

10 PROTEIN-RICH FOODS TO GROW AT HOME
Many who are eating less meat are
taking control by growing edibles – rich
in protein – at home.
Clean, sustainably sourced food from
one’s own back garden was recently
identified as a trend at the Global
Wellness Summit.
Don’t forget however, that in order to
thrive and keep you healthy, plants need
a balanced, organic diet of their own.

1.
2.
3.
4.
5.
6.
7.
8.
9.
10.

Edamame
Peas
Quinoa
Broccoli
Corn
Asparagus
Spinach
Kale
Millet
Sunflower Seeds
Source: Garden Media GTR Garden Trends Report 2018
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Unleash the green potential
It’s time to start preparing for the garden season 2018! The Hardware Journal teamed
up with Westland Horticulture to examine some of the main attractions for both longterm, avid horticulturists and the more apprehensive, newcomer gardeners alike.
Spring is just around the corner, and now is the time for
everyone to look at what’s happening in the world of gardening
for 2018. Irish gardeners still love to take care of their lawns,
with a massive 74% of gardeners affirming their love of grasscutting1. However, some newer trends are certainly worth taking
note of too. Here are some of the key reasons to fall back in love
with gardening this season:

12

2. Outside entertainment zones
The trend for making the most of outdoor space is on an
indisputable upward trajectory. Roughly 57% of Irish adults
consider their garden as another room for entertaining3. The idea
of outdoor entertainment is no longer confined to barbeques
and garden furniture though, as 65% of gardeners say it’s
important to make their house look good in general4. Aside from
furnishings and decorations, one of the first jobs of the season
is to get out and blitz those pesky weeds as part of an overall
spring tidy up.

1. Healthy Gardeners
The health benefits of horticulture are constantly gaining
increasing exposure. Even in the days of our grandparents,
getting out in the fresh air and putting in some hard graft in the
garden was recognised as a great fun and wholesome activity.
The difference today is that technical advances mean we can
measure just how healthy gardening is. Studies have shown
that 45 minutes of gardening can burn as many calories as a
30-minute aerobics session, with one study from the University
of Oulu, Finland, claiming that regular gardening activity in
people aged 65 and over can drastically reduce the risk of heartrelated health problems. Furthermore, experts like Professor
Alistair Griffith Director of Science for the Royal Horticultural
Society have conducted studies showing that gardening can
help with everything from reducing obesity to improving cardio
vascular health. More studies are being published that identify
the benefits of gardening to people’s mental health too, with
75% of Irish Gardeners reporting that gardening has a positive
effect on their mental health and stress levels2.

3. Container Gardening Outdoor and In
Planting flowers and shrubs is the most popular gardening
activity, with a massive 83% of Irish gardeners participating in
the process of muddying fingers and cultivating beautiful new
bloomage5. These days, the availability of an ever-widening range
of pots and hanging baskets means that even those with small
spaces – such as balconies or rented accommodation – can get
involved. And indoor gardening especially is enjoying a notable
renaissance – houseplants haven’t been this trendy since the
seventies! One garden centre we spoke to reported sales
having tripled in the last 18 months6, with cacti and succulents
some of the biggest winners, along with more traditional airpurifying foliage plants. Trend-wise, houseplants are the leafruffling new kids on the block in the gardening world, as all you
need is a windowsill and the accompanying desire to pretty-up
your home with something natural.

Sources: 1,2,3,4,5 – Bord Bia Insight
6 – Horticulture Week Sept 2017: Pugh’s Nursery, Cardiff

So don’t give it a second thought - make some space for
gardening this spring! – one of the fastest-growing nationwide
pastimes, appealing to traditional gardeners and fledgling
millennials alike.
January/February 2018
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Whoever you are.
Whatever the project.
We have the products
to help you progress.

Leaders in
Gardening

Resolva Pro contains glyphosate. Use plant protection products safely. Always read the label and product information before use.
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How to Achieve
the Perfect Lawn

Sales of all-in-one lawn fertilisers are showing double digit
growth year-on-year, meaning that more people in Ireland
are choosing to treat their lawns than ever before.

Figures also show that organic-based lawn care is in triple digit
growth – a phenomenal development in the garden care sector,
and a huge opportunity for retailers.
Whatever its size, a well-tended, weed-free lawn is a great
unifier.
The key to effective weed removal is to kill the weed from
root to tip. If you prefer not to use weedkillers, smaller weeds
can be removed by hand and the more stubborn weeds can
be removed with a weeding device. Ensure that you wear
protective clothing if you do decide to use weed control
products.
You may choose to spread an all-in-one product such as
GreenForce Lawn Feed, Weed and Mosskiller; as the name
suggests, this will feed the lawn, kill lawn weeds such as
dandelions, daisies and buttercup, and eliminate moss by
causing it to blacken and die. The black moss should be raked
out preferably using a scarifier or springtine rake after about a
week.
GreenForce Lawn Feed, Weed and Mosskiller comes in three
convenient pack sizes: 3kg treats 150m², 8.75kg treats 437m²
and 15kg treats 750m² - up to double the coverage of the
competitor products, giving the consumer tremendous value for
money.
An environmentally friendly product such as the GreenForce
Lawn Gold lawn care programme will feed your lawn using
slow release technology, and control moss without turning it
black. There is no danger of staining pathways and patios, and
no need to rake out dead moss. Moss simply dies back and
disintegrates into the lawn, eliminating the need for backbreaking work. Lawn Gold is child and pet safe too – allaying
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one of the greatest concerns for many consumers. Trials show
that Lawn Gold actually improves the biodiversity in the soil
compared to untreated lawns. The three steps also offer retail
opportunities almost all year round:
Lawn Gold Classic is applied in spring and contains a slowrelease fertiliser, together with a special blend of minerals that
puts moss under stress, while ensuring the grass receives
optimum nutrients at the right time.
Lawn Gold Summer Green is applied in the summer months
when grass is being mowed frequently – it revitalises stressed
lawns whilst limiting overgrowth.
Lawn Gold Winter Protect is then applied in autumn and helps
prevent moss settling in over the cold, dark, winter months with
its slow release iron.

Helpful hints and tips when speaking with
your customers
•	Ensure also lawns are not mowed too tightly, as this
weakens grass and can allow moss to establish.
•	Mow in opposite directions each time, which will
help prevent grass being flattened and developing
into thatch – this leads to poor soil as sunlight and air
cannot permeate.
•	Aerate soil using a garden fork or mechanical lawn
spike to improve drainage and allow air circulation.
•	Fertilise your lawn using the appropriate lawn feed
and moss control for your needs.
•	Check out www.MyGardenExpert.com for more
expert gardening advice!

January/February 2018
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The best defence against moss and weeds is a healthy lawn

M A M J J A S O

LAWN GOLD
CLASSIC

SPRING

APPLICATION

M J J A

LAWN GOLD
SUMMER
SUMMER
APPLICATION
GREEN

PRE-TREAT

WITH LAWN GOLD EXTRA

for heavy moss-infested lawns

NOVEMBER to MARCH

A S O N

LAWN GOLD
AUTUMN
WINTER
APPLICATION
PROTECT

• CHILD SAFE AND PET SAFE
• NO NEED TO RAKE OUT
• MADE IN IRELAND
January/February 2018

Phone: 091-794722
Email: info@hygeia.ie

www.mygardenexpert.com
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Ames group expands
to outdoor living with
UK acquisition
US-based company acquires La Hacienda UK in break from
traditional tool-driven strategy
Albeit the core business of the Ames Group of Companies
continues to be non-powered lawn and garden tools, the recent
move into ‘Outdoor Living’ – with the acquisition of La Hacienda
UK – proves to be somewhat interesting. The US-based company
– with their headquarters in Camp Hill, Pennsylvania – has various
manufacturing facilities and distribution centres globally, including
in the USA, Canada, Australia, China, and here at Whites Cross,
Co. Cork, Ireland – trading as Ames True Temper.
The company’s Sales and Marketing Director for Europe Niall
Nugent says: “Our strategic entry into the leisure side of
gardening has been part of our overall global strategy for the past
couple of years. We closely monitor consumer behavioural trends
and we truly recognise a far greater appetite for the younger
consumer to spend more time entertaining and enjoying the great
outdoors, as opposed to performing functional tasks such as
garden development and maintenance.”
Niall continues by explaining how “within the industry, there are
mixed feelings on what the next generation are willing and not
willing to do when it comes to the garden.” “So much so,” he
continues, “that to a certain extent, it has been mentioned that
the terminology ‘DIY’ is changing to ‘DIFM’ (Do It For Me), but the
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reality remains garden maintenance will be forever essential, so
it’s a matter of getting the balance right.”
The strategic acquisition by Ames now exposes the La Hacienda
brand and the mentioned categories to countries and channels
which – in the past – would have been somewhat challenging for
La Hacienda as a standalone business. “Our group footprint in
Europe will continue to develop into 2018 with further acquisitions
in the pipeline,” says Niall.
Founded in 1998 by brothers John and Simon Goodwin, La
Hacienda has become one of Europe’s largest developers,
importers and distributors of various product ranges, including
fire pits, chimeneas, and electric garden heaters, as well as a
comprehensive range of garden décor. At it’s UK base in Stroud
– just outside of Bristol – La Hacienda currently employs over 40
people across all of its various departments.
At the heart of La Hacienda is a number of core values that
have led to the continued success over the past 20 years. At
the forefront of those values is innovation and - in particular,
with outdoor heating and cooking – new concepts and product
development are the keystones to driving the category. This is
quite obvious with the recent launch of the La Hacienda Firebox®.
January/February 2018
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Exclusively distributed by Ames True Temper,
Whites Cross, Cork, T23 AF84, Ireland
Tel: +353 21 4302433
Email: sales@truetemper.ie
January/February 2018
Visit: www.lahacienda.co.uk
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Ready, set, go green!
The Hardware Journal caught up with the team at Whelehan’s Gardening, who
are busy preparing for Summer 2018. Their enthusiastic, green-fingered and
green-minded staff talk us through the essential checklist for retailers.

✓
✓
✓
✓
✓
✓
✓

Get set up early! Keen gardeners will buy the products they know they will need, as soon as they see them on sale, even as early
as the beginning of February. As soon as we get the first mild day of the year, your customers will be out in their gardens, tidying
and cleaning up and getting their outdoor areas ready for the season ahead.
Early, pre-season displays of moss and algae control products in particular (such as Patio Magic, MossOff, etc.), will see immediate
extra sales IF displays are prominent, and offers are clearly displayed.
A high-impact, colourful display with a simple layout will decrease consumer confusion and encourage your customers to purchase
more products.
Identify and highlight the various categories and sub-categories within the Ferts & Chems displays. Plant Feeding, Lawncare,
Weed Control, Pest & Disease Control products should be merchandised by category to avoid consumer confusion.
Maximise the use of Point-Of-Sale material to help identify the above categories.
Special Offer signage is essential, and should be checked regularly – there is no point doing a Special Offer if the consumer does
not know about it.
Off-shelf displays of key gardening products in high-traffic areas of your store will massively increase impulse purchases, and can
be changed and refreshed during the year to reflect seasonal requirements.

✓

Free-standing display units of volume lines can result in 50%-60% extra growth in sales, and can be used to create a dedicated
“Special Promotion” display area in your store.

✓

Do not forget the power of brands! Consumers are happy to invest in products they can trust to do the job first time. The
improving economy will see further consumer willingness to trade up to trusted brands.

✓
✓

Remember that consumers are not always looking for the cheapest product. Offering promotions and good value with branded
products will grow turnover and drive cash margin growth.

✓
✓

Merchandising planograms are available from the main suppliers of Ferts & Chems to the Irish market, and can help to identify
which products should go where on your displays, to try to minimise consumer confusion and help maximise sales.

Value-Added, “Extra Free” packs, offered by suppliers of the key branded products, are a great way to encourage consumers to
spend a little extra while maintaining retail margins.

TV and Multi-Media advertising of the key brands will drive consumer awareness of new and existing branded products. Ensure
that you do not miss out on potential extra business by not having the advertised products in stock.

Please contact your Whelehan Gardening representative should you require any further or more detailed information on any of the above
points. Planograms are also available and can be tailored to individual space requirements.
Contact the Whelehan Gardening office on 01 4688 900 or orders@tpwhelehan.ie.
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THE
SUMMER
STATE OF
MIND WITH
CALOR
With the worst of the winter weather almost behind us, it’s time to start
turning our minds to sunnier thoughts of summer, lighting up the BBQ,
and enjoying the best that life has to offer. From patio heaters to gas
BBQs, Calor Gas is synonymous with celebrating life outdoors.
Calor Gas BBQs allow budding chefs around the country to cook
with ease, precision, and speed using gas. Gas offers instant
heat, ease of use, and responsive temperature control, allowing
BBQ masters to create the perfect dishes every time. No more
steaks burnt on the outside and raw in the middle – gas brings the
convenience of your kitchen into the back garden, and beyond.
Calor stock a wide range of gas BBQs, catering for back garden
cooking, camping adventures, or summer picnics. From serious
pieces of cooking equipment to our incredibly popular Mini-BBQ,
there is a solution for every occasion.
Designed in Ireland, the Calor Mini-BBQ is the perfect ingredient
for outdoor cooking; stylish, clever and functional, and powered
by a simple 400g gas cartridge and attachment – it is ideal for both

weekend getaways and picnics.
With a wooden lid which cleverly doubles as a chopping board
– and a spacious grilling plate – the Calor Mini BBQ is perfect
for whipping up an outdoor spread on the go. For larger groups,
the BBQ can also be powered by the Calor lightweight 6kg gas
cylinder. The portable and easy-to-carry cylinder is complete with a
handy contents gauge, ensuring that you will never unexpectedly
run out of gas.
Once the cooking is done, you can relax outdoors all year round
with the warmth of the Calor-powered patio heaters. Calor
provides a range of both table-top and standalone patio heaters.
So even if the Irish outdoors aren’t always as warm as we would
like, you can still enjoy it.

Calor Mini-BBQ
Enjoy the Calor Mini-BBQ wherever you are.
www.calorgas.ie/minibbq
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Decklanders II
– the next
generation
The origin of the word “decking” can be traced back to 15th
century ship building. Here in Ireland, however, it has become
synonymous with the building boom of the noughties, and a
generation of “Decklanders” who (un)paved the way for an
alternative solution to outdoor living.
Traditional softwood decks bring a warmth and beauty to any
garden but - as we all know – beauty is only skin deep, and
requires regular maintenance. Despite the well-documented
issues with timber decks, their desirability as a patio
option remains strong. A wide range of excellent aftercare
products will extend the life of any timber deck; however,
consumers are always on the lookout for low maintenance
alternatives when it comes to all things outdoors. As a
result, homeowners are fast becoming more aware of the
advantages of Composite Decking, which the commercial
market has embraced for many years. Research shows that –
as well as new domestic projects – there are many traditional
timber decks being replaced with this versatile alternative.
Whiteriver Group have recorded another strong year for
composite decking sales and, according to their Sales Director
Iain Wogan, they are “forecasting stable growth for 2018

across both commercial and domestic installations.” There
are numerous types of composite decking on the market
today although most can be broken down into two main
categories – traditional and next generation. “Our traditional
‘Portland’ composite decking is the most common form, and
comprises of a mixture of wood fibre, recycled plastics, and
colour additives to give a durable, low-maintenance, anti-slip,
eco-friendly alternative to timber. The option of traditional deck
grooves or a flat brushed surface complete the finish, along
with a variety of colours. Next generation ‘Ultrashield’ has all
the attributes of traditional composite, with added protection
in the form of a capped shield which gives the boards a
smooth, protective covering and a distinctive wood grain
appearance.”
Decking trends and designs are ever changing and there
is no limit to what can be achieved with a little imagination
and an experienced installer. Size matters, and the days of
a functional area for accommodating a BBQ and set of patio
furniture are long gone as home owners are looking for more
outdoor living space for entertaining family and friends, as well
as a safe, clean play area for kids.

d e c k s fo r l i v i n g

WHITERIVER offer you a range of colours and designs which will suit all styles and budgets and will add
natural beauty to your home. Our decking will not require finishing when fitted and only minimal ongoing
maintenance. Our range of decks are designed to withstand the harshest Irish conditions. As our decks are
splinter free and have a low slip potential, this leaves them very safe for children to walk on. There are three
colours available in our Portland collection of decking and five colour options available in our Ultrashield
collection. All the decks are reversible which gives two different profile finishes for each deck.

Ultrashield

Cluide, Dunleer, Co. Louth.
Phone: +353 41 686 1000 Fax: +353 41 686 2909 Email: sales@wrg.ie Web: www.wrg.ie
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DS SUPPLIES
UNVEIL NEW
ARTIFICIAL
GRASS
SERVICE

"Cut to Size"
service now
available!
Greenfx Artiﬁcial Grass
No Mud - No Mess - No Mowing!
DS Supplies now provide
bigger cuts for large projects such
as your garden. We now offer a
wider range of yarns from 12mm
to 40mm landscape qualities.
www.greenfx.ie
Tel: 01 4011666
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Due to busy lifestyle choices and keener time-management
needs, the demand for maintenance-free artificial grass has
hit a new high, with gardens, pubs, restaurants, and offices
all looking to have soft landscaping areas, but without all the
hassle of its upkeep. To cater for this increased demand, DS
Supplies have announced their new artificial grass “cut to
length” service through their customers’ network of builders
merchants and DIY stores.
Utilising their new grass cutting machine, specific lengths of
grass can be ordered in either a 2m or 4m wide roll, followed
by delivery to site. The
three key elements are pile
heights, width, and length.
Pile heights range from
12mm to 40mm, with two
varying widths of either 2m
or 4m also available.
The grass cutting
machine used to apply
the specifications is
computer controlled, and
so automatically cuts to the
specific length required.
Once cut, it wraps the
roll in a protective film for
transportation.
Artificial grass is child &
pet friendly, UV stabilised,
fire retardant and virtually
maintenance free. While
installation is relatively
simple, a range of
accessories can also be
acquired, such as fixing
pins, joint tapes, adhesives
and our newest addition –
spray cleaner and reviver, to
facilitate easier installation.
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All angles covered for retailers
As the dawn breaks on 2018, the frequency of bizarre,
unpredictable, and challenging weather systems continues to
become a more concrete reality. Across the pond, the U.S. has
simultaneously experienced record numbers of wildfires and – more
recently – record low temperatures over the past twelve months.
Here in Ireland, the conveyor belt of various-category storms
has been coupled with our increasingly common sun-drenched
summers.
Retailers have therefore encountered the significant challenge
of adapting their outdoor commercial spaces to both protect and
entice customers. With indoor spaces at a premium, the drive to
maximise the potential of accompanying outdoor spaces in 2018
is on.
From the first impression a retailer strives to make, commercial
canopies can help create feature entrances and unique visual impact
retail attractions to attract visitors. Covered walkways can then
further entice these visitors into areas they wouldn’t normally visit.
The optimal utilisation of outdoor spaces – through the employment
of canopies – will also help maximise visitor numbers, as well
as shelter social, communal, and play areas from the weather.
Innovative solutions to under-utilised space can include creating
workshops or converting outdoor spaces into demo-hosting areas.
This outdoor shelter solution can also protect exposed stock or
storage areas from the afore-mentioned inclement weather, as well
as prolonging a customer’s length of stay (and spend) whilst at a
particular store or attraction.
Among the various providers on the market, Colm Warren
Polyhouses Ltd (CWP Ltd) have a long history providing canopies
and buildings to a large and diverse client base, and their team
delight in providing solutions that will both create and enhance
existing commercial environments, offering free first-time
consultations and site-visits. For more information, visit
www.cwp.ie.
January/February 2018

Multi-purpose function:
 Garden centre/DIY stores
 Farm shops
 Open Farm Agri-shelters
 Walkways
 Outdoor Social or eating area
 Covered Storage areas
 Entrance area covers
 Packing areas
….. And much more!

Contact Details:

Colm Warren Polyhouses Ltd (CWP Ltd),
Kilmurray, Trim, Co. Meath.
Tel: +353 (0)46 9546007
Email: info@cwp.ie
Website: www.cwp.ie
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GARDEN POWER
TOOLS TO PROVE
MORE POPULAR
THAN EVER

Garden power products are set to make a big impact this year
across all hardware and DIY retail sectors. Brendan Stafford,
of John Stafford & Sons, insists that the rising popularity isn’t
slowing down anytime soon.
“It’s a category that has grown considerably over the last
number of years, and the Protool brand is now the most
prominent in the marketplace,” explains Brendan.
“This overall category - if embraced and presented in a
professional manner to customers - will show fast growth,
and has the ability to attract a different range of customer into
stores,” he continues. “I fully expect a significant increase in
sales, when a full range such as this is shown in stores.”
The key to growth within this garden power range, according to
Brendan, is competitive pricing and eye-catching packaging at
point of sale.
This, he suggests, is perhaps the main reason why the Protool
brand has been so successful to date in the Irish market.
Key new products this year include a new range of petrol
lawnmowers, including both Protool professional series engines
and Briggs & Stratton engines. The new Protool VX series
chainsaws will be available in four different sizes. The Irish market
has also seen a steady growth in dirty water pumps sales in the
last year.
Among the more innovative and unusual products from Protool
this season are petrol knapsack brush cutters, which would
facilitate some of the more difficult tasks in the garden.
Protool offers a strong multi-seasonal catalogue of products, and
this year will see a new range of brush cutters introduced, along
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with new 4-in-1 and 5-in-1 petrol units. Also new for 2018 is a
5-tonne log-splitter machine, which now comes with a free stand
and a Protool log-cutting saw machine.
One of the big areas of growth is the area of pressure washers,
with increased awareness surrounding the aesthetic benefits of
power-washed driveways and brick work materialising through –
among other means – viral internet videos.
This trending of power washers can also help attract a more
diverse customer base, with features such as being able to draw
water from a barrel of key importance, due to the diminishing
presence of outdoor faucets in newly built homes and apartment
buildings.
The focus of many retailers over the last number of years has
gradually switched to petrol washers. Important selling points
are motors with a minimum of 7 HP (horse power), along
with quality of the hose, with a high quality, braided hose
recommended.
Stafford’s currently offer a range of power washers starting
at 7HP, also offering 9HP and 13HP models. The 7HP model
comes with a full colour point of support sale display box, which
supports sales in store and attracts customers. For 2018, a
new 2000W electric pressure washer will also be available
with full colour display box, which is hoped to attract retailers
keen on reaching both new and existing customer bases. This
year will also see the launch of the new AC Brooklyn range of
compressors, welders, generators, and space heaters, together
with an expansion of the Protool hand and power tool ranges as
well.
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Our new 2018 Catalogue
now available

www.stafford.ie

John Stafford & Sons
The Village
Blackwater
Co. Wexford
Y21 DR60
Ph: 053-936 72 46
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New HAI study debunks myths
around DIY and gender
New research spearheaded by Hardware Association Ireland has
busted some long-standing myths surrounding a gender imbalance
in engagement with DIY activities. However, while the news is positive
overall, evidence of some lingering stereotypes should give the
industry – and retailers in particular – food for thought.
Overall Attitudes to DIY – Part 1
(Base: All adults 18+ n=1,013)

Here are some statements others have made in relation to DIY, please indicate how much
you agree or disagree with each, using the scale provided.
I feel sales people don’t
think I’m knowledgeable
on DIY because I’m a
woman

I really enjoy
doing DIY projects

(Females only N=517)

Net Agree

57%

Strongly
agree

11%

Agree

46%

Neither
agree nor
disagree
Disagree

53%

DIY projects are a
good way to spend
time with family and
friends

I only do DIY projects
to save money as I
don’t want to spend
money on
professional services

49%

45%

15%

9%

9%

38%

40%

37%

27%

20%

26%

23%

15%
1%

19%

21%

28%

8%

5%

5%

I find sales people don’t
take me seriously when
shopping for hardware/
tools

I prefer to deal with
women when shopping
for hardware/tools

30%

9%

6%
24%

2%
7%

33%

53%

32%
5%

Just over half (53%) of adults claim to really enjoy doing DIY projects, with a similar proportion (49%)
viewing DIY projects as a good way to spend time with family and friends. Almost 6 in 10 (57%) females
feel that sales people don’t think they are knowledgeable on DIY because they are a woman.
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31%
6%

DIY is no longer the overwhelmingly
male preserve most people have
assumed it to be. New research
carried out by Hardware Association
Ireland (HAI) reveals that almost
as many women as men enjoy
working on DIY projects but that old
stereotypes die hard when it comes
to the hardware retail trade.
The study – carried out by Empathy
Research in October 2017, among
a representative sample of 1,013
people across Ireland – found that
49% of women said they really
enjoyed doing DIY projects but 57%
felt that sales people don’t think
they’re knowledgeable on DIY due to
25
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their gender.
In comparison, only 57% of
men said they really enjoy doing
DIY projects. Interestingly, a
significantly larger proportion of
women (53%) than men (44%)
think that DIY projects are a good
way to spend time with family and
friends.
In addition, the study also found
that Irish people spend more
than ¤600 a year on average on
hardware or tools.
“The myth of DIY being for men
is just that, a myth”, commented
Annemarie Harte, CEO of
Hardware Association Ireland.
“These research findings indicate
that the propensity to carry
out and enjoy DIY projects is
almost equal across the genders.
Furthermore, women clearly enjoy
collaborating on projects more
than men.
There is a missed opportunity for
retailers to market and promote
to women and they could be
losing business as a result. 40%
of women respondents said
they weren’t taken seriously by
sales people when shopping for
hardware or tools while only 20%
of men felt the same way.”
Women and men also displayed
remarkably similar attitudes
towards DIY projects. For
example, 71% of males and 73%
of females turned to Google or
YouTube videos for help and
advice on projects; 53% of men
and 52% of women said they
were disappointed when the final
result of a project didn’t turn out
as polished and professional as
anticipated or hoped for; while
40% of men and 38% of women
would partake in DIY classes or
workshops in their local hardware
store if they were available.
“There is a clear opportunity
here for hardware stores to meet
demand from DIY enthusiasts
of both genders”, said Harte.
“Classes or workshops in a
local shop would offer a valuable
community service as well as an
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Types of DIY Projects Currently Undertaken
(Base: All adults 18+ n=1,013)

What kind of DIY projects, if any, do you do?
Females
(n=517)

Total
Painting

62%

66%

General Maintenance/Repairing

43%

57%

Garden landscaping

44%

51%

Craft projects/upcycling

40%

28%

Electrical

4%

16%

1%

3%

Other

11%

9%

None of these

Significant difference @ 95% confidence level
Painting is the most likely DIY project to be undertaken with two thirds (66%) of adults taking on these
projects. Females are significantly less likely to undertake general maintenance/repairing (43%), garden
landscaping (44%) and electrical (4%) projects and more likely to do craft or upcycling projects (40%).

Channels Typically Used for Purchasing Hardware / Tools
(Base: All adults 18+ n=1,013)

From where, if at all, do you use to purchase hardware/tools?
Females
(n=517)

Total
Big Box stores (e.g. Woodies/ B&Q)

62%

59%

Local hardware store

60%

57%

Discount stores (Lidl/ Aldi)

48%

Home centre (e.g. Co-op
Superstores)

47%
22%

25%

Online (e.g. Amazon)

16%

18%

I do not purchase any
hardware or tools

8%

6%

Other

2%

2%

There is little difference in the purchase behaviour of females when it comes to purchasing hardware or
tools, with the most likely purchase destination of hardware/tools being from big box stores (62%). Local
hardware stores are also widely used, with 6 in 10 (60%) purchasing locally. Discounters also play a
significant role, with almost half (48%) of all adults purchasing hardware/tools from these stores.

Skills Currently Partaking in or would Be Interested in Taking up
(Base: All adults 18+ n=1,013)

Which of the following skills, if any, do you currently partake in or would you be interested in taking up?
Females
(n=517)

Total
Painting

54%

Upcycling
Carpentry

29%

24%

Mechanical

11%

18%

Building

None of these

18%

25%

Electrical

Plastering

43%

29%

Wallpapering

Carpet fitting

56%

33%

7%

15%

6%

12%

7%

7%

6%
24%

26%

Significant difference @ 95% confidence level
Painting (54%) is the skill in which adults are most likely to currently engage in or would be interested in
taking up, with females (56%) in line with the overall interest levels recorded for this skill. Upcycling is of
significantly more interest to females (43%), with carpentry (18%), electrical (11%), mechanical (7%) and
building skills (6%) of significantly less interest.
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opportunity to boost sales”.
The type of projects undertaken
were broadly similar with painting
and decorating coming out on
top as the clear favourite of both
sexes. Men were more likely
to carry out more physically
demanding projects like landscape
gardening while women had
a leaning towards crafts and
upcycling projects.
28% of men said they had carried
out electrical projects while
the figure for women was just
4%. “This probably suggests a
knowledge or training gap that
could be addressed by classes or
workshops”, said Harte.
When it came to skills there
was a more traditional gender
breakdown with women favouring
decorative areas such as painting
and wallpapering and men being
more likely to either partake in or
be interested in acquiring a skill
in areas like carpentry, electrical,
mechanical or general building
work.
There is almost no difference in the
behaviour of females and males
when it comes to purchasing
hardware or tools, with the most
likely purchase destination being
from big box stores (62%).
Local hardware stores are also
widely supported, with 6 in
10 (60%) purchasing locally.
Discounters like Aldi and Lidl also
play a significant role, with almost
half (48%) of all adults buying from
these stores.
Similarly, the breakdown of
products purchased by both
genders was almost identical with
painting and decorating coming
out on top followed by home
improvement products, tools and
equipment, outdoor maintenance,
and lighting and electrical
equipment.
“There is an opportunity here for
retailers”, Harte noted. “The DIY
landscape is very much a female
as well as a male preserve, and
retailers need to adapt to cater for
that change.”

Frequency of Visiting Hardware Stores
(Base: All adults 18+ n=1,013)

How often, if at all, do you visit hardware stores?
Total

Male

7%

5%

Once a week or
more often
Once 2-3 weeks

Once every 2-3
months
Once every 4-6
months
Once a year or less
often

10%

24%

29%

25%

22%
18%

20%

5%

10%

Once a month or
more often
Never

18-24

25-34

4%

17%

13%

Once a
month

Female

6%
9%

35-44

45-54

55-64

65+

6%

3%

7%
14%

7%
10%

24%

20%

0%
3%
15%

22%

26%

26%

21%

27%

27%

21%

27%

28%

26%

22%

26%

22%

15%

13%

26%

19%

20%

6%

7%

15%
5%

Conn/
Munster Ulster

Dublin

ROL

4%

6%
15%

18%

22%

26%

28%

25%

25%

25%

20%

5%

17%

10%
32%
21%
19%
9%

23%

26%

17%

19%

8%

7%

12%

8%
7%
20%

16%

43 %

52%

34%

18%

37%

47%

43%

51%

51%

36%

47%

51%

36%

2%

2%

2%

6%

3%

1%

2%

2%

0%

3%

1%

1%

4%

Significant difference @ 95% confidence level
Just over 4 in 10 (43%) adults claim to visit a hardware stores once a month or more often, with males (52%) more likely
to visit than females (34%). Monthly or more frequently visitation increases with age and peaks with those aged 55+
(51%). Dublin (36%) residents are less likely to visit with this frequency, with Munster (51%) residents most likely to visit.

Products Most Likely to be Purchased in DIY Shops
(Base: All adults 18+ n=1,013)

Which of the following types of products do you tend to buy in a DIY shop?
Females
(n=517)

Total
Paint/Decorating

81%

Home Improvement

85%

64%

Tools/Equipment

67%

58%

Outdoor Maintenance

43%

Lighting/Electrical

43%

Tiling/Flooring

51%
37%
39%

18%

15%

16%

Heating/Plumbing

10%
Significant difference @ 95% confidence level

Paint/Decorating products are most likely to be purchase in DIY shops, with females marginally more likely
to purchase these products (85%). Females are also more likely to purchase home improvement type
products (67%) but are less likely to purchase tools/equipment (51%).

Average Monthly Spend on Hardware/Tools
(Base: All adults 18+ who purchase any hardware or tools n=961)

On average, how much would you spend when shopping in a DIY shop each month?
Total

101+

4%

Male

6%

Female

18-24

3%

25-34

4%

51- 100 16%

17%

36- 50 22%

25%

20%

9%
16- 25 16%

11%
17%

8%
15%

Under 15 32%

25%

38%

Average Spend

40

45

36

25

38

Average Spend
excl. nothing

51

53

49

40

48

26- 35
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16%

35-44

45-54

55-64

4%

7%

22%

19%

6%

65+

3%

Dublin

6%

Conn
/
Ulster

Rest of
Leinster Munster

5%
22%

4%

3%
20%

1%

14%

18%

12%

11%

12%
8%
3%
22%

21%

26%

26%

22%

24%

22%

24%

20%

24%

7%

9%
14%

10%
12%

12%
12%

13%

8%
15%

12%

14%

10%
13%

5%
16%

23%

29%

28%

34%

38%

50

42

46

33

37

46

37

41

57

52

63

43

51

58

46

48

54%

22%
32%

27%

15%

20%
30%

33%

Significant difference @ 95% confidence level
On average, those who purchase hardware or tools claim to spend €40 per month, this peaks amongst those aged 35-44.
When we exclude those who do not spend on a monthly basis, the average spend on hardware/tools increases to €51.

27

Economic Impact Study

Economic impact study
reveals key industry data
Positivity, growth, and an unbalanced recovery are among the new
data revealed by HAI’s ground-breaking survey.
Hardware Association Ireland is delighted to announce the
publication of the first Hardware Economic Impact Study (EIS). The
study is based on 2015 figures, but we know that the sector has
grown by 10% according to our own business index of net retail
sales from 2015 to 2016. HAI will look at a full revision and update of
the EIS for late 2018 utilising the latest CSO data.
Headline summary of the findings include:
•	The hardware industry in Ireland – which includes the hardware
retail, hardware wholesale, and hardware manufacturing sectors
– generates employment of 19,000 persons, wages and salaries
of nearly ¤588mn and a tax contribution of close to ¤377mn in
Ireland.
•	The hardware retail sector, in particular, generates sales of close
to ¤1.2bn, nearly 8,400 jobs and more than ¤200mn in wages
and salaries, and it is one of the larger sub-sectors of the wider
retail sector in Ireland generally. The hardware wholesale and
hardware manufacturing sectors, meanwhile, contribute an
estimated further 10,627 jobs and wages and salaries of almost
¤384mn.
•	While these levels of economic activity are well down on
the industry’s contribution prior to the global economic and
financial crises of 2008-09, the hardware industry nonetheless
represents a significant economic sector in its own right,
making a substantial contribution to the Irish economy.

•	The hardware industry in Ireland is dominated by indigenous
Irish businesses, and the majority of firms are independent
businesses rather than chain-based enterprises. They are
therefore important providers of economic activity across
Ireland, not only in urban areas but also in local or rural areas.
•	The outlook for the industry appears broadly positive, driven by
growth in consumer spending and an upturn in activity in areas
such as construction and housing. At the same time, recovery in
the industry may be somewhat uneven, with urban enterprises,
in particular, faring better than more rural or local enterprises
.
Hardware Association Ireland CEO Annemarie Harte commented
on the study’s findings:
“This has been an epic piece of work as we were looking at a broad
set of official national data that constitutes Hardware. We needed to
analyse what Central Statistics Offices NASC codes included as it
isn’t as straightforward as Building & Construction,” she explained.
“Hardware, Paints and Glass is a business group description under
the CSO’s Retail Sales Index and ensuring we were counting the
kind of items members sell, supply and manufacture was very
important to ensure our first EIS (Economic Impact Survey) was as
accurate as possible. Now that we have the first one under our belt
it will be easier to update going forward. I’d like to personally thank
HAI Board member Padraic McGuinness from the Albany Group
who gave up his time to check and finalise the report.”

A more detailed report is available to HAI members please contact the office on 01 298 0969 or email info@hardwareassociation.ie
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Brexit conference aims to
cover all outcomes
Industry leaders turned out in their hundreds on Tuesday 5th December
as Croke Park played host to a conference on the practicalities of Brexit.
The conference – titled “All Facts, No Noise. Practical Help to Plan
For Brexit” ran from 9am to 2pm at the GAA headquarters, with a
diverse range of experts speaking on the potential implications of
Brexit for a variety of Irish and internationally-oriented businesses.
Timing was hardly optimal, coming in the immediate wake of the
DUP’s rejection of a unilateral border agreement between Leinster
House and Downing Street, with the perpetual state of uncertainty
the key theme dominating the half-day’s proceedings.
Journalist and media presenter Matt Cooper welcomed the crowd
(placed at close to 400 attendees), and introduced the various
speakers throughout the conference.
A research poll conducted the night before by Claire Byrne Live/
Amárach research discovered that 66% of respondents feel that
Brexit is negatively affecting Ireland’s relationship with the United
Kingdom, while 19% feel it is not damaging relations, and 13%
claim they don’t know.
InterTradeIreland chairman Ken Nelson delivered the opening
remarks, opting for positivity in encouraging people to “stick to
what we know”, and not get lost in alarming hypotheses. “There
is a real window of opportunity that must be grasped ahead of the
challenges and opportunities that Brexit will provide for cross-border
trade,” he stated.
Sheelagh Daly – Head of Wicklow LEO (Local Enterprise Office) and
Chair of LEO network – struck a more cautious note, expressing her
belief in “a need to plan for the worst-case scenario”. “Just because
you aren’t exporting, doesn’t mean you’re not at risk,” she explained.
The first speaker of the day was Vincent Power of A&L Goodbody,
who explored the question of what businesses should be asking
themselves now. Power described the current situation as
“unprecedented”, along with his anticipation of a “spectrum Brexit:
hard for some and soft for others.”
“The E.U. is currently putting on a masterclass in terms of
negotiations,” claims Power, who says that by selecting the hardest
issues from the outset, the E.U. is establishing dominance at the
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negotiating table. He reminded the packed conference hall that
while it took Ireland and the UK nearly 12 years of negotiations to
join the common market back in 1973, the U.K. now has a mere
two years in which to negotiate its departure. “The E.U. is like a
lobster pot; easy to get into but very hard to get back out of,” he
stated, to ripples of laughter in the room.
Urging focus among business leaders who risk being distracted
by the constant rollercoaster of developments, Power warned
businesses to both assume Brexit will happen whilst not ignoring
the possibility that it might not either. Focus was the main message
conveyed, as he directed businesses to “be mindful of the big
picture, and simultaneously concentrate on the day job.”
He acknowledged how – at present - there are far more questions
than answers, but concluded by stating his confidence that “it will
work itself out, if somewhat imperfectly.”
Next came a panel discussion, with Vincent Power joined by Johnny
Hanna from KPMG, Brendan Phillips of OVVO Limited, Daragh
Monahan from East Coast Bakehouse, and Micheál Briody of Silver
Hill Farm.
On the issue of currency, Brendan described how he quoted in
Euro to his UK customers at present, making things easier for the
company. However, he acknowledged the inevitable challenge of
greater currency fluctuations in-turn placing greater pressure on his
company (and others like his) from the UK client base.
Johnny Hanna of KPMG stressed a need to budget for VAT, which
“will definitely change post-Brexit” in his opinion, while Vincent
Power again stressed the impact of Brexit on both jurisdictions,
warning of increased difficulty in acquiring business assets in the
United Kingdom post-Brexit, due to regulations requiring majority
shareholding percentages to be comprised of E.U. nationals.
The remainder of the day encompassed a combination of panel
discussions and workshops targeting various areas of concern,
before concluding.
Visit www.intertradeireland.com for further details.
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80th Anniversary

Deep roots still
blossoming 80 years on

This year, Hardware Association Ireland celebrates its 80th Anniversary. The Hardware
Journal looks back at the fascinating history of our association, the hardware industry, and
general life in Ireland throughout this time.
As the famous saying goes, every oak tree started out as a couple of nuts
who stood their ground.
Back in July 1938, the fledgling acorns of a trade association (and
accompanying publication) were burrowing into the terrain outside a
small hotel in Enniscorthy, Co. Wexford. Inside that unassuming building,
a combination of drive and determination, as well as an overall vision for
the Irish hardware industry, saw two men by the names of Joseph Gerald
McCaul and Terry Spillane combining forces to form the Hardware and
Allied Traders Association, together with an accompanying journal – the
Hardware and Allied Trader (or HAT, as it was first known). At its inception,
the statement released read:
“Our aim is to seek, by all reasonable and legitimate means, to safeguard
and promote the best interests of the hardware and allied trades, and to
provide a common platform to bring them into a council of their own each
month . . . our policy will be one of courtesy to all and, when necessary, to
voice our views, to express them without fear or favour.”
The intervening years have been filled with historic events such as a world
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war, the civil rights movement, the intensification and eventual cessation
of The Troubles in Northern Ireland, as well as many, many other moments
of both triumph and turmoil, along with a couple of recessions thrown in
for good measure.
Now, 80 years on, Hardware Association Ireland and The Hardware
Journal are proud to celebrate our 80th year in operation – an Oak
anniversary which symbolises the strength and longevity of our
commitment to the Irish hardware industry in our capacity as the national
representative body for hardware/DIY retailers and builders merchants, as
well as manufacturers/distributors to the trade.
Throughout 2018, The Hardware Journal will be looking back at some of
the key events of the past 80 years, both inside and outside the hardware
industry, to commemorate this monumental milestone in the association’s
history. Stay tuned for our subsequent issues for more fascinating insights
into our rich and colourful history.
If you’re celebrating an anniversary this year, tell us about it, email:
editor@hardwareassociation.ie.
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Dwelling units approved
down 18.5% in Q3 2017
In the third quarter of 2017, planning permissions were granted for
4,739 dwelling units, compared with 5,814 units for the same period in
2016, a decrease of 18.5%.
The third quarter figures also show that: Of the total
permissions for dwelling units granted in the third quarter of
2017, 3,764 were houses and 975 were apartments (4,362
houses and 1,452 apartments in 2016). This shows a decrease
of 13.7% in the number of houses, as well as a significant
decrease in the number of apartment units of 32.9% on the
same period in 2016. Total floor area planned in Q3 2017 was
1,510,000m². Of this, 50.3% was for new dwellings, 29.7%

for other new constructions and 20% for extensions. The total
floor area planned decreased by 13% in comparison with
the third quarter of 2016 (1,736,000m² in Q3 2016). One-off
houses accounted for 36.7% (1,382) of all new houses granted
planning permission in this quarter. (Where, there was 3,764
houses in total). This sector experienced 22% growth on the
same period in 2016.

PLANNING PERMISSIONS
Q3 (Jan - Sep 2017)

‘000m2

+-% Change

2014

2015

2016

2017

New Dwellings

998

1546

1,901

2,219

+16.7%

Other New

850

1132

1,611

1,399

-13.2%

Total New

1,848

2,678

3,512

3,618

+3.0%

Extensions

582

715

749

808

+7.9%

Total Permissions

2,430

3,393

4,261

4,426

+3.9%

New Construction

Source: CSO
In the period Jan-Sep 2017, a total of 4,426,000m² of floor area planned was granted permission representing an overall increase of 3.9%
on the same period last year. New Dwellings experienced growth of 16.7%. However, other new constructions were down 13.2%.
HOUSE TYPE BY QUARTER (NO. OF UNITS)

FLOOR AREA PLANNED BY REGION FOR ALL NEW DWELLINGS

Permissions by House Type by Quarter
3,500

700

3,000

600

No. of Units

2,500

500

2,000

400

1,500
300
1,000
200
500
100

20
17
.2

20
16
.4

20
16
.2

4
20
15
.

20
15
.2

20
14
.4

20
14
.2

4
20
13
.

20
13
.2

0

Quarter
Scheme Houses

One-Off Houses

Apartments

0
Dublin

Border

Mid East

Midlands

Mid West

Jan-Sep 2016

Thanks to Claire Kelly from Tegral for providing this information.
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DWELLINGS BY REGION (Floor Area Planned ‘000m²)
Region ‘000m2

Jan – Sep 2015

Jan – Sep 2016

Jan - Sep 2017

+-%

Dublin

559

637

470

-26%

Border

151

165

222

35%

Mid East

221

300

505

68%

Midlands

74

94

127

35%

Mid West

81

111

136

23%

South East

130

158

217

37%

South West

197

262

328

25%

West

106

174

214

23%

1,519

1,901

2,219

17%

Total Dwellings

There has been an overall increase in floor area planned of 17% compared to the previous year. The Mid East remains to show the
most growth, at 68%. Dublin, however, is the only region to be down, by 26%.
BUILDINGS FOR AGRICULTURE (JAN-SEP)
Buildings for Agriculture
No. of Permissions

Floor Area Planned (000 sq.m)

Jan - Sep 2017

2016

2017

Change

2016

2017

Change

New Construction

1433

1008

-30%

774

637

-18%

Extension & Alteration

276

176

-36%

99

55

-44%

1709

1184

-31%

873

692

-21%

Total

It can be seen from the above table that 1,184 permissions were granted for agricultural buildings in the first three quarters of 2017,
a decrease of 31% on 2016. Both new constructions and extensions are down. 692,000m² of floor area was granted permission
compared to 873,000m² in the previous year, which again was a decrease of 21%.
COMMERCIAL & INDUSTRIAL BUILDINGS (JAN-SEP)
Buildings for Commercial & Industrial Use
No. of Permissions

Floor Area Planned (000 sq.m)

Jan - Sep 2017

2016

2017

Change

2016

2017

Change

New Construction

400

476

19%

632

533

-16%

Extension & Alteration

1087

1264

16%

197

308

56%

Total

1,487

1,740

17%

829

841

1%

It can be seen from the above table that the total number of permissions granted for new buildings for commercial or industrial use
has increased by 19% when compared to the same period in 2016. The floor area planned, however, is down by 16%. The number of
permissions for extensions/alterations is up 16% on last year and the floor area planned is up 56%.
HEALTH, EDUCATION & SOCIAL BUILDINGS (JAN-SEP)
Buildings for Health, Education & Social Use
No. of Permissions

Floor Area Planned (000 sq.m)

Jan - Sep 2017

2016

2017

Change

2016

2017

Change

New Construction

164

212

29%

208

228

10%

Extension & Alteration

724

820

13%

173

154

-11%

Total

888

1,032

16%

381

382

0%

It can be seen from the above table that the total number of permissions for new construction and extension/alteration to buildings
for health, educational and social has grown by 16% on the previous year, with both new construction and extension and alterations
projects up overall. Total floor area planned, however, has not changed.
Thanks to Claire Kelly from Tegral for providing this information.
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HAI Member
Offers
Hardware Association Ireland offer a
growing number of discounted services to its
members. For information about availing of any
of these offers contact Jim Copeland at
jim@hardwareassociation.ie
or call 01 2980969.

Not a H
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Membe
Want to
r?
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Contac
t Jim C
op
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membe from HAI
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Card Payment Services with AIB Merchant Services
HAI has completed a deal with AIB Merchant Services (AIBMS) offering payment
card services which includes competitive transaction rates with full PCI compliance
support. In addition to this AIBMS will offer you a state of the art Clover Mini
terminal and Key Pad for €23 per month (RRP €34).
“We have found their new PC-based terminals really efficient to use. Our Sales staff
can now process payments by phone or directly with the customer from their own PC.
In addition, the excellent rates agreed by Hardware Association Ireland mean we have
made substantial cost savings as well” – Sean Brennan, MacCann and Byrne Ltd

Cash Management Solution with RMS
Calculate the true cost of your cash cycle
RMS Cash Services are pleased to announce new reduced rates in their existing cash
management and cash-in-transit services, exclusive to HAI members, offering further
savings to members with cash processing, coin and note supply, and cash-in-transit
services with national coverage.

Free Credit Risk Assessment with Credit Risk Brokers
Credit Risk Brokers (CRB) – together with HAI – are offering a free debtor assessment
to all HAI members. CRB have access to the most up-to-date financial and payment
information through the main credit insurance companies underwriting trade on the
island of Ireland. This service comes with no obligation, but – should you see value in
the information at the end of the process – CRB would be delighted to negotiate for
terms with the market of insurers on your behalf.
“It gives us great comfort to know that our Credit Insurance policy is managed by
Credit Risk Brokers – a HAI-recommended service provider. We appreciate their
personal approach and would recommend their services to any business trading on
credit terms.” – Garrett Wogan, Wogan Build Centre.

Free Risk Management Survey with Thompson Insurances
Insurance premiums skyrocketed this year?
HAI has partnered with Thompson Insurances to offer members a free, no-obligation
risk management survey. This includes a full review of existing covers, advice on any
gaps in your existing cover and technical support regarding wording.
“I was impressed at how quickly Thompson’s responded to my initial query and that
the representative wasted no time in calling to my premises to go through the level of
cover.” – Sheila Vaughan, Vaughan Supply
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Credit Management Solution with LCMS Help your business stay in business
Hardware Association Ireland and Legal & Credit Management Services (LCMS) have
come together to offer HAI members a credit management solution and overdue
accounts collection services. HAI members are offered an initial free one-to-one
consultation and a 50% discount on the standard registration fee. At all times,
the company will strive to collect any monies due to you, in the most efficient,
professional and cost-effective manner.

Handy Savings for HAI members with the DCI Fuel Card
Hardware Association Ireland and DCI are delighted to announce fuel (petrol and
diesel) savings by offering a Fuel Card to HAI members. With unlimited access to DCI’s
account management tool Velocity, you can become an expert in efficiency too, with
detailed reporting and analysis of your fuel spend.
HAI and DCI are offering generous benefits and discounts to members including a
guaranteed 1c off petrol pump price and a dedicated account manager.

HR Consultancy and Recruitment Service
HAI has agreed Human Resources services with select partners, supporting the
hardware sector in all its employment needs, including HR Consultancy and a
Recruitment Service.
Tom Smyth & Associates offer advice and guidance to HAI members on topics
including working time and rest breaks, holidays and public holidays, and disciplinary/
grievance procedures. As part of their service, Tom Smyth & Associates have provided
a collection of HR templates such as Contracts of Employment and an Employee
Handbook to HAI members. If you are a HAI member and need help with any of
the above, contact Tom Smyth & Associates on 021 4634154. And don’t forget to
quote “Hardware Association Ireland”.
HAI have also joined with another partner to offer a recruitment consultancy service
free of charge to HAI members.

Instore Non-Copyright Music
HAI has sourced a supplier of non-copyright music – Almotech – with specially
designed playlists from three music libraries: Copyright, Royalty Free and Sound
Alike. These could provide the right atmosphere in your premises. They also provide a
complete, professionally recorded advert service or, if you prefer, you can record your
own in-store advertisements from the comfort of your own office.

NEW: Pointy – Help customers find your store
Pointy is an Irish tech company that aims to make it easy for customers to find the
products they’re looking for in local retailers. Pointy builds webpages for local retailers,
which display details such as the shop’s name, Google Map location, and, most
importantly, lists the products found in store in a way that captures online and local
smartphone searches through the Pointy app.
The Pointy service is available to HAI members for a discounted one-time payment of
¤249. As part of this deal Pointy are also offering HAI members ¤100 free credit to try
out their recently released new feature – ProductAds – which is a service that provides
yet another competitive edge for your store. If you wish to sign up and avail of this
special offer, please visit www.pointy.com/hai and register your interest.

Further information about all member offers, and other member benefits, is available to
HAI members on the Hardware Education Hub.
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Hardware Association Ireland
Spring 2018 Classroom Training
After a successful Autumn in their offices in Blackchurch Business Park,
Rathcoole, Co. Dublin, HAI is pleased to launch its Spring 2018 classroom
training schedule with one-day courses in a range of topics, tailored for
hardware retailers, merchants and suppliers.
25TH JANUARY
CONSULTATIVE SELLING SKILLS: SUPPLIERS
The Consultative Selling Skills Workshop aims to equip hardware and building materials suppliers with the necessary
knowledge, skills, and attitude to deliver excellence in sales, to maximise every selling opportunity with a customer.
This one-day course explores the foundations of effective communications, including using voice tone, body language,
and building rapport, before exploring the tactics and frameworks needed to sell effectively:
•
your credit policy terms
•
setting lines of credit for new/existing customers
•
applying the correct method of collection, mitigating risk.
Cost: HAI Member: ¤210, Non-Member: ¤270
Student Feedback
“Well-run course in an excellent location. Instructor was very informative” – Ian Curley, Tucks O’Brien Ltd

1ST FEBRUARY
MEMORABLE CUSTOMER SERVICE
The Memorable Customer Service workshop equips hardware retailers and merchants 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 highly interactive workshop participants will be able to:
•
define customer service,
•
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)
•
demonstrate the “ABC” of Face-to-Face Memorable Customer Service (Attitude, Behaviour and Competence).
Cost: HAI Member: ¤210, Non-Member: ¤270
Student Feedback
“Very clear, well put together, warm and welcoming” – Michelle Lodge, Tim Lodge Ltd.

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

36

January/February 2018

Training

6TH FEBRUARY, 6TH MARCH
IMPROVING YOUR PROFIT
MARGINS

22ND FEBRUARY
PERFORMANCE MANAGING
THE SALES TEAM

Improving Your Profit Margins is a one-and-a-halfday-long workshop designed to help business
owners and managers in the hardware and
building materials industry to solve their biggest
business challenges – how to increase revenues,
reduce costs, and improve profitability and cash
flow in a highly competitive industry.
The workshop covers four key areas:
•
A Focus on Revenue – How to improve
your profit margins via improved revenue
generation.
•
A Focus on Margin – How to improve
your profit margins via improved margin
management.
•
A Focus on Costs – How to improve your
profit margins via better cost management.
•
A Focus on Application – How to improve
your profit margins via improved financial
management.

The aim of this one-day course is to equip hardware retail sales
managers with the knowledge, skills, and competence to realise sales
targets through the effectual performance of their sales team.
This course covers:
•
Leading for Performance
•
Performance Management Process
•
Measuring Sales Targets
•
Behaviour and Effective Communication
•
Performance Management Skills
•
Creating High Performing Teams
•
Meetings that Make a Difference

Cost: HAI Member: ¤360, Non-Member: ¤420
Student Feedback
“Very enjoyable and informative course” –
Trevor Cummings, Cleary’s of Kilcock

8TH FEBRUARY
CONSULTATIVE SELLING
SKILLS FOR RETAILERS
AND MERCHANTS
The Consultative Selling Skills Workshop
equips hardware retailers and merchants with
the necessary knowledge, skills, and attitude
needed to maximise every selling opportunity
with a customer. Using the 5-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
•
the five main ways to successfully close a sale.
Cost: HAI Member: ¤210, Non-Member: ¤270
Student Feedback
“Excellent course, Declan is the best tutor I have
attended. Great knowledge and delivered in good
humour” – Tommy Shaughnessy, Aurivo Co-Op
Society

Cost: HAI Member: ¤210, Non-Member: ¤270
Student Feedback
“Excellent delivery of course” – Mick Buckley, General Hardware Supplies

27TH FEBRUARY
INTRODUCTION TO SUCCESSFUL
BRANDING
The Introduction to Successful Branding workshop is designed for
hardware business owners who are looking to develop their business’s
brand identity, giving them the tools and knowledge to build and
consistently promote their brand - both instore and externally - from the
initial logo creation up to the marketing strategy needed to build and
maintain that brand experience.
This workshop uses in-class discussion and exercises to help attendees
understand the dos and don’ts of brand development, and explore how
hardware business owners can develop their own key, memorable
brand.
Cost: HAI Member: ¤210, Non-Member: ¤270

1ST MARCH
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:
•
•
•
•
•
•

Develop an understanding of the importance of stock control;
Better understand the problems of having too little stock;
Understand the damage to a business’ cashflow, of having too much stock;
Be better able to identify “redundant” or “obsolete” stock;
Develop and Maintain Good Stock Control Practices;
Understand that everyone in the business, regardless of their level, can
make a positive contribution in this area.

Cost: HAI Member: ¤210, Non-Member: ¤270
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Money can
grow on TREEs!
The Green Business
programme has
launched a free online
tool to help small
and micro companies
manage their water,
waste, and energy
costs. The online tool
called TREE (Tool for
REsource Efficiency)
can help identify areas
where your business
can save money
through improved
management practices.
Green Business (http://greenbusiness.ie) is funded by the
Environmental Protection Agency (EPA) and provides free,
expert, and confidential advice to SMEs to help them to achieve
cost savings through greater efficiencies in water, waste and
energy.
The free and confidential tool allows your business to carry out
a quick assessment of your current business practices, and
takes less than 15 minutes to complete. As a user, you have
the option to use the tool as a “guest”, or to register with Green
Business. Registering to use the tool enables you to record
and store your results, and allows you the option to revisit and
conduct another assessment in 6 or 12 months-time, therefore
tracking your improvement progress.
The questionnaire consists of a series of multiple-choice
questions related to energy, water, waste, and training of staff
on environmental management. Each question comes with an
explanation to help you to choose the answer that best reflects
the activity in your hardware business.
From the short questionnaire, you will receive the following:
•	A resource efficiency score ranging from 0% to 100%.
Businesses with an “Excellent” resource efficiency score
will have scored more than 80%.
•	A report identifying opportunities for waste reduction and
improved efficiency in your business.
• A resource efficiency action plan tailored to your business.
The report and the action plan will be tailor made to your
hardware business based on the answers you supplied to
the multiple-choice questions. The report and action plan will
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JAMES HOGAN,
Green Business
Programme Manager

detail recommendations of where efficiencies relating to the
management of your energy, water and materials can be made.
In 2016, Green Business was involved in a government funded
pilot energy efficiency training programme for small retailers.
The training programme worked with 12 small retailers across
the country. The Green Business team witnessed first-hand that
retailers and other small business owners are generally too busy
managing core business tasks to focus on waste prevention.
According to James Hogan, Programme Manager with Green
Business: “Many small businesses are not monitoring utility
consumption and costs, and therefore are not aware of the
opportunities to reduce costs. As the tool only takes 15 minutes,
it can help a small business begin the journey to have more
resource efficient business practices and save money.”

The Tool for REsource Efficiency is available on the
Green Business website: http://greenbusiness.ie/
sme-efficiency-and-cost-reduction-questionnaire/
For more information please contact Mr. James
Hogan, Green Business Programme Manager at
james.hogan@greenbusiness.ie or 087-2452238
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The best person
for the job
Tom Smyth & Associates offer some practical advice on
how to successfully recruit the best available talent.
As a HR consultancy supporting over 500 locally owned
retail, hardware, and hospitality businesses, we like to think
we can spot trends that develop in the employer/employee
relationship. Over the past 12-18 months, employees appear
more confident in leaving their employer for pastures new
than at any time during the past 10 years.
We write this article to encourage HAI members to examine their
recruitment procedures, and advise how some simple but effective
tips can help attract – and subsequently recruit – the best available
talent in a market place that is definitely heating up, as well as
where you need to stand out from the crowd if you want the best
people.

The PR in Recruitment
Before there is a vacancy or a recruitment need, a business
should be preparing itself by maintaining a good reputation as
an employer. A social media footprint is something would-be
employees may examine. Employers spend a lot of time and
money marketing their products, so why not market your jobs
and careers as well! Use your social media accounts to tell some
good-news stories or case studies on excellent members of your
team. Upload pictures from training courses or social activities.
Make a person interested in your business before they need a job
themselves!

Attracting Applications
When a recruitment need arises, challenge yourself on where
to advertise to attract the right talent. Look at your best current
employees and recall how they applied. Options include referrals
from existing employees, a sign in your window, local press,
national press, local radio, recruitment agency, recruitment
websites.
Have an application screening process in place where you list the
criteria you are seeking and impartially mark each applicant in line
with this. Have a minimum threshold ‘score’, and only invite those
above this for interview. If you have a high number of applications,
select only the top few for interview. Have transparency in how you
mark up applicants and always write back to unsuccessful ones,
thanking them for their interest in your business.

The Interview
A candidate obviously needs to impress you at interview, but
remember that you also need to impress them if they are to accept
any offer.
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TOM SMYTH,
Managing Director,
Tom Smyth & Associates

Fail to prepare, prepare to fail;
-	Dedicate a block of time to interviews and allocate generous
timeslots to allow a robust interview take place. Allow extra time
for making notes and marking a candidate.
-	prepare the room properly, with comfortable seating and water
for all attendees.
-	Have 2 interviewers with a diversity of experience to challenge
the candidate in different areas.
-	Read the candidates CV and have intelligent, relevant questions
ready for them.
-	Pay attention to what they are saying. Do not switch off, even
if you believe a candidate is not suitable. Remember you still
want unsuccessful candidates to believe you were fair and
professional in how you handled the process.
-	Have a consistent structure to the interview and divide up
questions between interviewers. Start with introductions, the
candidate’s CV, their last job, their skills in area A, skills in area B,
skills in area C, offer them any questions, salary expectations,
what happens now and end of interview.
-	Have a logical rating system for candidates, and mark them up
swiftly once their own interview finishes. If you wait until the
end of the day, all the candidates may blur into one!

Post Interview
-	Check references for preferred candidates. Ideally do not offer
them a job, simply tell them you are advancing them to the next
phase of the process which involves checking references.
-	Write to unsuccessful interviewees, thanking them for their
interest and time.
-	If conducting a second interview, involve another interviewer
to again offer a different set of eyes and ears, and challenge the
candidate in a more scenario-based set of questions. Make it a
more ‘on the job’ style of interview.

Commencing Employment
Hopefully, by following some of the advice above, you will have a
better calibre of candidate but – upon their commencement – be
sure to promptly present them with their terms and conditions of
employment, handbook, safety statement, and all other required
documentation and training. Include a probation period, and use
this to communicate fairly with an employee on their progress in
the role.
Naturally, the better you get at recruiting, the less likely it is that
you will have probation-related problems, or indeed further issues
down the line!
Finally, learn from each recruitment drive and adapt your process
the next time.
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Regulatory reminder for
plant protection products
Dr David McGilloway from the Department of Agriculture,
Food and Marine – Pesticides Control Division reiterates the
implications for hardware retailers and builders merchants
selling plant protection products.
The introduction in 2012 of the Sustainable Use of Pesticides
Directive (SUD) has had significant implications for the retail trade
as well as for end users of Plant Protection Products (PPPs). Many
hardware businesses and builders merchants trade in PPPs, and
while some only carry a limited number of products and stock
small quantities, it is nonetheless important that you understand
the obligations placed on you by these regulations, particularly with
regard to; i) registering your premises, ii) training and registration of
pesticide distributors, iii) record keeping and iv), storage and display
facilities. This article seeks to clarify these obligations.
In general, PPPs are classified as either for professional or nonprofessional/amateur use. The former may only be applied by a
trained individual who is registered as a Professional User (PU)
with the Department of Agriculture, Food and the Marine (DAFM).
It is illegal for an unregistered person to apply a professional use
product. Non- professional/amateur products are those that may be
used in a home and garden situation by any person. Product labels
indicate whether a product is for professional or amateur use.
Where there is doubt, the status of all registered products on the
Irish market can be checked at http://www.pcs.agriculture.gov.
ie/getprod.asp

i) Store registration
Since 26 November 2015, any business storing or selling PPPs
must be registered with the DAFM. To satisfy this requirement you
must apply for registration, and on foot of this application you will
be inspected. The inspection will review both the retail space and
if relevant, PPP storage facilities. Once the DAFM is satisfied that
you comply with these requirements you will be entered on the
register of approved outlets.

ii) Training and registration of pesticide distributors
Since 26 November 2015, a trained and registered pesticide
distributor (PD) must be available (at all times) to provide
information to customers regarding potential risks arising from the
handling and use of PPPs, as well as health and environmental
risk and safety information. The level of training involved will vary
depending on the type of products being sold (professional or
amateur).
To retail professional use products an individual must complete
a formal 2-day training course. Details of training providers
can be found at http://www.pcs.agriculture.gov.ie/sud/
pesticidedistributors/

40

Dr David McGilloway

To retail amateur use products only, an online course is available,
details of which can be found at http://www.iasis.ie/NPPD/
NPPDInfo.aspx
Having successfully completed the appropriate training course, it
is the responsibility of each individual to ensure that they register
with the DAFM. Training providers DO NOT COMPLETE THIS
REQUIREMENT. Registration can be completed at
http://www.pcs.agriculture.gov.ie/sud/sudreg/

iii) Record keeping
It has been a legal requirement since January 2014 that
wholesalers and retailers of PPPs maintain records relating to
product purchase and sale.
These records must be maintained for a period of five years, and
be made available on request to an authorised officer of the DAFM.
For retailers of professional use PPPs, the records required include;
•	The name and address of the individual purchasing the product
• The name of the product
• Pack size
• Quantity supplied
• Transaction date
• Herd number/PU no. of the purchaser (if available)
Records of sale are not required to be maintained by retailers of
products approved for amateur use.

iv) Storage and display
A maximum of 500L (or kg) of professional use product can be held
for display and sale in the retail space. Volumes of PPPs in excess
of this must be stored in a dedicated pesticide store. A pesticide
store must be separate from sales or other areas that the general
public access, and must also be segregated from areas used for
the storage or processing of food or feed. In addition a pesticide
store must – among other things – be bunded, well ventilated, well
lit and secure. Details regarding the fitting out and management of
pesticide display and sales areas, the management and operation
of pesticide stores, and the design and construction of pesticide
stores are provided at http://www.pcs.agriculture.gov.ie/sud/
pesticidedistributors/distributionstoresandsalesdispla yareas/
Compliance with these requirements will be assessed as part of
the application to register a premises as a distribution store.
If you require any additional information or clarification on the
issues covered in this article, please go to www.pcs.agriculture.
gov.ie or email pcs@agriculture.gov.ie.
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Timber industry unites in
face of Brexit challenge
Through the Timber Industry Brexit Forum (TIBF), Timber companies
across the island of Ireland have been combining forces to combat
the potential challenges posed by Brexit.
Despite the many potential problems posed across almost all
industries by the uncertainty surrounding Brexit, the timber industry
has more reasons to be cheerful than most. Reports of positive
outlooks have been fuelled by – among other factors – sawmill
export growth from 20% to 65% since the beginning of the
recession in 2008. While sawn timber is overwhelmingly exported
to the UK, it simultaneously avoids any tariffs – a situation most
likely to continue, irrespective of any World Trade Organisation
(WTO) intervention, should a hard Brexit materialise.
However, the fact remains that the UK is the biggest importer of
wood in Europe, consuming over 9 million m³ annually. Trading
challenges will therefore nevertheless present themselves in a
post-Brexit economy. While Irish timber processors have increased

market share against competitors such as Sweden, Latvia and
Finland, it is essential that border controls and delays are minimised
to facilitate the retention of Ireland’s competitive advantage in
servicing the UK market.
For Irish forestry, the short-term future looks especially bright.
Certain projections envisage a doubling of the output from Irish
forests, potentially stimulating a further 10,000 jobs and contributing
a further €2bn of economic activity over the next 10 to 15 years.
However, some critics point to the current annual planting target
of 10,000ha being significantly less than the previous target of
20,000ha., with even these reduced targets not being met, resulting
in calls for greater afforestation levels in order to avoid potential
jeopardising of the forest products sector.

Plywood prices expected to push onwards around the globe
Joe Flynn of Wood Concepts offers his view on the 2018 market.
As we move into 2018, panel product sales will show further
growth on the impressive figures achieved last year. The growth in
sales in OSB, MDF, and chipboard is resulting in saw mills running
at full capacity, enabling them to increase prices and impose lead
times extending to several weeks. This year will most likely see
a continuation of price increases, several-week lead times, and
potential shortages.
Many changes are also taking place in the plywood market.
Domestic sales in United States are very buoyant. In the second
half of last year, sales of Brasilian Elliottis Pine plywood to the
American market were stronger than expected, resulting in reduced
volumes to Europe in the fourth quarter for the current year quota
period. Again, shortages are likely. In China, the Government
Environmental agency has been flexing its muscles by shutting
down plywood mills and veneer producers in the principal producing
areas. Many of the smaller mills are no longer in business. Prices
ex-factory are up by 15-20%.
January/February 2018

The United States imposed duty on Chinese plywood of up to
193%, and this has resulted in a scramble by American sourcing
agents to buy plywood in other producing areas of the world.
Already, Malaysian
Hardwood plywood prices are up by 15-30%. It is a very interesting
start to the New Year. Expect many more surprises to come.
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W.Howard introduces
commercial flexibility
with new production line
The W.Howard Group – leading supplier of MDF profiles – has made
a substantial investment into its Kildare site, with the introduction
of a MAKOR production line. The replacement of a single pass
line introduces significant commercial flexibility to its operation in
Ireland, with a potential increase of around 80% available to the
group capacity. As the first investment at the site since 2012 – and
since the Group acquired the operation in 2016 – Kildare forms a key
part of its business strategy for 2018 and beyond.
Speaking about the investment and renovation of existing
equipment for this project, W.Howard’s managing director Graham
Williams said: “This investment demonstrates our commitment to
the development of the business and the expansion of our range for

the market. Strategically, the Kildare operation allows us to explore
opportunities in both ROI and NI, as well as providing a genuine
platform for European trading, which is ever more important given
the fluidity surrounding Brexit negotiations.”
The W.Howard Group manufactures skirtings, architraves, window
boards, door linings, and bespoke products, and supplies quality
products to builders merchants, specialist trade manufacturers and
the public. It produces one of the largest ranges available in Europe
including primed, veneered, foil wrapped and fully finished profiles
as well as its exclusive KOTA finish. The Kildare plant specialises in
primed product whilst KOTA offers a unique product with significant
opportunity for growth.

W. Howard is the leading manufacturer and distributor of MDF profiles –
skirting, architrave, window board, door lining and door casing. Our range of
over 200 items available from stock, delivered in no more than 5 working days
is the largest in Europe with bespoke products available within 7 working days.
From our sites in Kildare, Manchester and Powys, our range of MDF profiles
are available in Primed, Veneered, Wrapped and our exclusive KOTA™ finish.
We can also provide a bespoke service whether it be a unique profile, a
particular finish or custom machining enabling you to save time on site.

whoward.eu
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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 wellappointed rooms suitable for a range of requirements, from
one-to-one to group facilities for up to 16 people.

Facilities
A boardroom/ training meeting space for up to 16 people in aT-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.

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.

€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.

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.

Support

Directions to HAI Head Office

Location

From Dublin

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
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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.

THE CEMENT

YOU TRUST

AD
For 80 years our customers
have trusted Irish Cement
products, manufactured
using local raw materials.

www.irishcement.ie
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Available exclusively from Keypoint
Phone: 01 885 30 30 Fax: 01 885 30 31
sales@keypoint.ie | www.keypoint.ie

Dermatologically accredited by
The Skin Health Alliance

ANYTIME YOUR
HANDS FEEL COLD!

