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message
from the CEO

A

I was delighted to attend my first industry-
specific conference in early June in 
Stockholm. While there is general consensus 
that our sector lags behind FMCG and others 
in its adoption and use of technology, it was 
great to be given the opportunity to attend 
the 4th Global DIY Summit where this year’s 
(technology-related) theme was ‘A Disruptive 
World – New Trends in Home Improvement’.
For me, the objectives of my attendance were 
simple: report back on the best bits through 
The Hardware Journal, identify one or two 
speakers which our sector could really benefit 
from hearing and harvest some ideas for the 
next Hardware Show and Hardware Conference. 
Read my first report from the conference on 
page 32 about Kingfisher and Bunnings, two 
threats to indigenous business on our doorstep. 
I would encourage our members to go to 
one international event a year, not for buying 
purposes, but to gain an understanding of 
what hi-tech companies are developing for our 
future and the global trends that are emerging 
especially from the USA. 
Back home, no sooner was the next Government 
finally in place than we turned our attention to 
preparing HAI’s pre-Budget submission. Read 
about it on page 25. We seek once again to 
extend the Home Renovation Incentive scheme 
from its planned end date of 31st December 
this year. With approaching a staggering €1 
billion spent through the scheme on RMI since 
it began, the direct benefit to our sector is 
enormous even though we may struggle to 

directly gauge its impact at source. 
We’re also weighing in on what is a 
crisis situation with housebuilding, or 
rather, the lack of it. With so many reports 
and recommendations from various parties, 
the time for action is now; perhaps the new 
Minister is the man to take it forward? Our 
annual wage survey results are on page 36. 
There is strong sentiment among retailers and 
merchants towards recruiting new staff and 
also an intention to increase wages. Those new 
staff will need training and development so turn 
to HAI’s sales and customer training dates for 
September/October in the Summer Bulletin 
and keep an eye out for the monthly member 
email newsletters. We also have a great online 
induction programme to arm your new staff with 
basics which they can learn in their own time. 
Visit The Hardware Education Hub for more 
details at www.thehardware-educationhub.ie
If all of that wasn’t enough, we’re moving 
premises too. Friday, 22nd July, was the day 
we moved to a new office on the Naas Road, a 
location which will be better-suited to the needs 
of our members and of our head office team. I’m 
looking forward to welcoming you there – read 
more about it in our News section on page 14.

Annemarie Harte
Chief Executive Officer – HAI
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Building And Construction Trends

NOTABLE YEARLY INCREASES IN 
PRICE OF SAND AND GRAVEL
All materials prices increased by 1.1% in the year since May 2015. The most notable yearly changes 
were increases in Sand and gravel (+12.6%), Stone (+8.2%) and Fabricated metal (+7.2%), while 
there were decreases in Other timber excluding windows and doors (-9.0%), Copper pipes and 
fittings (-6.0%) and Glass (-4.1%). All materials prices increased by 0.5% in the month of May.

Source: C.S.O. 

Detailed Wholesale Price Indices (excluding VAT) for Building and Construction Materials.

Base: Year 2010 as 100

Materials
Index Monthly % Change Annual % Change

Apr 2016 May 2016 Mar 2016 Apr 2016 May 2016 May 2016

Stone, sand and gravel 138.9 145.6 -0.9 4.7 4.8 9.0
Stone 135.9 142.5 0.0 4.9 4.9 8.2
Sand and gravel 154.6 162.2 -4.8 3.1 4.9 12.6
Cement 100.6 100.6 0.0 0.0 0.0 0.0
Ready mixed mortar and concrete 101.6 101.9 0.4 -0.3 0.3 1.0
Concrete blocks and bricks 110.2 110.2 2.0 0.5 0.0 2.5
Other concrete products 100.8 100.8 0.0 0.0 0.0 0.8
Precast concrete 94.2 94.2 0.0 0.0 0.0 1.2
Other concrete products (excluding precast concrete) 101.4 101.4 0.0 0.0 0.0 0.8
Structural steel and reinforcing metal 106.3 106.3 0.4 1.0 0.0 2.5
Structural steel 107.7 107.7 1.0 1.6 0.0 6.3
Fabricated metal 109.3 109.3 1.2 1.7 0.0 7.2
Other Structural steel 95.1 95.1 0.0 0.0 0.0 -0.3
Reinforcing metal 104.1 104.1 -0.7 0.2 0.0 -3.2
Other steel products 102.5 102.5 0.0 0.0 0.0 -1.6
Rough timber (including plain sawn) 111.2 111.2 0.0 0.2 0.0 0.4
Hardwood 145.6 145.6 0.0 0.0 0.0 0.0
Other 108.0 108.0 0.0 0.2 0.0 0.4
Other timber 99.3 99.3 0.0 0.0 0.0 -4.2
Windows and doors 100.5 100.5 0.0 0.0 0.0 0.2
Other 97.8 97.8 0.0 0.0 0.0 -9.0
Bituminous macadam, asphalt and bituminous emulsions 151.9 152.1 -3.0 1.3 0.1 -0.1
Bituminous macadam and asphalt 155.0 155.3 -3.2 1.2 0.2 0.2
Bituminous emulsions 88.8 89.3 1.3 0.9 0.6 -9.6
Electrical fittings 108.5 108.5 0.0 0.3 0.0 1.2
Lighting equipment 116.8 116.8 0.0 1.8 0.0 6.8
Protection & communication equipment 96.8 96.8 0.0 0.0 0.0 -0.1
All other materials 110.1 110.1 0.2 0.4 0.0 -0.8
Plumbing materials incl. sanitary ware 102.6 102.7 0.0 0.0 0.1 0.2
HVAC (heating & ventilation equipment) 100.1 100.1 0.0 0.0 0.0 0.7
Insulating materials 124.1 123.2 0.0 0.0 -0.7 1.1
Pipes and fittings 117.2 117.2 0.0 1.1 0.0 -4.3
PVC 107.9 107.9 0.0 1.2 0.0 1.2
Copper 120.9 120.9 0.0 1.3 0.0 -6.0
Plaster 108.3 108.8 0.0 -0.1 0.5 3.0
Paints, oils and varnishes 105.4 105.4 0.2 0.0 0.0 2.3
Glass 123.1 123.1 0.0 0.0 0.0 -4.1
All other metal fittings 105.2 105.2 0.0 0.0 0.0 4.8
All other products 108.3 108.3 0.4 0.5 0.0 -0.5
All materials 109.8 110.3 0.1 0.7 0.5 1.1
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News & Products

MURDOCK BUILDER’S 
MERCHANTS CELEBRATE 
10 YEARS IN BALBRIGGAN
Murdock Builder’s Merchants in Balbriggan celebrated 10 
successful years in business with a special anniversary breakfast 
morning on May 27th. 

Supported by representatives from 
suppliers, Acheson & Glover, Tegral and 
Keylite, staff at the County Dublin branch 
organised a breakfast van to feed hungry 
visitors, and laid on lots of prizes, offers and 
in-store promotions on the day and in the 
week leading up to the event, as a way of 
saying thanks to their many loyal customers.
“We had a great uptake of visitors to the 
store all week,” said Gareth O’Hare, Sales 
Manager, Balbriggan. “As one of Murdock’s 
leading branches, we are generally kept very 
busy and it was great to celebrate 10 years 
of business with a fun, relaxed morning 
which our staff and customers all enjoyed.”
Murdock’s Republic of Ireland Sales 
Manager, Gary Craven, added: “Our staff 
have worked hard over the past 10 years 
to build up Balbriggan. It has fought very 
successfully through the depths of the 
recession in Ireland and, with a good plan 
of action, we have become stronger as 
a result. We have a very loyal customer 
base and it was great to celebrate this 
anniversary milestone with them.”

Staff at Murdock Builder’s Merchants celebrate tenth anniversary: Frank Carroll,  
Damian Malone, Amanda Flynn, Anne McLaughlin and Gareth O’Hare.

ANNUAL REPORT 
CORRECTIONS
We recently published our Annual Report 
and posted to all members. Although 
we try our best to eliminate all errors, 
inevitably some will slip through, the 
following members notified HAI of 
these corrections to their entries in the 
Members’ Directory:

• McKenna’s Listowel,  
Contact Simon Kenna, 068 21044, 
simon@mckennas.ie 
(change to email address published)

• Nioclás P Ó’Conchubhair Teo, 
Contact Nioclás Ó’Conchubhair, 
091 506111, nicholasoc@eircom.net, 
Casla Industrial Estate, Casla, Gaillimh 
H91 DYP6 (change to phone number 
and address)

• Allied Merchants Buying Association, 
Contact Keith Giblin, 087 219 7921, 
keithgiblin@alliedmerchants.ie, 
16 Briarhill Business Park, Ballybrit, 
Co. Galway (change to address)

• Pipelife Ireland Ltd should be classed 
under Manufacturers.

INDECON REPORT HIGHLIGHTS 
VALUE OF DIGITAL OPPORTUNITY
Minister Naughton recently launched the Indecon 
Assessment of the Macro-Economic Impact of the 
Internet /Digital on the Irish Economy report which was 
commissioned by the Department of Communications, 
Energy and Natural Resources. The key findings 
demonstrate the significance of the digital economy for 
Ireland and the potential opportunity for retailers to grow 
their businesses through e-retailing.
Among its findings, the report noted:

• the digital economy represents 6% 
(€12.3 billion) of Ireland’s GDP;

• it is growing fast, at approximately 40% since 2012;
• the digital economy is expected to expand to about 

€21.4 billion or 7.9% of GDP by 2020;
• currently almost 116,000 direct and indirect jobs are 

supported, of which 68,000 are directly linked to 
digital;

• household consumption is the largest single 
contributor to the internet/digital economy accounting 
for 61% or €7.43 billion of the total value;

• Irish consumers spend around €850,000 per hour 
online, 24 hours a day, which represents more than a 
20% increase since 2012;

• 88% of Irish consumers research products online 
before buying offline, compared to 79% across the EU;

• approximately one in seven Irish people (13.5% of the 
adult population) make a supplementary income on 
the internet. 
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News & Products

JEFFERSON 
TOOLS STEPS UP
Whether it’s painting and decorating, plastering, DIY 
tasks around the home or even washing the car, 
Jefferson Tools says its brand new Jefferson Platform 
Steps provide a safe, reliable solution to make low level 
access easy.
The two tread, fixed height, hop-up platforms are 
available in two platform sizes, 300mm and 600mm. 
They have been constructed with easy assembly and 
portability in mind, a spokesperson for Jefferson Tools 
explains, and come in a flat pack design that allows for 
tidy storage. 
The platform step adds to the growing range of Jefferson 
access equipment, which includes the industrial range of 
fibreglass step ladders ranging from two to nine tread, 
the design for which has been tested and improved 
through rigorous product development since launch, 
Jefferson states. 
The range also includes the Jefferson T90 Mini Tower 
and T620 Double Width Towers, both of which offer 
safe solutions for working at height and, through the 
alternative combinations available, provides the flexibility 
to meet each customer’s individual requirements. 

Jefferson Tools has also recently introduced an industrial 
range of cable reels. The design boasts an impact-
resistant spool and aluminium frame, making no 
apologies for its industrial badge and they are complete 
with thermal cutout, fitted as standard, and come 
in 25 metre and 40 metre options while remaining 
competitively priced considering their superior quality. 
Always catering for a wide range of customer demands, 
there is also a professional range of cable reels by 
Jefferson, for lighter applications. 
Jefferson Tools also has an extensive power generation 
range, as National Sales Manager Darren Binns 
comments: “We now provide a diverse array of products 
for an even wider range of possible applications 
across our entire brand portfolio. Our petrol and diesel 
generators range from 2.2KW up to 6.3KW, with our 
Silent Generator remaining ever-popular.”

The 300mm Platform Step from Jefferson Tools.
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Bostik is proud to be an official supplier to 
the 2016 Tour de France. The Tour de France 
is one of the biggest global sporting events 
taking place in 2016, a Bostik spokesperson 
notes, attracting a global audience of 10 
million spectators. The 103rd Tour de France 
started on 2nd July in La Manche, France 
and consisted of 21 stages covering a total 
distance of 3,500km. The race finished on the 
Champs-Élysées in Paris on Sunday, 24th July.
Bostik is supporting the event and the 
sport with trade activity and ‘Win A Bike’ 
promotions, during July and August focusing 
on the new Bostik adhesive and sealant range 
of products.
This initiative is one of many activities 
designed to increase the awareness and 
visibility of the Bostik brand in Europe and 
Ireland.

TRITON INTRODUCES 
THE T90SR
Triton recently launched the T90SR silent-running, pumped 
electric shower. The T90SR (RRP €280) is the result of extensive 
development over a two-year period, Triton says, and is the first 
silent-running, pumped electric shower on the market. The silent 
operation is unique to Triton and is attributed to the fact it uses 
new digital DC brushless motor technology.
A Triton spokesperson comments: “The family-friendly T90SR 
eliminates noise and allows you to enjoy a great shower at 
any time of the day, all you’ll hear is the whisper of the water. 
Although the noise has been reduced, the shower performance 
isn’t compromised. During the summer months the flow 
increases by up to 90%. This means you no longer need to 
switch to the lower power setting, giving you a comfortable and 
powerful shower all year round.”
The T90SR features a contemporary design and is available in 
white and satin finishes.

News & Products

BOSTIK CONTINUES 
AS AN OFFICIAL SUPPLIER 

TO TOUR DE FRANCE

Bostik is an official supplier to 
the 2016 Tour de France.

The Triton T90SR with white finish.

Different family life stages mean painted walls need to 
stand the test of time with all that a family can throw 
at them. This year Dulux launched a new TV campaign 
to support Easycare Washable Matt. The campaign ran 
across RTÉ1, RTÉ 2, TV3 and UTV Ireland and focused 
on the challenges of keeping family walls pristine 
despite what life can throw at them.
A Dulux spokesperson said that Easycare’s durability 
and stain-repellent technology means a 50-times 
tougher formulation, so that that walls are washable 
no matter what the children get up to. The clever 
formulation means that spills bead off the surface and 
stains, such as tea and coffee, are easy to wash away 
without damaging the paint on the wall, Dulux notes.

FAMILY-PROOF 
FORMULA FROM 

DULUX
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News & Products

TWO NEW LAUNCHES FROM LAYDEX

LAYDEX APPOINTS NEW MD

Laydex has just launched their new range 
of Roof Breather Membranes to comply 
with the recent changes in BS 5534. BS 
5534 is the standard which deals with 
the details concerning roof slating and 
tiling and, together with other changes, 
there is a criteria for wind uplift. The UK 
has five regional wind uplift regions and 
Ireland will have three when the Building 
Regulations are amended. 
The Corotop range of breather 
membranes from Laydex fully comply 
with all of these regulations and have CE, 
BBA and NSAI Certification which covers 
both the UK and all of Ireland. 
The Corotop Range provides several 
weight choices from 90g to 180g per sq 

mt. There has been a move to heavier 
roofing membranes of late and the range 
covers all requirements. 
Laydex is providing its merchant 
customers with booklet samples of the 
materials to give to their roofers and will 
also have in-store displays demonstrating 
the different types of membranes 
which are colour batched for ease of 
identification. 
Laydex also recently launched the 
Polar Extreme Airtight Loft Ladder. 
Manufactured in Austria by Minka 
Treppen, Polar Extreme comes 
completely assembled, has a highly 
Insulated Trap Door with 87 mm 
Polyurethane Insulation and possesses 
a Class 4 Airtightness rating the highest 
achievable rating. 
Laydex explains that the Polar Extreme 
comes with an airtight tape which fills 
the void between the frame of the 
ladder and the joist making the ladder 
installation completely airtight. In 
addition, a double locking mechanism 
ensures airtight closure of the door. 
According to Laydex, Polar Extreme is 
now available, with information posters, 
in all top builders merchants in Ireland. 

Gerry Callan has been appointed Managing Director of Laydex Ltd and takes the place 
of Ian Woods who moves into the role of CEO of the company.
Gerry has been Sales Director of Laydex since its formation and he will now have 
overall responsibility for the running of the three divisions of building products and 
materials, industrial roofing and commercial flooring. This strategic appointment will 
streamline the sales and operational activities of the company while preparing the 
groundwork for future expansion, Laydex said.

MICROFINANCE IRELAND CUTS INTEREST RATES BY 1%
Microfinance Ireland (MFI), the not-for-profit body, 
will now be charging an interest rate of 7.8% in its 
money, down from 8.8%.
MFI provides finance to micro-enterprises that 
apply for loans for anything between €2,000 and 
€25,000. The company said that applicants to MFI 
via their Local Enterprise Office can avail of money 
at the cheaper rate of 6.8pc.
MFI looks to fill the gap where small companies are 
facing difficulty in securing funding from traditional 

sources.The announcement was welcomed by 
Minister for Jobs, Enterprise and Innovation, Mary 
Mitchell O’Connor. “I am very much aware that micro-
enterprises are at the heart of rural Ireland and I want 
to create an environment for them to grow and develop 
right across the country,” the minister said.
Garrett Stokes was recently appointed as chief 
executive of MFI.
For more information visit www.microfinanceireland.ie

Corotop breather membranes.

Gerry Callan, Managing 
Director, Laydex Ltd.

The Polar Extreme 
Airtight Loft Ladder.

(Source: Irish Independent)
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The 10th Saint-Gobain Gypsum International 
Trophy Awards ceremony was held in 
Prague in the Czech Republic on Friday, 
3rd June, 2016. The ceremony resulted 
in another success for Gyproc Ireland as 
St. John’s College - Respond! Housing 
Association, represented by contractor 
Mythen Construction Ltd, was awarded 
runner-up position in the residential category. 
Competition was intense, with ten projects 
entered in the residential category alone.
St. John’s College was completely 
refurbished by Respond! into 21 self-
contained apartments for the elderly with 
a 10-bed group home, as well as a day 
centre that will cater for the wider Waterford 
community. 
The building was a protected structure, 
which meant that there were substantial 
challenges in both the design and 
implementation stages of the project. 
The Gyproc specification team worked 
closely with Mythen Construction and 
Respond! Housing Association to ensure 
the protected structure was maintained, 
while ensuring that the relevant building 
regulations were met, in terms of 
acoustics and fire safety.
A judge from the international jury 
commented: “This fantastic renovation 
achieved a very high quality finish and boasts 
superior aesthetics throughout. This was a 
very technically challenging project completed 
to a high standard using the best of the 
technical solutions Gyproc has to offer.”
The Saint-Gobain Gypsum International Trophy 
showcases how Gyproc high performance 
plasterboard systems and plasters, combined 
with skilled workmanship provide solutions 
for high quality, safe and sustainable interiors 
across a wide variety of applications. 

GYPROC IRELAND 
SUCCESS IN 
10TH SAINT-
GOBAIN GYPSUM 
INTERNATIONAL 
TROPHY AWARDS

An interior view of St John’s College, Waterford.

News & Products

NEW HQ FOR HAI
Since 22nd July, HAI has been based in new offices at 
Blackchurch Business Park, Naas Road, Rathcoole, Co. Dublin. 
The move allows HAI to have a large training room on-site that 
can accommodate up to 25 people as well as a smaller meeting 
room for members who may want to use the facilities if they are 
in or around the Dublin area. 
Conveniently situated on the City-bound side of the N7 within 
the grounds of the Johnston Logistics facility, the new offices 
are ideally situated and offer members a convenient and 
accessible location for training needs and meeting purposes. 
HAI CEO, Annemarie Harte said “I’m delighted that we have 
found ideal premises with ample parking and floor space to 
provide for our staff and members’ needs now and in the future. 
It wasn’t easy trying to find such a space that ticked all our boxes 
in such a highly competitive commercial rental market. We look 
forward to welcoming members to our new home over the 
coming months.” More information about the new offices will 
follow in the next edition of The Hardware Journal.

EC UPDATE ON CPR 
IMPLEMENTATION
On 7th July 2016, the European Commission adopted 
a new report on the state of the implementation of the 
Construction Products Regulation. The report shows that the 
implementation of the Regulation has started well globally, 
benefitting from the active involvement of stakeholders.
The Construction Products Regulation (CPR) was adopted 
in 2011 and lays down harmonised rules for the marketing 
of construction products in the EU. It ensures that reliable 
information is available to professionals, public authorities, 
and consumers, so they can compare the performance of 
products from different manufacturers in different countries.
This report on the CPR underlines satisfactory progress 
considering the significant changes brought by the Regulation 
to the functioning of the Internal Market for construction 
products, which has become simpler and clearer than before. 
For example, the electronic Declaration of Performance 
allows manufacturers to make their product declarations 
available to buyers electronically. Also, strict requirements for 
the notified bodies involved in assessment and verification 
procedures have helped increase the credibility of the CPR. 
This is beneficial to all actors involved, in particular to small 
companies which are the main actors in the construction 
sector. The report also recalls that the CPR has only been 
fully applied since July 2013. Therefore it is still too early 
to draw any final conclusions. However, some areas show 
room for improvement, especially in the fields of harmonised 
standards and market surveillance, where still more needs 
to be achieved. Steps also need to be taken to better meet 
the expectations of SMEs, especially micro-enterprises. To 
ensure a continuing successful implementation of the CPR, 
the Commission intends to reinforce the efforts already 
undertaken, in particular through the organisation of technical 
platforms open to the main relevant stakeholders and focusing 
on the key challenges identified in the report.
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News & Products

Due to the numerous 
benefits both on and 
off site, a spokesperson 
for Brett Martin notes, 
underground modular 
geocellular units such as 
StormCrate have become 
an increasingly popular 
choice at every stage of 
the supply chain, from 
the architect and specifier 
stages through to contractor 
and client. 
The spokesperson added: 
“Weighing in at only 18kg 
per module and measuring 
1200mm x 600mm x 
420mm, the StormCrate 
modular units can be easily 
lifted by hand and then laid 
or stacked in rows. The 
units are suitable for a range 
of applications including 
residential, commercial and 
industrial projects.”
StormCrates can either be 
wrapped in a geotextile 
which allows stored water 
to slowly seep into the 
surrounding ground and 
back into the water table 
or, in a more common 
practice, they can be 
wrapped in an impermeable 
geomembrane to create a 
sealed underground tank. 
The outlet from this tank is 
then controlled to facilitate 
a slow release of the stored 
water back into the drainage 
system over a longer period.
Manufactured from recycled 
plastic, StormCrates have 
a high void ratio of 95% 
which means that the units 
are highly efficient at storing 
up to 300L of water in the 
event of heavy rains. If 
inspectability is required for 
future maintenance, Brett 
Martin says it can offer 
StormCrate Inspect Crates.

Brett Martin Plumbing and Drainage 
says that its engineered solutions such 
as StormCrate can work in association 
with traditional Sustainable Drainage 
Systems (SuDS) solutions to provide 
effective flood protection for both the 
short and long term. 

WATERTIGHT SOLUTION 
FROM BRETT MARTIN

An aerial view of Brett Martin’s StormCrates on site.



When conventional surface water drainage systems can’t cope, you 
need a hero. Brett Martin’s StormCrate offer serious protection 
during heavy rainfall, when storm water can become floodwater. 

Escape flooding with the power of StormCrate: 
Tel 01246 280000 or Email building@brettmartin.com

www.brettmartin.com

PLUMBING & DRAINAGE PRESENTS

Mega Storm
Water Capacity

High Strength
Crate

Super Easy to
Lift by Hand
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OVERALL  Pts. H/Cap
1st Tim Lodge 33 (12) BB9
2nd PJ Gunn 33 (16)
3rd David Bolger 31 (15)

CLASS 1  Pts. H/Cap
1st Tom O’Connell 30 (14) BB9
2nd Jim Copeland 30   (12)

CLASS 2  Pts. H/Cap
1st  Michael McBride 30 (15)
2nd Eddie O’Shea 27 (18)

CLASS 3  Pts. H/Cap
1st William Dixon 30 (24) 
2nd Michael Kane 29 (27)

LADIES  Pts.
1st Breda Phelan 31
2nd Barbara O’Connell  19

The President of the Golf Society Frank McKeon’s 
Prize, kindly sponsored by Tucks O`Brien, will be held 
on Friday, 26th August, 2016 at Forrest Little Golf Club, 
Swords, Co Dublin. New members are especially 
welcome. Please contact William Dixon for more 
details on 086 070 8761.

THE DENIS BURKE MEMORIAL 
CUP PRIZE WINNERS
The Denis Burke Memorial Cup was held on 27th 
May, 2016, at Mount Juliet Golf Club and was kindly 
sponsored by Bostik. The results were:

Peter Morrissey, Sales Manager, Bostik, 
presenting Tim Lodge with the Denis Burke 
Memorial Cup as winner of the first prize.

Tom O’Connell receiving his prize from Peter 
Morrissey, Sales Manager, Bostik, for first 
place in Class One in Mount Juliet.
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FLEETWOOD ANNOUNCES 
NEW ADVANCED RANGE
Fleetwood has announced a new Advanced range 
of tintable gloss, satinwood and undercoat.
Following on from the success of the water-
based Advanced base range, Fleetwood has now 
launched a new retail proposition that comes in 
brilliant white but is also fully tintable. According 
to Fleetwood, the new range features bright, 
retail-friendly packaging highlighting the quality 
of the product. In-store displays with real colour 
chips and full POS solutions are also on the way.
Fleetwood reports that Advanced Satinwood 
has overtaken the traditional option in the last 
24 months as the decorator’s choice for wood 
or metal coatings. Fleetwood describes it as a 
smooth, durable paint, which contains a quick-
drying formulation meaning that the undercoat 
and topcoat can be applied the same day. With 
excellent flow, levelling and sag resistance, it 
will become a huge selling product right across 
the country, Fleetwood predicts.

Fleetwood has 
announced a new 
Advanced range of 
tintable gloss, satinwood 
and undercoat.

KEYPOINT ABRASIVES LAUNCHES 
KLINGSPOR DIAMOND RANGE
Keypoint Abrasives has announced the 
launch of the Klingspor Diamond product 
range to the Irish market.
Manufactured in Europe, Klingspor’s brand of 
abrasives and cutting and grinding discs has 
been one of the leading brands in the Irish 
market for over 40 years.
Richard Murphy, National Product Manager for 
Diamond says: “The Klingspor Diamond range 
covers all requirements in relation to Diamond 
blades for use on angle grinders, consaws, 
benchsaws and roadsaws for cutting a variety 
of construction products. The product range is 
presented in attractive packaging with easy to 
follow guidelines making product selection easy. 
“Our sales team will be 
introducing this product 
over the coming weeks 
and will be happy to 
assist merchants with 
any enquiries.“

The Klingspor Diamond range 
from Keypoint Abrasives.

LOCKS & HARDWARE 
TO DISTRIBUTE SAHECO 
SLIDING DOOR SYSTEMS
Locks & Hardware has been made sole distributor for 
Saheco, the Spanish manufacturers of mechanisms 
for sliding doors in Ireland. Modern building designers 
are looking for more ways to space-save, particularly 
in apartments, and the pocket/sliding door offers 
one effective solution, Locks & Hardware suggests. 
Currently, in the UK, some 30% of new homes have 
sliding doors specified. 
The primary products from within the Saheco range 
are a full pocket door system, standard sliding systems 
and bi-fold door systems. The range complements 
Locks & Hardware’s existing range of sliding door locks 
and handles.

Locks & Hardware is sole distributor for Saheco, the Spanish 
manufacturers of mechanisms for sliding doors, in Ireland.
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HAI IS DELIGHTED TO WELCOME ITS NEWEST MEMBERS
Mulberry Stoves
Arrigle Business Park
Ballyhale, Co. Kilkenny
Ph: 056 7766123
Contact: Jill Walsh
Business: Manufacturer and 
Distributor of Stoves

S and E Kennedy and Co. Ltd
Unit 58 Hebron Industrial Estate
Kilkenny, Co. Kilkenny
Ph: 056 7751700
Contact: Melvyn Kennedy
Business: Builders Merchant and 
Hardware

Keans Arro Home and Garden
Mount Street
Claremorris, Co Mayo
Ph: 094 9362700
Contact: James Kean
Business: Home/Garden/DIY/
Electrical

Rooney’s Homevalue 
Agri and Hardware
Unit 47, Kells Business Park, 
Kells, Co. Meath
Ph: 046 9249726
Contact: Brendan Rooney
Business: Builders Merchant, 
Hardware and Agri 

ABC Abrasives Ltd
ABC House
Unit 8B Malahide Ind. Park, Dublin 17
Ph: 01 8486088
Contact: Adam Barry
Business: Safety and Abrasive 
Equipment Suppliers

Vaughan Supply
Main Street, Tulla, Co Clare
Ph: 065 6835400
Contact: Sheila Vaughan
Business: Builders Merchant/
Hardware/DIY

Duanes Hardware and 
Builders Merchant
Kiltullagh, Athenry, Co. Galway
Ph: 091 848562
Contact: Sean Duane
Business: Builders Merchant, 
Hardware and DIY

Brett Martin Ltd
24 Roughfort Road
Mallusk, Co. Antrim, BT36 4RB
Ph: 048 9084 9999
Contact: Joe Doyle
Business: Manufacturer of Building 
Materials Plumbing and Roofing 
Products

Draper Tools (Ireland) Ltd
Ballyroan Road, Abbeyleix, Co Laois
Ph: 057 8757416
Contact: Colin Self
Business: Distributor of Hand and 
Power Tools and Accessories



www.laydex. ie

Air tight Loft Ladder
POLAR EXTREME

- Fully insulated  mber loo ladder
- Comes fully assembled
- Air ght class 4
- Thickness of lid 87 mm 
- Pine treated frame and steps
- Comes with a steel handrail
-- No joints on the seal disguising strips
- Stair shoe, plas c feet
- Can withstand loads of up to 150 kg
- Manufactured under ISO 9001:2000
- User friendly double click opening 
and closing mechanism

For use in cold ven lated or non-ven lated 
roofs, or in warm non-ven lated roofs
Agrément Cer ficate 13/5025
Key factors assessed:
  - Weather  ghtness
  - Risk of condensa on  
  - Wind loading  
    - Strength
  - Durability

FLEXIBLE THREEELAYER 
POLYPROPYLENE SHEET 
MATERIALS FOR USE AS 
ROOF TILE UNDERLAYS
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KCR Builders Providers opened the doors of the Kimmage outlet 
in 1989 and David Gavin took over running the family business 
in 2004. “My grandfather and my father used to supply to KCR 
Builders Providers under its previous owners since the early 
1960s. In 1989, my father, Michael Gavin, took ownership of the 
business. Earlier this year, we opened a second outlet on Holly 
Road in Dublin 12,” David explains. 

The Holly Road outlet
“This second outlet is much bigger than our Kimmage store and 
follows a warehouse layout where products are openly displayed and 
also includes a trade counter for sales. Purchasing in bigger quantities 
enables us to give our trade customers a better price and the extra 
space allows us to carry a wider range of products.” 
KCR Builders Providers focus on the heavy building end of 
the construction industry with stock ranging from concrete, 

insulation and timber products to metals and smaller scale 
items, such as nails, screws, paint brushes and paint. “Across 
both outlets, our customer profile is around 80% building and 
trades people, and 20% DIY enthusiasts. The catchment area 
we cover is mainly the greater Dublin area and across Leinster,” 
says David. 
Encompassing an impressive 15,000 square feet with an 
external yard of 35,000 square feet, this outlet caters to the 
target demographic by providing products in bulk at a location 
that is easily accessible from the M50 and city centre, with 
ample space for loading. Staff can access all stock in either outlet 
through an integrated point of sale computer system.
The opening of the Holly Road outlet in May featured food from 
Teddy’s ice-cream van and Zero Zero Pizzas, along with 14 
supplier information stands, great spot prizes and an opportunity 
to meet Leinster and Ireland rugby star, Jack McGrath.

Constructive growth for 
KCR Builders Providers
When it comes to satisfying customer needs, KCR Builders Providers understand the 
changing tide of the construction industry and have weathered the ebb and flow of the last 
number of challenging years. As the sector improves, they have expanded their business 
and capitalised on the recovery while remaining true to their core values of close customer 
relationships and quality service. The business operates in two locations with their original 
outlet situated in Kimmage and the new outlet based on Holly Road, Dublin 12. 

KCR Builders Providers exterior, Holly Road warehouse outlet. 
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The Kimmage outlet
Although the Kimmage outlet is smaller with an overall size of 4,400 
square feet, it has served the business well and an external UK-based 
retail company found that, based on sales turnover per square foot, it 
is one of the busiest outlets in Europe. This is thanks to its accessible 
location near Dublin city centre, a strategic product offering and the 
quality of staff. Serving a busy residential area, it is particularly well 
supported by a large number of DIY enthusiasts and has a huge solid 
fuel business in the winter months. 
“In Kimmage, we have a sale in November each year and on this 
one day alone there’s up to four artic lorry loads of solid fuel sold. The 
amount of traffic to the site is so intense that we need to have extra 
staff here to direct traffic due to queues and congestion. We promote 
this sale each year through door-to-door interaction and social media 
and it has proven very effective,” he added. 

Staff and customer service
Gaining and maintaining customer loyalty is a vital aspect of how the 
business is run. Key factors in preserving customer loyalty include 
transparency, honesty, clarity of pricing, certified products and 
correct procedures. “I asked staff a couple of weeks ago why people 
come here rather than another store and they all said location and 
customer service. We hear stories of customers in other outlets who 
are left standing around and aren’t acknowledged, whereas we like 
to get to know our customers on a first-name basis and establish a 

personal relationship. Speed of service at the counter is important 
along with quick and efficient loading in the yards. This is vital in order 
to minimise customer time at the trade counter and to save them 
money as they usually need to get back to their sites as soon as 
possible,” says David. 
Customers praise the excellent product knowledge of staff as well 
as their approachable manner, David reports. People are welcome 
to evaluate and examine products and the value of their custom is 
appreciated whether they are a new customer or a familiar face. The 
company’s willingness to go out of their way for customer needs is 

David Gavin and staff of KCR Builders Providers. 

KCR Builders Providers exterior, Kimmage outlet on sales day in November, 2015.
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evident in their flexibility to work outside of standard opening hours in 
order to facilitate builders and their unpredictable work schedules. 
With the longest serving staff member in employment for almost 
20 years, it is clear that KCR Builders Providers values loyalty and 
experience. Five employees joined the team within the last two 
years and David is passionate about their work environment being 
as engaging and motivating as possible. The company supports 
training across all product categories as well as courses on health and 
safety and first aid training. The business employs a HR company to 
ensure that staff have an informed contact for any queries relating to 
contracts, wages, holidays and any other issues they need to address. 
Uniforms are provided to make staff identifiable to customers and to 
ensure that good standards of appearance are maintained.
“It’s all about team work, we look at ourselves as friends and even 
family and we aim to be as close-knit and connected as a family unit 
in order to excel in the industry,” David comments. 

Dealing with the downturn
David admits the recession was challenging. In 2007, they initially 
considered purchasing a second location on Holly Road but decided 
against it at the last moment. This has proven to be a wise decision 
as the new premises, which they did purchase late last year, is 
three times the size and seven times less expensive as well as, 
coincidentally, being situated in the same area. 
During the economic downturn, some staff regrettably had to be 
let go but, following the gradual upturn in business, there are now 
12 employees working between the two outlets with plans to keep 
increasing those numbers. 

Future outlook
David believes that the outlook for the future of the business is largely 
positive as customer feedback suggests that work is growing and the 
construction industry is coming alive again. 
“There’s a positivity there that wasn’t present in 2009 and onwards. 
Back then, you would never ask someone how they were, rather you 
would say ‘great day, isn’t it?’ because asking ‘how are you?’ usually 

resulted in a mostly negative response. It’s good to be back to a time 
when it’s safe to ask how someone is and how business is, because 
people are generally busy and positive as the economy improves,” 
says David. 
One of the day-to-day challenges of the business is managing the 
volumes of paperwork involving self-certification for architects and 
builders which the merchant must follow-up. David explains that 
while many of their customers are hands-on rather than academic 
by nature, they are expected to be quite academically-minded in 
order to cope with the increasing level of administration following 
changes in regulation and legislation. 
As things improve, extended credit is a big issue facing the industry, 
he believes. With the competitive drive to sell more, the pressure to 
give unnecessary credit to customers is mounting but businesses 
need to keep their own margins on a viable and stable level. David 
emphasises that the lowest price is not particularly the best way 
to achieve a sale and that there is a need to invest in product 
knowledge, service, efficiency and educating the customer on their 
available choices in order to continue to grow. 
Another concern on the horizon is the risk of a lack of availability 
of quality staff in Dublin as prices continue to rise in the housing 
market within the greater Dublin area. High rent in Dublin means 
that staff are residing elsewhere and commuting long hours, 
which places a strain on their quality of life and wages. This 
means that staff might prefer to relocate to jobs that are closer to 
home, leaving a shortage around Dublin. 
Closing on a positive note, David says that the recovery has 
definitely been felt at KCR Builders Providers with a 30% 
increase in sales since 2012 and a further 15% predicted within 
the next year. 
“KCR Builders Providers in Kimmage has been very good to us 
over the last 27 years and our new outlet on Holly Road is there 
to make Kimmage a more accessible and easier place to buy from 
by diverting some of that customer traffic to the new location. We 
plan to expand the new outlet in the future and, with the two of 
them working together, we hope that both outlets can grow and 
thrive alongside our customers and their livelihoods.”

Holly Road outlet interior. 
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As the national representative body for hardware/DIY 
retailers and builders merchants, as well as manufacturers/
distributors to the trade, HAI uniquely represents all levels 
of the supply chain and includes within its membership 
ranks national and international companies, multi-branch 
chains and smaller independent hardware businesses.
HAI speaks with one consolidated voice and fulfils a unique 
and vital role in connecting merchants with their suppliers in 
a non-commercial environment. HAI members play a key role 
in the construction supply chain, providing an efficient and 
effective route to market for building material products and a 
vital source of credit to customers.
Our members operate in one of Ireland’s key economic 
sectors. Construction is a major barometer of, and contributor 
to, the nation’s economic success and has been dealt a 
devastating blow in the past number of years. The housing 
market remains heavily under-supplied and new housebuild 
activity remains subdued. We welcome the recent Rebuilding 
Ireland plan and its ambitious targets, and look forward to 
progress reports on its delivery. Together with the Construction 
Industry Federation, we call on Government to incentivise 
the housing chain by providing stimulants to first-time buyers 
missing from that plan.
Most relevant indicators continue to suggest that the market 
remains most challenging for firms in rural Ireland and any 
uptake in business activity is focused primarily in the Dublin/
Leinster region. Our 2015 Business Index indicates that 
businesses who identify themselves as operating in a rural 
environment are 5% down on trade compared to 2014.
Furthermore, the Index shows that the most vulnerable 
businesses are those found in rural main streets and 
merchants operating from single branch locations with less 
than 10 employees; these merchants reported a 6% decline in 
trade from the previous year. 
HAI supports the CEDRA report and we encourage a 
restoration of the dedicated Rural Affairs Ministry introduced by 
the previous government but discontinued by this Government. 
We acknowledge that reducing the ever increasing divide 
between the urban and rural economy is challenging but 
encourage Government to fast-track key business infrastructure 
components before that gap widens beyond recovery.

The extension of the Home Renovation Incentive (HRI) Scheme, 
Government support to boost house building and targeted initiatives to 
stimulate the rural economy are among the urgent measures HAI has 
called for in its 2017 Pre-Budget Submission.

HAI calls on Government 
to boost house building 
and extend HRI scheme

HOME RENOVATION 
INCENTIVE (HRI) SCHEME
HAI strongly encourages an extension of the scheme 
beyond its planned end date of 31st December, 2016. 
We suggest extending the scheme by 24 months to 
31st December, 2018 in order for the scheme to achieve 
greater penetration in rural areas. Recent statistics from 
the Revenue show that the scheme has been highly 
successful, with approaching €1 billion spent on works 
(to 1st July, 2016). However, almost 70% of that spend has 
been undertaken in just four counties - Dublin, Meath, 
Wicklow and Kildare. Extending the scheme to December 
2018 would allow time for it to infiltrate the other 22 
counties in a more pronounced and impactful way.
HAI also suggests lowering the floor of the qualifying 
spend to €3,000 from its current base of €4,405 to 
encourage small home dwellers, and also to increase 
the ceiling to €50,000 from €30,000 as an incentive for 
homeowners to pursue additional home improvement 
projects. Evidence to date suggests that the HRI scheme 
is indeed acting as a strong encouragement for otherwise 
latent home improvement works, thereby making the 
scheme effectively cost neutral for the Exchequer. 
HAI requests that the tax credit be made claimable in the 
same year as work is completed, with 100% of the claim 
credited the following tax year (currently spread over the 
following two fiscal years). This would provide an extra 
incentive and ensure money is more efficiently circulated 
back into the economy.

HAI Recommendation:
• Extend the HRI scheme by 24 months.
• Lower the floor of the scheme and  

increase the ceiling.
• Claim tax credit in same year as work completed and 

claim credited following year.
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STIMULATE HOUSE 
BUILDING
Just over 8,000 dwellings were built in 2015, this 
falls a long way short of the Government targets 
set in Rebuilding Ireland. While we commend 
many of its objectives and notwithstanding the 
Central Bank review of mortgage rules (which is 
not due out until November, with a relaxation of 
the rules looking unlikely), we specifically request 
the Government to support and implement two 
key initiatives without delay:

(i) Help to Buy Scheme:
• Originating from a similar scheme in the UK, 

offer a variety of boosts for first-time buyers 
including saving for a mortgage deposit in a 
tax-free account and offering a Government-
sponsored top-up bonus when buying the 
home; 

• Provide an Equity Loan, whereby the 
Government would lend up to 20% of the 
cost of the newly-built home, so the first-time 
buyer would only need a 5% cash deposit and 
a 75% mortgage to make up the rest;

• Shared Ownership would offer the chance 
to buy a share of the first-time buyer’s home 
(between 25% and 75% of the home’s value) 
and pay rent on the remaining share. Later on, 
an individual buyer could buy bigger shares 
when he/she could afford to; and, 

• A mortgage guarantee scheme under which 
the Government would offer lenders the 
option to purchase a guarantee on mortgage 
loans. 

(ii) Temporary VAT Rate:
HAI supports reducing the VAT rates charged 
on construction for a temporary period, ideally 
two years, from 13.5% to 9%. A precedent 
has already been set when VAT was reduced 
for the hospitality sector from 13.5% to 9% as 
a temporary measure to boost tourism back 
in 2011. Arguably, it has done its job with the 
growth in visitor numbers and employment in the 
tourism area on the increase. We urgently need 
such a stimulus to kick-start the housing market.

RURAL INCENTIVES 
As referenced in our introduction, we are very concerned 
about the lack of economic recovery in our sector in 
rural Ireland and suggest the following incentives to help 
stimulate activity:
i) Corporation tax allowance on profits less than €50,000
HAI suggests an additional corporation tax allowance/deduction 
for building materials stocks up to a qualifying limit of €50,000 
in rural areas. There is no tax relief for stock which merchants 
have invested in; this is particularly onerous on businesses in 
struggling, rural areas. This incentive could also run concurrent 
with our request for an extension to the HRI scheme where 
businesses can be identified as operating in a rural context.

ii) Illicit Solid Fuel Trade
HAI particularly calls on Government to tighten activity in the 
shadow economy. The current tax treatment (carbon tax and 
VAT) of solid fuel continues to present a strong incentive to illicit 
traders, resulting in illegal trading activity seriously undermining 
the legitimate trading of many hardware businesses in the 
Republic of Ireland. 
There are two scenarios that need to be effectively targeted to 
protect the environment, Government tax revenues, and the 
livelihood of tax-compliant family businesses in the hardware 
industry throughout Ireland:
(a) The flow of untaxed product from outside the State to end 

users without the application of carbon tax or VAT.
(b) The sale of product (tax free) for export from the State, 

which is subsequently not exported.

HAI Recommendation:
• Create a multi-option Help to Buy Scheme to 

assist first-time home purchasers.
• Introduce a temporary VAT rate of 9% for 

the provision, construction, renovation and 
alteration of housing for a two-year period.

HAI Recommendation:
• Provide relief for rural merchants by providing a corporation 

tax allowance.

HAI Recommendation:
• Implement the registration of all solid fuel traders provided for 

in the Environment (Miscellaneous) Provisions Act 2015. This 
legislation requires a valid Tax Clearance Certificate to register, and 
would make it an offence to sell solid fuel without registration. 
Implementation and enforcement of this legislation would be a 
major step in eliminating illegal solid fuel sales.

• Raise public awareness of the need to ensure fuels are tax-
compliant – end users are unaware of their responsibilities and 
the devastating impact of illicit trade. This should be implemented 
through a communications programme, aimed at educating end 
users of their responsibilities, and the impact of tax evasion.

• Strengthen enforcement of the tax legislation using the Revenue 
Commissioner audits, to raise awareness and dis-incentivise illicit 
traders. Revenue audits are a powerful weapon in the fight against 
illicit trading, and their impact on the wider illicit market should 
not be underestimated. HAI asks that the resources dedicated to 
Revenue audits are increased to provide for greater compliance.
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INTRODUCE VOUCHER SCHEME 
FOR WINTER FUEL ALLOWANCE 
HAI urges the introduction of a fuel voucher system 
under which those currently receiving a winter fuel 
allowance would be entitled to use a dedicated fuel 
voucher/smart card to purchase only fuel products from 
registered and tax-compliant retailers and merchant fuel 
outlets, including many HAI members.
Currently, the allowance is paid by way of a cash top-up 
on the recipients’ current payment, which can be spent on 
anything, not exclusively solid fuel, and from any source of 
supply without any traceability or recovery for the State. 
HAI believes this is an unintended loophole.
The Department of Social Protection has indicated that 
a total of 410,000 people currently claim €20 in fuel 
allowance per week (€520 in total during the allowable 
period), including those in receipt of social welfare and 
HSE payments. The allowance costs the State €213 
million per year. A fuel voucher system would allow 
the Government to recoup some of this €213 million 
expenditure through legitimate outlets’ tax returns, ensure 
that the money is spent with legitimate suppliers and not 
those operating in the shadow economy, and ensure that 
the payment is fully used, as intended, to help in reducing 
fuel poverty.

SELF-EMPLOYED AND 
PROPRIETARY DIRECTORS 
The taxation of directors can be anomalous; on one 
hand, Revenue denies a PAYE credit to directors whose 
shareholding exceeds 15% while on the other, the 
Department of Social Protection could regard a similar 
shareholding as insurable under Class A, similar to normal 
employee status. Also, the protection of limited liability 
a company offers is not fully extended to proprietary 
directors as they may be personally liable for any element 
of unpaid PAYE by the company attributable to their own 
remuneration. HAI calls for Government to clarify the tax 
rules and to address discriminatory tax treatment of self-
employed and proprietary directors by eliminating the 3% 
USC charge on incomes over €100,000. We believe there 
should be equity regardless of the source of income.

RESIST FURTHER INCREASE IN NMW
From 1st January, 2016, the national minimum wage 
(NMW) increased to €9.15 for experienced workers. 
HAI, in light of the recommendation from the Low Pay 
Commission to raise the NMW to €9.25, emphasises that 
the impact on member organisations as a result of that rise 
has already been significant. Our sector cannot withstand 
another increase so soon after fragile recovery signs. 
Our 2015 research showed the majority of our members 
intended to hire in 2016 but this hasn’t taken place to the 
levels indicated. It is therefore vital that the NMW remains 
affordable, and competitive. If not, early 2016 indicators of 
smaller, rural merchants closing, will continue.

(iii) Access to high-speed broadband
HAI encourages the Government to improve the business 
environment for rural Ireland. Comreg’s latest statistics reveal 
that over 50% of Irish companies have broadband services 
advertised at under 10Mbs, which does not allow them to 
perform many work tasks. The Minister for Communications 
recently confirmed that the Government does not expect to 
complete its state-subsidised rural broadband rollout until 
2022. This is too long to wait. In 2016, a business without an 
internet connection is like a business without a phone or a 
postal address. Billions of euros worth of trade is conducted 
via the internet each day, and to be without reliable, fast 
access to this international business network is to be denied 
opportunities for growth.

HAI Recommendation:
• Clarify the tax rules relating to directors whose 

shareholding exceeds 15%.
• Address the discriminatory tax treatment of self-

employed and proprietary directors by eliminating the 
3% USC charge on incomes over €100,000.

HAI Recommendation:
• Resist any increase to the national minimum wage.

HAI Recommendation:
• Prioritise the rollout of rural broadband.

HAI Recommendation:
The introduction of a fuel voucher scheme so that:
• The winter fuel allowance is used as intended;
• Registered and tax-compliant fuel merchants are supported; and,
• Government can recoup some of its €200+ million welfare 

spend.

HAI members, both hardware and builders merchants and suppliers, 
continue to face huge challenges and difficulties. Although HAI 
members have received encouragement through the positive impact to-
date of the HRI scheme, we are calling on Government to enforce more 
effective and controlled measures to stimulate the construction sector, 
especially in rural areas, and reduce activity in the shadow economy. It’s 
important that HAI members contact their local TD and highlight items 
indicated in the Pre-Budget Submission that are especially relevant to 
them. Please contact Annemarie on 01 298 0969 for support and 
assistance to raise these issues in your local community. 
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Two years into the implementation of a five-year strategic plan to deliver growth and 
enhance its adaptive capabilities in a fast-changing builders providers market, the 
Brooks Group has put the experiences of the downturn behind it, but not the lessons 
learned. Managing Director Mark Lohan recently spoke to Bernard Potter of The 
Hardware Journal, about exciting developments at the group over the last two years 
and explains why its strategic plan is called “Preparing for the next recession”.

Ready for the 
next recession?

Mark Lohan, Managing Director, Brooks Group.
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The Hardware Journal: In the depths of 
the downturn in 2012, you played a 
key role in securing the future of the 
group by attracting the backing of 
investor, Premier Forest Products. 
What persuaded Premier to back 
the Brooks Group?
Mark Lohan: In 2012, it was extremely 
difficult to attract investors to the sector. 
And it was equally difficult to persuade 
international investors to look at investing 
in Ireland. However, Premier knew the 
Brooks Group and saw the longevity, heritage 
and value of the brand. They understood the 
industry here and, as the operators of a successful 
timber and buildings material business themselves, 
they had the vision to see both the long-term potential and the 
underlying strength of the group.
It has proved to be a very constructive relationship. Premier own a 
number of companies and they treat each company, including the 
Brooks Group, as autonomous. As long as we deliver the result, 
they let us get on with it. As far as they are concerned, they have 
confidence that we know our market, we know our products and 
we know our customers. They give us the freedom to develop the 
business and shape its direction and, at the same time, if we want 
support, they are ready and willing to provide it. This was particularly 
evident in 2012 and 2013 at a time when we needed that support.

How has the experience of the downturn influenced the 
running of the business in recent years?
I think both ourselves, and the industry as a whole, have learned 
lessons from those years. The group’s current five-year strategy is 
called “Preparing for the next recession”. While we have confidence 
in the strength of our business, the commitment of our people and 
the measures we are taking as part of our five-year strategy, it is a 
confidence built on hard-won realism. We’re fully aware that although 
a recovery is underway and we are optimistic about the next few 
years, there is a high degree of probability that another recessionary 
cycle will occur at some time in the future. The key is to have a strong, 
lean and agile business ready to cope with whatever challenges arise.
In late 2012 and into 2013, it was all about getting business to a 
sustainable level in what was still a very difficult time. Our focus 
was on short-interval control, there was weekly communication with 
managers, and we identified five or six priorities that we managed 
on a daily basis. During that period, we got the right systems and 
processes in place so that we could plan long term. 
We have retained the management control style with twice weekly 
conference calls and a monthly round table meeting as a leadership 
team.

Could you indicate the overall thrust of the five-year plan?
It encompasses all aspects of the business and is supported by four 
key pillars – working capital, profitability, customer count and new 
products. We are a working capital-oriented business and all our 
metrics reflect this. Our managers at each branch are given a specific 
purchasing budget. This means that they are responsible for their own 
purchasing within their own branches and ensures that they focus on 
maximising the profitability of their stock and their purchasing. The 
focus is on delivering profit within the prescribed purchasing budget 
rather than on spending an unspecified amount to chase down a 
profit target.

On the debtor side of the business, 
this working capital-based approach 

means that credit we give and credit 
we get must be kept in step with 
each other; and that is a daily 
management control. Keeping that 
working capital treadmill at a steady 
pace is crucial.
One of the fundamental factors 
that has influenced the plan is the 

inevitability of change. This business 
is changing rapidly and will continue to 

change in the future.

Could you clarify what  
you mean by this?

At some point in the mid- to long-term, house-building 
will become a vibrant sector again. I believe it will be very 

different to when it last thrived. I am more than interested in how 
much of the demand for materials will be satisfied by the merchants. 
It will be a good indicator of how our industry has, or has not, adapted 
to the changes that are taking place. 
When house-building does recommence, there is significant 
commentary indicating that speed of build and regulations and 
compliance in terms of products and completion, will be the order 
of the day. It’s likely that in response to those circumstances, there 
will be a demand for engineered solutions, which are not the typical 
mainstay of the merchanting sector.
Another factor to take into account is that when the housebuilding 
sector does take off it will have an effect on the repairs and 
maintenance sector of the business, which currently accounts for a 
lot of revenue in the industry. We have to understand the implications 
of this and assess how best we can respond.

You are now into the second year of the implementation of 
the five-year plan. How has it been progressing?
Although we are ahead of target in terms of the financials, more 
fundamentally, we are on target in terms of the key initiatives 
we wanted to implement – promoting the brand, delivering new 
products, and enhancing our reputation for technical expertise. 

BY THE
NUMBERS

Irish Group
Overall turnover: 

 €70m 

Total no. of  
people employed: 

120

“We are a working capital-oriented 
business and all our metrics reflect 

this,” Mark Lohan, Managing 
Director, the Brooks Group.
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Looking at brand promotion, we have worked hard to promote the 
Brooks brand, including delivering an Opel van giveaway promotion 
last year, which was very successful and which we’ll repeat this year. 
We are very active on social media and in the development of our 
website. We have a big promotion for customers at the beginning of 
every month and a smaller promotional initiative at the end of each 
month. Those promotions are nationwide across all our stores. They 
convey to our customers that there’s always something happening at 
Brooks. Social media and online engagement constitute a significant 
amount of work and require a consistent level of commitment.
The impact is not necessarily seen in monthly terms but its long-
term impact is evident and this kind of activity has been critical in 
developing the repairs, maintenance and improvement (RMI) sector 
of our business.

Could you give some details on what you’ve accomplished in 
terms of the other two initiatives you specified — delivering 
new products and communicating the group’s technical 
expertise?
In relation to new products, the last couple of years have been 
particularly busy. We now have a heating and plumbing counter in all 
our branches. We also introduced a sanitary ware range, an entirely 
new departure for our stores. 
A few months ago we added trusses to our product range. This is an 
engineered solution: we can turn a truss quote around in three days 
and have it on site with a lead time of seven days. Another innovation 
has been the provision of a Part L solution for housebuilders. Now, 
rather than a housebuilder having to talk to a number of product 

suppliers to come up with a product solution certified by an architect, 
we provide a Part L solution in one ready-made package, which is 
ideal from an architect’s perspective and a tremendous, cost-effective 
approach from a builder’s point of view. We’re certainly not finished 
with the development of new products. The market is changing all the 
time and demanding different products and ranges.
Engaging with our customers and sharing our expertise is another key 
element of what we’re doing. For example, we are meeting regularly 
with architects, engaging with them through the delivery of CPD 
courses on timber to the RIAI. These are regular events, taking place 
once a month around the country. The courses have been in place for 
some time and have proven popular drawing strong attendances. 
At the CPD courses, we go through all timber products and the 
proper uses of these products. It’s vital to encourage awareness of 
the proper application of timber products throughout the industry.
The opportunity to add value comes about through informing 
customers about the products, their differing traits and attributes, and 
the best use and application of each product.

At the end of the five-year plan, how will the group be 
positioned? 
Ready for the next recession! We’re stronger but there are still 
significant challenges. We need to be cognisant of that in our plans. 
We need to ensure that we have a good variety of customers. And 
we need to ensure that we maintain a healthy level of working capital.
Achieving this will not necessarily be about the quantity of sales. 
It will be about the quality of the sales and the quality of the 
engagement with the customer and about being in the sectors where 
you know there’s going to be a significant amount of action.

TIME OUT
HOW THE BROOKS GROUP 
MANAGING DIRECTOR UNWINDS
• Last book read: We Are All Completely Beside 

Ourselves (Karen Joy Fowler)

• Favourite movie: Scent of a Woman

• Favourite TV series/box set: House of Cards (USA)

• Favourite holiday: Family beach holiday in Spain

• iTunes or Spotify: iTunes

THE STORE LINE-UP
THE BROOKS GROUP CONSISTS 
OF SEVEN STORES NATIONWIDE: 
• Pouladuff Industrial Estate, Togher in Cork;

• Racecourse Road, in Ballybrit, Galway;

• Finisklin Road, Sligo;

• Church Road in Tullamore, Offaly; and, 

• Three outlets in Dublin, at Bluebell, Sandyford and 
in Glasnevin, where the 2013 acquisition Dublin 
Plywood and Veneers Ltd is located.

Interview

Mark Lohan with John Rooney, Managing Director of Dublin Plywood and Veneers Ltd.
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Be the disrupter, 
not the disrupted
Key messages from the 4th Global DIY Summit
In conjunction with The Hardware Journal’s media partnership with the 4th Global DIY 
Summit, HAI Chief Executive Annemarie Harte attended the two-day event in Stockholm 
in June and reports on some of the most insightful and relevant presentations.

The summit, which was held on the 8th and 9th June, is 
the largest conference of retailers and suppliers in the 
sector, attracting delegates from more than 45 countries 
and a speaker line-up that includes top industry leaders, 
innovators, researchers and academics. It was jointly hosted 
by leading European DIY professional organisations, the 
European DIY-Retail Association (EDRA) and the European 
Federation of DIY Manufacturers (FEDIYMA), as well as 
the global representative of DIY trade interests, the Global 
Home Improvement Network (GHIN).
The theme for this year’s conference was ‘A Disruptive World 
– New Trends in Home Improvement’ and there were some 
interesting interpretations of that title. The digital transformation 
in retail has forced brands around the world to embrace and 
adopt websites, social media and, most recently, the mobile 
web. The ongoing disruption is making retail a hotbed of 
innovation and an industry in which the most ingenious brands 
thrive. Furthermore, with the rise of the Internet of Things 
and Smart Homes, disruptors have also entered our industry. 
We are also now on the edge of a new era of innovation in 
home improvement where many companies must transform 
themselves or they will simply disappear.

Making home improvement accessible for all
The opening day’s keynote from Véronique Laury, CEO of 
Kingfisher (owner of B&Q and Screwfix) was eagerly anticipated. 
Both brands have direct impact on the Irish market: one through 
bricks and mortar, the other through online-only, at this point 
complemented by heavy multi-media advertising. Unfortunately, 
delegates didn’t learn about specific plans for B&Q and Screwfix 
in these islands but Ms Laury shared her thought processes 
as someone who has worked for Castorama, a subsidiary of 
Kingfisher, for over 10 years and as a consumer who has gone 
through the same life-cycle as many of her customers from renting 
to home owning, from DIY to DIFM (Do It For Me).
Her emphasis was on putting the customer first and living the 
customer journey. She warned that so much has to be done 
that isn’t currently being done, and adopting a customer-centric 
approach is key. She added: “We want to create good homes by 
making home improvement accessible for everyone.”
Ms Laury noted that, for most people, home improvement is a 
challenge. Customer journeys are often long and complex, with 
many barriers and constraints. Based on Kingfisher’s customer 
research, the company knows that for all home improvement 

DIY Summit
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Needs & 
triggers

Purchase 
& deliver

Inspire & 
visualise

Build &  
install

Plan & 
evaluate

Use & 
enjoy

Maintain & 
improve

Figure 1 - The customer journey.

Remind Motivate Enable Extend

Véronique Laury, CEO of Kingfisher.

Table 1. Q1 2016 Trading Update from Kingfisher

Sales 2016/17
£m

% Total change 
reported

% Total change 
constant 
currency

% LFL change 
constant 
currency

UK & Ireland 1,252 +1.3% +1.2% +6.2%

B&Q UK & Ireland 951 (4.2)% (4.3)% +3.6%

Screwfix 301 +23.5% +23.5% +16.2%

projects, there are seven common steps on the customer journey. 
Today, she said, retailers only play a relatively small part in their 
customers’ journeys, largely at the ‘purchase’ stage. Kingfisher’s 
aim is to better service customers throughout all stages, which will 
ultimately lead to more satisfied customers and encourage more 
people to do more home improvement projects (see Figure 1).
The way Kingfisher will go about delivering that customer journey 
is through:

1 Changing mindset
Ms Laury gave a simple example of how employees are not 
empowered to make decisions on the shop floor – on some 
returned goods, for instance, they have to seek a manager’s 
authority. Giving clear guidance to employees and enough 
flexibility to enhance this process will surely result in a better 
customer experience, she suggested.

2 Changing the organisation
Having one vision for the organisation – the ‘One Kingfisher’ 
plan – is a major objective. Appointing a Chief Customer Officer 
and getting the balance right between rational and emotional 
intelligence at management level will drive this change, she 
believes, as will investing in people and leveraging scale.

3 Changing the way it measures and rewards performance 
Identifying the profitable transaction is a vital step and winning 
the battle of advocacy for employees and customers is also 
crucial.

4 Changing the way it looks at customers
Understanding the customer’s budget and putting home 
improvers at the centre of the process while understanding 
their relationships with ‘helpers’ who assist in getting 
home improvement jobs done, including friends, family and 
tradesmen.

5 Changing the way it interacts with customers
Growing customer capability and embarking on home visits 
to listen to customers.
She concluded: “One thing will not change and that is being 
purpose-led. Speed, however, is of the essence because 
the world is changing so quickly.” 

Subsequent to the Summit in Stockholm, B&Q opened 
their first new ‘big box’ format at their Cribbs Causeway 
store in Bristol in mid-June following six months of work 
which took place while the store remained open. 
It now offers customers over 40,000 products including 
2,500 new and exclusive products with lighting, paint, 
home décor, tiling, bathrooms and kitchens among the 
areas heavily invested in. Together with highly visual 
and informative displays, the new format ensures that 
customers are better able to ‘do-it-themselves’.

Be a disrupter, not disrupted
John Gillam, the Managing Director of Bunnings, was of particular 
interest, as Bunnings is the new owner of Homebase, which 
it bought in February. Homebase reported revenue of £1,461.2 
million for the 12 months ended 29th August, 2015 and currently 
has 263 stores. Mr Gillam’s presentation was titled ‘Leadership 
Matters’ and even though it was a relatively short speech (25 
minutes), it was also one of the most relevant, given the direct 
competitive relationship between Homebase and hardware stores 
and builders merchants here in Ireland. 
Mr Gillam, a no-nonsense, straight-talker from Down Under, began 
with the advice: “Be a disruptor and not disrupted.” He said that 
Bunnings cares for its team, its customers, its community and its 
suppliers. Bunnings invests in staff development through: 
• product and project knowledge;
• profit-share and ownership; 
• invests in keeping them together (retention levels  

are currently 89%).
Of their 40,000 team members across Australia and New Zealand, 
62% own shares with 340 team members involved in study tours, 
management development and future leader programmes in 2015. 
While it was an impressive on-stage performance, one wonders 
if the emphasis on overt ‘caring and sharing’ would work in the 
traditionally more cynical UK and Irish mindset?
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The company’s plan for 2017 involves: creating better 
experiences; strengthening its core operations; driving stronger 
growth through a stronger team; better stock flow; improved 
productivity; and deeper community involvement. 
Bunnings’ digital brand reach involves serving customers 
everywhere and, in its digital strategy it significantly differentiates 
its offering and mitigates the threat of online-only brands. 
The company calls it a ‘digital ecosystem’ which is based on 
all-encompassing engagement with customers. He said that 
Bunnings is matching the most sophisticated shopper experience 
in 2016 and proudly boasts to be the fifth most visited retail 
website in Australia, with only the likes of Amazon and eBay 
ahead of it in the DIY/Home Improvement space. Impressive, 
although a quick search for their Twitter handle, (Twitter being, 
of course, a core customer service tool for business) revealed 
the last update was on 2nd February, 2012 and that was to refer 
customers to its website, despite the fact that it has 2,721 
followers.

Turning to the UK and Ireland, Mr Gillam explained that the 
company’s plan would be delivered in three phases:

1 building strong business foundations in the first 12 months;
2 introducing a new Bunnings-branded offer within three to five 

years; and,
3 driving long-term growth beyond the initial five years.

Bunnings has already hit a road block in the UK as it is going 
to have to live without its famous slogan “Lowest prices are 
just the beginning” after the UK Intellectual Property Office 
(IPO) refused the company’s application to register its strapline 
for use in the UK. This strapline, as well as its “Lowest prices 
everyday” slogan were both refused by the IPO, due to the 
slogans being classed as “too general”. Bunnings will now have 
to find another slogan to represent its everyday low-price offer 
and to differentiate it from B&Q. Gillam still left us with some 
food for thought: “It’s got nothing to do with size, just about 
being better.” Will the recipe for success from Down Under 
work as well Up Here? Watch this space! 
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Brexit blues hit home 
improvement sector
As soon as the UK stock market opened on Friday morning 24th 
June, home improvement company stocks took a beating as the 
implications of Brexit began to sink in. 
The historic referendum resulted in 52% voting for the UK to leave the 
EU, while 48% voted to stay. The results sparked a dramatic overnight fall 
in the value of the pound, dropping as low as $1.32 against the US dollar – 
the lowest since the 1980s.
Although it remains to be seen what the full impact on Irish business will 
be, the Grafton Group dropped 19.5% in the UK, along with Travis Perkins 
at almost 14% and Kingfisher which fell 8% by midday on that Friday.

Northern reaction
We asked HAI members and non-members north of the border 
what their reaction was to the news. Ann Morgan, MD of Murdock 
Builder’s Merchants based in Newry, said: “We anticipate no 
significant effect on our Group other than a bit of currency fluctuation 
which we believe will bed down in the short term. Exports from our 
Northern Ireland company to our Republic of Ireland company in the 
past three years have been minimal and largely hedged naturally with 
supplier payables. Time will tell whether the vote generally will have 
an impact on construction/housebuilding, but our view is that people 
will adjust and move on.”
Leonard Hamilton, MD of Décor Ireland, based in Lisburn with an 
office in Dublin, commented: “I guess my immediate concern is how 
the question of border controls will be handled, particularly from the 
point of view of shipping goods from Northern Ireland to the Republic 
of Ireland. As we endeavour to keep our delivery times as short 
as possible, anything that would extend shipping times would be 
detrimental to the service we offer. Obviously currency instability 
is also a concern, particularly when considering GBP/USD. This will 
affect prices of products imported from the US and the Far East, and 
will have to be kept under close review.”

Retail impact
From a retail sector perspective, people from the Republic could start 
to seek out bargains in Northern Ireland, taking advantage of the 
pound’s weakness.
The Insight DIY Team in the UK says that a recent report from Bank 
of America Merrill Lynch (BAML) states that Wesfarmers could face 
heavy losses due to the acquisition of Homebase, as political and 
financial uncertainty is likely to push the UK economy into a recession.
BAML analyst David Errington was quoted as commenting: “If 
Wesfarmers cuts its losses and eliminates any plans in the foreseeable 
future to grow Homebase, we believe the damage to shareholder 
returns can be isolated to the initial capital outlay (just under £340 
million) and the capitalised value of the lease commitments (thought 
to be in the region of £1billion).”
He continued: “Wesfarmers has put forward a plan to spend up to 
£500 million to refit, restructure and reposition the Homebase stores 
and customer offer over the next five years. If Wesfarmers elects 
to push on with its plans to spend £500 million in restructuring the 
business, the capital lost to shareholders could grow up to £2 billion. In 
our view, it will be many years before Homebase generates any profit 
and hence we believe the initial investment Wesfarmers made has a 
zero value.” 

The housing market is likely to suffer in this environment, he said, 
and he predicted that the consumer discretionary market Homebase 
operates in will contract sharply: “We believe the decision by 
Wesfarmers to buy a sub-scale home improvement business in the UK 
could be seen as a poor one, based on the financial returns we forecast 
to be generated. Now, post-Brexit, we consider this business will further 
deteriorate. £1.25 billion of shareholder value could be now lost. The UK 
home and garden market growth has been low for an extended period 
and has recently recovered to around 1%. The euro crises of 2010/11 
coincided with a contraction in sectors correlated to consumer cyclicals 
(such the home and garden market). During this period, the home and 
garden market contracted by around 0.5%. Interestingly, this had the 
effect of reducing EBIT by around 25% for Homebase and B&Q (on an 
indexed total EBIT basis).”
Wesfarmers declined to comment.
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Market Intelligence

Our survey reports on the latest trends in wages and recruitment at HAI 
members’ businesses across the country and this year’s findings indicate 
that 58% of retailers and merchants, and 70% of suppliers, intend to hire.

Close to 60% of 
HAI members plan 

to hire this year

Average Salary: Table 1

Nationally Dublin Rest of Leinster Munster Connacht/Ulster

€000pa €000pa €000pa €000pa €000pa

General Manager 44 - 46 47 - 50 42 - 45 44 - 47 47 - 50

Department 
Manager 33 - 36 35 - 38 32 - 35 33 - 36 36 - 39

Senior Sales 
Assistant 29 - 32 30 - 33 28 - 31 28 - 31 25 - 28 

Junior Sales 
Assistant 21 - 24 22 - 25 19 - 22 21 - 24 21 - 24

Accounts & Credit 
Control 28 - 31 29 - 32 28 - 31 28 - 31 28 - 31

Administrative 24 - 27 25 - 28 23 - 26 24 - 27 21 - 24

Yard Staff 24 - 27 24 - 27 24 - 27 25 - 28 21 - 24

Driver 25 - 28 27 - 30 24 - 27 26 - 29 24 - 27

Compared to 2015 there was a slight national increase(~€1,000–€2,000) for Senior & Junior Sales Assistants 
and Accounts & Credit Control. All other figures remained static with any changes negligible. Wages in this 

instance are defined as gross salary paid to an employee exclusive of PRSI and other government taxes.

Source: HAI Members Survey 2016. N=56.

Average Salary: Table 1

Nationally Dublin Rest of Leinster Munster Connacht/Ulster

€000pa €000pa €000pa €000pa €000pa

General Manager 44 - 46 47 - 50 42 - 45 44 - 47 47 - 50

Department 
Manager 33 - 36 35 - 38 32 - 35 33 - 36 36 - 39

Senior Sales 
Assistant 29 - 32 30 - 33 28 - 31 28 - 31 25 - 28 

Junior Sales 
Assistant 21 - 24 22 - 25 19 - 22 21 - 24 21 - 24

Accounts & Credit 
Control 28 - 31 29 - 32 28 - 31 28 - 31 28 - 31

Administrative 24 - 27 25 - 28 23 - 26 24 - 27 21 - 24

Yard Staff 24 - 27 24 - 27 24 - 27 25 - 28 21 - 24

Driver 25 - 28 27 - 30 24 - 27 26 - 29 24 - 27

Compared to 2015 there was a slight national increase(~€1,000–€2,000) for Senior & Junior Sales Assistants 
and Accounts & Credit Control. All other figures remained static with any changes negligible. Wages in this 

instance are defined as gross salary paid to an employee exclusive of PRSI and other government taxes.

Source: HAI Members Survey 2016. N=56.

Location 
 

Source: HAI Members Survey 2016. N=56. 

 
Munster accounts for the largest % of participants at 30% followed by 

Connacht/Ulster at 29%.  

Location 
 

Source: HAI Members Survey 2016. N=56. 

 
Munster accounts for the largest % of participants at 30% followed by 

Connacht/Ulster at 29%.  

Source: HAI Members Survey 2016. N=56. 

    Turnover 
 

48% of respondents spend <15% of 
turnover on wages. 

Turnover as a % of Wages 
 

41% of respondents turnover  €1 - €2.5m 
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    Turnover 

48% of respondents spend <15% of 
turnover on wages. 

Turnover as a % of Wages 

32% of respondents turnover  > €20m per 
annum. 

Retailers and Merchants

Source: HAI Members Survey 2016. N=56. 

Number of Employees 

# of Employees Percentage 

1 - 5 12% 

6 - 10 28% 

11 – 20 36% 

21 – 50 11% 

51 – 100 4% 

100+ 9% 

36% of respondents have 11 - 20 employees. 

Source: HAI Members Survey 2016. N=56. 
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It is critical that you have sufficient information to make 
important business decisions. As part of our efforts to assist in 
the provision of relevant information, each year we will continue 
to ask members to complete a survey on current wage rates and 
future employment plans. 
This information will act as an industry benchmark and can be used as 
a tool when setting wages and assessing whether your business lies 
within industry averages. Two separate surveys were carried out, one 
specific to Retailers and Merchants and one specific to Suppliers.

Retailers and Merchants
Of the respondents, Munster accounts for the largest percentage of 
participants at 30%. The survey indicated that 48% of respondents 
spend <15% of turnover on wages. In relation to recruitment, 58% 
intend hiring staff this year, no change in the figure versus 2015. As 
regards wages, 47% intend increasing wages this year, an increase of 
12% compared to 2015. 

Dublin has the highest average rate of pay nationally. Compared 
to 2015, there was a slight national increase (~€1K-2 K) for 
Senior and Junior Sales Assistants and Accounts & Credit 
Control. All other figures remained static with any changes 
negligible. See Table 1.

Suppliers                                                                                                                       
Of the respondents, Dublin accounts for the largest percentage 
of participants at 52%. According to the survey, 48% of 
respondents spend < 15% of turnover on wages. From a 
recruitment perspective, 70% intend hiring staff this year, a 
decrease of 15% versus 2015. 

On wages, 61% intend to have increases this year, a decrease of 
1% compared to 2015. Compared to 2015 there was a slight national 
increase (~€1K-2 K) for Senior Sales Representatives. All other 
figures remained static with any changes negligible, see Table 2.

Average Salary: Table 2

Nationally Dublin Rest of Leinster Munster Connacht/Ulster

€000pa €000pa €000pa €000pa €000pa

General Manager 80-100 92 95 71 100

Department 
Manager 50-55 51 55 46 65

Buyer 44-48 45 43 58 58

Senior Sales Rep 43-46 44 44 49 50

Entry Sales Rep 29-32 29 33 31 31

Administrative 27-30 27 32 29 31

General Operative 25-28 26 25 28 31

Driver 28-31 29 29 28 28

Compared to 2015 there was a slight national increase(~€1,000–€2,000) for Senior Sales Representatives. 
All other figures remained static with any changes negligible (see table 2). Wages in this instance are define d as 

gross salary paid to an employee exclusive of PRSI and other government taxes.

Source: HAI Members Survey 2016. N=27.
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Administrative 27-30 27 32 29 31

General Operative 25-28 26 25 28 31

Driver 28-31 29 29 28 28

Compared to 2015 there was a slight national increase(~€1,000–€2,000) for Senior Sales Representatives. 
All other figures remained static with any changes negligible (see table 2). Wages in this instance are define d as 

gross salary paid to an employee exclusive of PRSI and other government taxes.
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Dublin accounts for the largest % of participants at 52%
followed by Rest of Leinster at 30%.  
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    Turnover 

48% of respondents spend <15% of 
turnover on wages. 

Turnover as a % of Wages 

32% of respondents turnover  > €20m per 
annum. 
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    Turnover 

48% of respondents spend <15% of 
turnover on wages. 

Turnover as a % of Wages 

32% of respondents turnover  > €20m per 
annum. 

Suppliers

Source: HAI Members Survey 2016. N=27. 

Number of Employees 

# of Employees Percentage 

1 - 5 0% 

6 - 10 0% 

11 – 20 26% 

21 – 50 44% 

51 – 100 15% 

100+ 15% 

44% of respondents have 21 – 50 employees. 

Source: HAI Members Survey 2016. N=27. 
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Source: HAI Members Survey 2016. N=56. 

Outlook 
 

€1m – €2.5m

€2.5m – €5m
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Some people think that your monthly reports simply record 
what has happened in the past. I believe that what you report 
on, from a management perspective, will shape what is done 
throughout the month. There is a famous adage that “what gets 
measured – gets managed” and, with this in mind, I will share 
with you my thoughts on how to manage your credit function.
If you have set your clear credit terms, as laid out in the January/ 
February issue of this magazine, then every balance you are owed 
falls into one of two categories. The balance is either not due or it is 
overdue. 

Within terms
So at the end of every month you should have a look at the totals in 
these two categories. In its simplest form you should just look at the 
percentage of your accounts that is within terms. This will give you an 
accurate picture (see Figure 1). An upward trending graph is what you 
are looking to achieve. On the other hand, if your graph looks more 
like Figure 2, this alerts you that things are getting worse from a credit 
and collections perspective.
Forget measures like Debtor Days or DSOs (days sales outstanding), 
these were invented by accountants who have little understanding of 
the credit control function.
For you, the business owner, the key measure is – how much 
money is sitting on the Debtors Ledger that should be in your bank? 
As outlined in the last article I have a spreadsheet that can do that 
calculation for you, and to get it simply email me on 
declan@thecreditcoach.ie and I will send it to you.
There is a second and important factor here, as well as recording 
the financials; the Debtors Ledger is a great measure of customer 
satisfaction and how highly your customers rate your business. If they 
are happy to do business with you, they will pay on time. If they think 
you are a soft touch, they will take advantage of you.
You are in the business of selling hardware and building supplies; 
you are not in the business of providing funding to your customers. 
By taking longer than they should to pay, they are in reality taking an 
interest-free loan from you.
Now, you are entitled to charge interest on overdue accounts, the 
reality is that most businesses don’t.

Rules that will help
Here are some rules for you:
• Print off your month-end ledger at the same time every month. I 

would suggest lunchtime on the first working day after all the cash 
has been entered and allocated.

• Send out statements at the same time.
• Make sure you get the above report before 3pm on the first working 

day and take appropriate action.
• Other areas you should focus on include: 
• Accounts with balances and no current sales (have they gone 

somewhere else?)

• Unallocated cash (do you know what they are paying?)
• Credit note analysis (what is going wrong in the business?)
• Cash accounts (The balance should always be zero!)
• How much extra should be in my bank account?
By getting this information on a consistent basis, it sends out the 
message that getting paid is important to you, and the whole credit 
function is a vital part of the business. Too many business owners just 
focus on sales and profit. To be really successful, you have to focus on 
getting paid in full and on time as well.
It upsets me when I see the vast amount of money that sits quietly 
and undisturbed in the overdue column month after month after 
month. It upsets me when I see the vast amounts of money that 
have been written off and still have to be written off, simply because 
business owners failed to take their credit function seriously enough. 
Getting better reports in place won’t solve all your problems; but it is a 
really good place to start.

Please contact 01 298 0969 or email info@hardwareassociation.ie 
for availability on Declan’s next Credit Control course in September.

What gets measured 
– gets managed

The next step in your journey to getting your credit under control is to decide on how you 
are going to measure your performance, writes Declan Flood, aka The Credit Coach.

Declan Flood: “You are in the 
business of selling hardware and 
building supplies; you are not in 

the business of providing funding 
to your customers.”
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The ruling arose from an incident in August 2007 when a 
Slovenian national Mr Vnuk was knocked from a ladder 
by a reversing tractor and trailer in a farm yard. He sought 
compensation from the motor insurers of the tractor which 
was declined on the basis that the accident occurred in a 
private place and so was not covered by the policy. 

Concept of use
After an appeal, the Slovenian Supreme Court referred a 
question to the ECJ for a preliminary ruling. The Advocate 
General gave an opinion in February 2014 that supported the 
view expressed by Mr Vnuk that the concept of use and so the 
requirement for insurance cannot be confined to journeys on a 
public road.
A number of Member States expressed their concern at the 
opinion and sought to make submissions but this was rejected 
by the ECJ. In particular, Ireland sought to impose temporal 
limits on the effect of any judgement, again without success.

Current requirement
As things stand, Ireland must comply with his ruling and so motor 
insurance should be in place for all motor vehicles irrespective of 
whether an accident occurs in a public or private place. If you have 
vehicles (fork lifts, diggers, dumpers, tractors etc. – in fact, any 
mechanically propelled vehicle) used in what was formally a non-Road 
Traffic Act circumstance or location (e.g., fork lift within a non-public 
place such as warehouse, private site or land) and which are not 
covered by a Motor Insurance policy then you now need to arrange a 
Road Traffic Act (Motor) policy. 
The Department of Transport is said to be examining the implications 
of the judgement for Ireland and further developments are anticipated 
but, in the interim, it is very important that you are aware of the 
potential risk.
This ruling may have an implication for you and your business. 
If you require clarification as to whether you need to consider 
further insurance protection in relation to “mechanically 
propelled equipment and plant”, contact Shane Hennelly 
on 01 481 7716 or shane.hennelly@nti.ie

ECJ decision adds to 
insurance requirements

Are you aware Irish law obliges drivers to have motor insurance to cover accidents 
occurring in a public place? As a result of a recent ruling by the European Court of Justice 
(ECJ), compulsory motor insurance has to cover any accident caused in the course of the 

use of a vehicle that is consistent with the normal function of that vehicle. In other words, as 
Shane Hennelly from Thompson Insurances explains, the location of the accident is irrelevant.

IN PARTNERSHIP WITH
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HAI CEO Annemarie Harte recently visited Classic Hardware, a leading 
specifier and supplier of architectural ironmongery to the housing market 
and facilities management sector.

I met Paul O’Brien a few hours after hearing the result of the 
Brexit Referendum in the UK and, in fairness, the interview could 
have focused on that subject alone with its range of implications 
and the lack of certainty surrounding its long-term outcomes. 
Paul noted his immediate concern was short-term business 
confusion in the supply of products from the UK. 

20th anniversary
On a brighter note, Classic Hardware is celebrating its 20th 
anniversary this year. Based in Tallaght, its Directors and staff had their 
origins in Rutledge & Thompson (R&T), who were large providers of 
ironmongery to the Irish market. Paul O’Brien and James McGroary 
acquired the business through a management buyout from Deirdre 
Brennan, the founder of Classic. Although I didn’t meet James, he’s 
the main man pounding the streets in what Paul describes as their 
“hardworking but friendly sales approach”. 
“James has been on the road for 35 years and has a vast knowledge 
and experience in the hardware trade and these days it’s not 
necessary for him to be in the office but we keep in regular touch 
throughout the day,” and it’s clear that they make a good team. 

”It’s vitally important to refer to management accounts on a 
regular basis for effective planning and day-to-day running of the 
business,” he says. 
They’re just off the back of a promotion last month as part of their 
anniversary celebrations. At this point he indulged in a position 
many suppliers will have sympathy with. The demands placed 
on suppliers can offer difficult trading conditions, he says, but 
Classic spread the risk of exposure for the business, he says that 
no customer or supplier to them would hold any more than 10% 
value in the supply chain. 
In the 20 years since they were established Paul vividly recalls 
their toughest trading period: “We had been looking at new 
premises in order to expand when overnight in 2008 we had to 
start considering other adjustments to the business.”
This will no doubt be a familiar memory for many suppliers and 
merchants. The good news for Classic Hardware and, indeed, many 
HAI member suppliers, is that since August of last year business has 
picked up and May of this year has been the best month since 2008. 
Paul puts part of the company’s success down to consistently looking 
for new products and looking for innovation in the marketplace. 

Classic Hardware shows 
strong growth this year

The staff at Classic Hardware. Paul O’Brien is on the far left.
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If you have a story to tell as a 
supplier or manufacturer in the Irish 
market, please contact Annemarie 
on 01 298 0969 or 
annemarie@hardwareassociation.ie 
for more information.

Classic are suppliers of locks, handles, ironmongery, fixings, 
tools, sealants and adhesives, paintbrushes and pest repellents, 
with familiar brands including Union, Era, Loctite, Heritage Brass, 
Intelligent Hardware, Everbuild, Gorilla Glue, Anza Brushes, Pestclear 
and Paprika Postboxes. 
Paul and James are regular visitors to the Eisenwaremesse in 
Cologne to keep an eye out for the latest trends but they also look 
towards the UK market for what’s coming down the line. Paul says 
that the UK market can often be ahead in lever handle trends and 
the sector is similar to fashion, in that style preferences can change 
frequently. That said, we muse over his office door furniture – brushed 
chrome is en vogue at the moment which leaves me lamenting my 
door handles at home, should I be changing them regularly?

Fashion-forward furniture
With the Brexit result still peppering our conversation, I ask about 
what other countries Paul trades with aside from the UK, no surprises 
to hear that they include China and India but interestingly enough 
Portugal is one that may become a bigger supplier with the British 
exit from the European Union. Classic Hardware is an agent for 
Portuguese company Urfic Door Furniture, one of Europe’s leading 
manufacturers of door furniture.
Classic places great emphasis on the marketing and packaging 
of products and ensuring the merchant is optimising the product. 
Handles that may have at one time been sold in a brown cardboard 
box are now dressed in a box that looks more like a box of Dairy 
Milk! And it’s working, Paul says. I agree that first impressions always 
count and we’ve mentioned before how, ultimately, matters of the 
lighter end of hardware and especially finishings are the domain of 
the female customer.

Customer loyalty
One of the most important things that helped Classic get through 
the recessionary period was the loyalty of its customers, combined 
with hardworking staff members. It was clear that this was highly 

appreciated by James and Paul.
We also talked about next year’s Hardware Show and Paul has 
already reserved a bigger stand as this is one of the most important 
events in his company’s calendar. Paul says: “In 2015, we had an 
extremely successful show over the two days and gave exclusive 
promotions for visitors, we’ll be planning more of the same in 2017.”
I finished by asking what steps Paul would take to stimulate 
housebuilding if he was Taoiseach for a day? “I’d implement the 
Swedish model of a 50% rebate on home improvements. The so-
called ‘ROT-avdrag’ is a tax subsidy available to Swedes wishing to 
make renovations or improvements on their homes. It was introduced 
as an effort to boost an under-pressure building industry and the tax 
break is on 50% of the cost of the work, up to a maximum of 50,000 
kronor (approx. €5,300) per person, per year.”
Pointing out that you have to have a home in the first instance to use 
that option, he suggests the Government should be a housebuilder 
on a 50% shared ownership basis. This concept isn’t a million miles 
away from the UK’s Help to Buy scheme where the Government 
lends up to 20% of the cost of your newly-built home, so you’ll only 
need a 5% cash deposit and a 75% mortgage to make up the rest. 
Under such a scheme, the home buyer won’t be charged loan fees on 
the 20% loan for the first five years of owning the home.

David Healy, 
Classic Hardware 
Sales Rep, 
Munster area.

Supplier Profile

DOOR AND WINDOW FITTINGS TRENDS
According to the latest edition of the Architectural Ironmongery Journal 
with figures from AMA Research in the UK, the market for door and 
window fittings increased by around 2% following similar annual growth 
rates in 2013 and 2014. The sector remains very competitive with a 
recovery in volumes partially offset by downward pressure on average 
prices and margins. Locks and handles represent the two major product 
sectors, together accounting for over 50% of the fittings market.

Door closers were estimated to account for around 15% of the market 
in 2015 having grown in recent years. The sector has particularly 
benefitted from the introduction of higher specification products, 
with legislation such as the UK’s Equality Act in conjunction with 
BS8300 helping to boost demand. Current forecasts show further 
steady rates of value growth over the next four years. The private 
sector is forecast to drive growth, with the new housing market 
also driving demand. In addition, the commercial sector is growing 
strongly, particularly office construction. As a result the trend is likely 
to be towards higher specification products, particularly those that 
offer added security features.
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The Hardware Show

3M, ABC Abrasives, Allgrip, Aquasource, ARC Building Products, 
B&G, Birkdale, Bostik, Brett Martin, Calor Gas, Canadia, Carlisle 
Brass, Classic Hardware, Contech, Core Systems, Crown 
Paints, Curust, John Dargan & Sons, Deanta, DFE, Donal Lynch 
Hardware, Dosco, Draper Tools, DS Supplies, Dulux, Fleetwood, 
Frisco, Gorilla Glue, Henkel, Herbst, IITC, IKO, Intact Software, 
Irish Cement, Jefferson Tools, Keypoint, Kilsaran, Lagan Cement, 
Larsen, McLouglin RS, N&C Enterprises, OHRA, Olympic 
Fixings, Origo, Pipelife, Portwest, Rawlplug, Regatta, Rhino, 
RNH, Ronseal, Sanbra Fyffe, Shop4choice, Sika Everbuild, 
Snickers Workwear, Solus, St Gobain, Staffords, Tegral, Timco, 
Topline, True Temper, Tucks Fasteners, Tucks O’Brien, United 
Hardware, Uppercross Enterprises, Varian, Waterford Stanley, 
WEEE Ireland, Westaro Hosing, White River and Wood Concepts.

With over 3,600 square metres of space we have plenty of room for 
more exhibitors. Share in the business and profit potential the Show 
has to offer – sign up today, contact Margaret Andreucetti for more 
details about available space on 01 846 0020 or 086 055 4181.

And for the visitors…
Back by popular demand and fresh from their appearance at The 
Hardware Conference – Alf Dunbar, Creator and Founder of ‘You are the 
Difference’, and Ken Hughes, Consumer and Shopper Behaviouralist, 
will be talking to visitors about customer service and latest trends in 
the hardware industry respectively.
Given the enthusiastic response these speakers received at the recent 
Conference, we guarantee that they will make the same impact at 
the Show. So, save the date, this is just the start of some of the new 
features, added-value presentations and new innovation and technology 
that we’re planning for the Show on the 5th and 6th March, 2017.

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

As we rapidly approach March 2017, 
plans for the Show are at an advanced 
stage and most of the major industry 
brands have already confirmed space. 
Here are just a few of the major names 
that will be exhibiting:

BACK BY POPULAR DEMAND
Alf Dunbar, Creator and Founder of ‘You are the 
Difference’, and Ken Hughes, Consumer and Shopper 
Behaviouralist.

Alf Dunbar Ken Hughes
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It is important to structure a sale in the most appropriate manner 
and to manage the negotiations professionally and efficiently in 
order to secure a successful sale. 

Starting blocks
For the process of selling a company to run smoothly, it is essential 
that the process be conducted in a controlled and well-managed 
environment from the outset. Setting up a data room and early 
notification of the proposed deal to professional advisers and banks 
can assist in this regard. The following preparatory steps should be 
considered by all prospective sellers:

Confidentiality agreement 
It would be recommended to have a confidentiality agreement drafted 
in advance and in a form ready to be signed by all parties participating 
in the prospective sale as inevitably confidential and financially 
sensitive information will be disclosed during the negotiations.

Prior financial institution agreements 
If the company has given security to a bank or other financial 
institution, a review of any loan agreements should be undertaken 
to establish whether the bank’s consent is required to the proposed 
change in control of the company. It is imperative that the company’s 
bankers be notified of the proposed sale and of any requirements the 
company may have of them, in a timely manner.

Professional advice 
A seller should establish a team of advisers. In addition to solicitors 
and accountants, the seller may need financial advisers and tax 
advisers. Investment advisers may be crucial in deciding how to 
structure the sale process in a way that is to the seller’s benefit and to 
evaluate offers.

Due diligence
The due diligence process is the information-gathering exercise 
carried out by the buyer that allows it to find out as much as possible 
about the target business and establishes a complete picture of 
the target’s strengths and weaknesses. It identifies any risks which 
the buyer may want to avoid completely and assesses the level and 
areas of protection needed. The process helps the buyer plan for the 
integration of the target into its business. 
The seller should thoroughly prepare for the due diligence process 
as it will serve as a good basis for the seller’s disclosure letter. Good 
preparation will avoid any surprises during the transaction. It will 
increase transparency and indicate that the business is well-operated 
by the seller. If an information memorandum is to be presented, 
then thorough due diligence preparation will ensure the information 
memorandum does not omit any critical information.

A more common format for due diligence is a due diligence 
questionnaire from the buyer presenting a list of items and questions 
to the sellers.

Required documentation
Before a deal is negotiated, some documents might be executed, 
such as:

• A Heads of Agreement setting out the non-binding intentions of 
the parties;

• A Confidentiality Agreement;
• Stock Transfer Form – the instrument of transfer of the shares;
• Share Sale and Purchase Agreement (SPA) – the principal document 

which incorporates the agreement to buy and sell and the warranties 
to be provided;

• Disclosure Letter – this is a very important document from the 
seller’s perspective and should draw from the due diligence process; 

• Tax Deed – a deed whereby the seller indemnifies the buyer against 
pre-completion tax liabilities; and,

• Other documents – examples include a transitional services 
agreement to assist the target’s ongoing operations without 
interruption.

Documents usually required in a business sale include:

• Asset Sale Agreement (ASA) – like the SPA, it is the principal 
document which incorporates the agreement to buy and sell and the 
warranties to be provided by the company selling the assets. 

• Other documents – original documents transferring title to assets 
should also be executed. 

Conclusion
The decision to sell a business is one that most people will probably 
only make once in a lifetime and therefore the process and execution 
of the transaction will require detailed and skilled planning with input 
from experienced professional advisers.

Whether selling an entire business as a going concern, disposing of a 
specific part or selling shares, it is vital the process runs as smoothly as 
possible with no surprises or enlarged tax bills, writes Michael Kinsella.

Selling your business
AN OVERVIEW

Michael Kinsella is a partner in the firm 
of Byrne Casey & Associates, Chartered 
Accountants and Business Advisors. 
He has over 20 years’ experience in 
providing advisory services to SME firms 
specialising in the area of construction 
and construction services. He has advised 
on numerous business takeovers and 
sales including the sale of many family 
companies and businesses.
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Prospects look good for the plumbing materials sector with 
the increase in planning permissions experienced throughout 
2015 boosting building activity. Latest figures show that the 
first four months of 2016 saw an increase of 22% in building 
commencement notices served in the country when compared 
to the same time period in 2015. Munster experienced a 35% 
increase, Connacht/Ulster 27%, the Greater Dublin Area 30% and 
the rest of Leinster was up 14%. An urban-rural divide remains, 
with activity in the regions highest in Cork, Galway and Meath 
counties.
 

Plumb7 sealant bridges the gaps
Plumb7 is the latest solution from Contech Building Products aimed 
at dealing with the sealing of leaks in closed and open heating 
systems in both household and industrial applications. The new 
product offers an effective solution to leaks in radiators, convectors, 

circulation pumps, central heating pipes and 
underfloor heating systems.
“It provides a quick and permanent seal that 
does not impair flow. In line with the innovative 7 
Series, Plumb7 is simple to use, prevents rust and 
corrosion and enhances the pump lubrication,” a 
spokesperson said. 
According to Contech Building Products, it is 
perfect as either a fast and effective solution to 
stop a leak or as a preventative action to stop 
the occurrence of leakage. One can is sufficient 
for use in a system containing 75 litres of 
water or 10 to 12 radiators. As the exclusive 
distributor of Tec7 and the 7 series range of 
products, Contech offers a 24-hour technical 
and customer support service.

Plumbing and heating 
markets bolstered by 
building boost

Contech Building Products launches Plumb7 sealant
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Eco Grate impresses 
Dragons
Joe Goodfellow and his 
daughter, Carmel, brought 
their product, the Eco 
Grate to RTÉ’s Dragon’s 
Den seeking €80,000 
investment from the 
‘Dragons’ for a 16% share 
in their company. Dragons 
Barry O’Sullivan and Eleanor 
McEvoy made a joint 
offer to the Goodfellows. 
The pair of entrepreneurs 
offered the desired financial 
amount, for a 25% share in 
the company between the 
two of them, and the Eco 
Grate team accepted.
The Claregalway-based company was set up in 2011 and after a 
number of years of research and development, the Eco Grate came 
on the market in November 2014. Eco Grate turns an ordinary 
inefficient open fire place into a massively efficient room and space 
heater, according to the Goodfellows. It achieves this by heating 
the actual air in the room and by preventing the majority of the 
heat from being lost up the chimney. By halving the amount of fuel 
normally needed, Eco Grate is hugely environmentally friendly, the 
Goodfellows say.  

The Eco Grate was named a finalist in the 2013 Hearth and Home 
Exhibition and was also a finalist in this year’s Sustainable Energy 
Green Awards. 
Arigna Fuels have teamed up with the company and are offering Eco 
Grate customers a free 40kg bag of their Cosyglo coal with every Eco 
Grate purchased. Cosyglo is a long-lasting, smokeless coal that is low 
in ash. The ‘Eco Grate’ can be seen working Monday to Saturday in 
Office 7, Lakeview Point, Claregalway Corporate Park, Claregalway. 

IITC showrooms
Irish International Trading Corporation (Cork) plc (IITC) recently 
announced the completion of an extensive upgrade and refit of its 
bathroom and heating showrooms at Tramore Road, Cork. IITC’s 
showroom is one of the largest and most extensively stocked in the 

The Eco Grate in use in fireplace, Maree Co Galway

IITC upgraded bathroom showrooms
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country and it gives customers the opportunity to experience how 
products will actually look and feel in their own home, the company 
states. 
IITC has been supplying plumbing, heating and bathroom products 
to the trade and public sector in Cork and Munster for over 95 years. 
“IITC understand that customers need to be reassured that they 
are buying the right products for their unique circumstances. IITC 
encourages all customers to visit their showrooms and engage with 
their professional staff. Following this consultation the customers’ 
needs and desires can be established,” a spokeperson commented. 

Uppercross Enterprises expands 
Uppercross Enterprises’ business has expanded over the last 12 
months, driven by market share growth and increased consumer 
spend, according to Group Managing Director, Roy Moore. He 
explained: “We have seen a number of positives coming into the 
market and our gains have been fuelled by a combination of exciting 
new products and innovative promotional programmes. We target the 
regular promotion of high-volume lines such as our Irish compression 
category and our comprehensive range of standard, designer and 
bathroom radiators, supported by catalogues and point of sales to 
assist the merchant. We see that the Irish market is becoming more 
competitive and trade buyers now expect a consistent programme of 
promotional activity from Uppercross.
“Our customers want an Irish supplier with products that they can 
trust. The market continues to demand the highest standards in 
terms of both quality and service levels and we continue to focus on 
these areas. For example, our range of Irish Compression Fittings, up 

to 28mm, is certified by the National Standards Authority of Ireland to 
conform to I.S. EN 1254-2.”
He concluded by noting that merchants appreciated the product 
knowledge demonstrated by staff at Uppercross Enterprises and 
enjoy visits to the company’s warehouse and showroom where they 
can see the effectiveness of the company’s investment in stocks to 
support its business.

Uppercross NSAI licence for copper plumping fittings
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They also reported that the most commonly used insulation 
material in Europe in 2013 were mineral wools, as these products 
can be used in a wide variety of applications. Glass and rock 
wool reached a combined market share of 56%, with glass wool 
being used, predominantly. A significant share of demand is 
satisfied with polystyrene-based insulation materials, while 
consumption of insulation materials based on polyurethane 
(PUR) is notably lower. 
The Irish market has had some support in the domestic sector since 
2009 from the Better Energy Homes Scheme. This Government 
scheme gives fixed cash grants for insulation and heating system 
upgrades, helping to make homes more comfortable and cheaper to 
run. Available to all owners of homes built before 2006, the incentive 
is in the form of a cash grant. Nearly €190 million has been paid out 
since the inception of the scheme with insulation works accounting 
for approximately 70% of the total, according to the Sustainable 
Energy Authority of Ireland.
With the steady increase in new construction taking place in 
domestic and commercial markets, the future looks positive for the 
insulation market. This upturn has stimulated market innovation with 
many manufacturers in Ireland producing new, original insulation 
products. 

Preventing heat escape with Thermofoam
Heat can escape from buildings through windows, doors and 
other wall breakthrough points, wasting energy and reducing 
efficiency. Thermofoam is a new, flexible PU expanding foam 
from Everbuild Building Products, a Sika company, specially 
formulated to absorb movement, giving an air-tight seal to reduce 
heat loss and, in turn, improving energy efficiency in buildings. 

With global warming being one of today’s 
biggest concerns, all new buildings must be 
tested for air permeability ensuring the air 
tightness of the structure is up to standard. 
Any heated air lost though gaps and cracks 
must be replaced, requiring additional 
energy, reducing efficiency and increasing 
carbon emissions, which have been closely 
linked to global warming. 
Thermofoam has been tested to the latest 
standard and is not only air permeability 
tested to EN12114:200-03 but also 
acoustic rated to EN ISO 717-1 up to 64Db, 
temperature resistant (-40 to 80°C) and 
finally fire rated to ISO 13501 Class E.
“The powerful bond strength and flexibility 
of Thermofoam gives excellent long-term 
thermal and acoustic insulation by inhibiting 
cracks from occurring during the contraction 
of building materials in areas such as those 
surrounding window and door frames, 
giving a hermetically sealed barrier,” a 
spokesperson commented. 
Thermofoam is available in 750ml tins and is 
compatible with the Everbuild range of foam 
applicator guns, which give the user more 
control in applying the foam in hard-to-reach 
places.

Insulation industry 
turns up the heat as 
construction improves
Energy efficiency is one of the central policy objectives of the EU 2020 
Energy Strategy. In 2007, Member States stated the objective was to 
reduce annual energy consumption by 20%. This has resulted in a positive 
impact on the insulation market across the EU and consultancy company, 
Ceresana, expects total revenues to rise to more than €21 billion in 2021. 

Everbuild Thermofoam by Everbuild Building Products – A Sika Company
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Vario Bond takes hold
Isover has just celebrated the one-year anniversary 
of Vario Bond’s initial launch in June of last year. This 
high-performance plasterable airtightness tape is 
suitable for the airtight seal of window junctions, 
ceiling-to-wall junctions and wall-to-floor junctions. 
Vario Bond is part of the Vario airtightness and 
moisture-control system and both are now available 
in merchants nationwide. 
Vario Bond was recently used in the implementation 
of a new airtightness and moisture-control strategy 
for the TLC Nursing Home, a single-storey building 
extension in Kildare. 
“The project involved the use of the Isover Vario 
system, resulting in a build with a high airtightness 
and moisture-control rating. The project was 
supported by the Isover specifications team 
and demonstration team who provided on site 
specification advice and demonstrations,” a 
representative stated.
“This allowed the contractor to ensure a high 
airtightness performance finish, resulting in cost 
savings, energy savings and enhanced thermal 
comfort for future residents of the building,” they 
added. 

Knauf Insulation seals the deal 
Knauf Insulation’s Earthwool OmniFit range is a multi-purpose 
solution, designed to be fitter-friendly to help the installer, as well 
has having great space-saving benefits for the stockist. 
“It has been developed as a direct result of feedback gained 
from over 230 builders, contractors and insulation specialists. The 
findings showed that 89% of participants wanted an alternative 
product to existing rock mineral flexible slabs and rock mineral wool 
rolls,” a spokesperson said. 
Knauf says the product range delivers outstanding thermal 
performance (lower lambda value and higher R-value), acoustic 
performance (exceeds the minimum requirement in Part G and 
Technical Guidance Document E) and fire performance (A1 
Euroclass non-combustible). According to the manufacturer, 
benefits include ease of handling as the product is robust and 
lighter than existing rock mineral wool products on the market 
which makes it more suitable for use in pitched roofs, lightweight 
partitions and timber floors.
“Earthwool OmniFit also delivers 
exceptional environmental performance 
as it is manufactured using the 
innovative Ecose Technology, which is 
a revolutionary no-added formaldehyde 
binder technology that is based on 
rapidly renewable bio-based materials 
instead of petroleum-based chemicals. 
It is available at hundreds of stockists 
throughout Ireland and the UK,” the 
spokesperson concluded. 

Knauf Insulation Earthwool OmniFit range

Isover Vatio Bond airtightness tape
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Amassing as it does vital and real-time information about 
your inventory and customers, point of sale is more than 
just the place where the money comes in, it is the place 
that will help you grow your business and keep your 
customers coming back. With details of thousands of SKUs 
they enable an immediate and accurate assessment of 
your inventory allowing you to set an alert that lets you 
know when a given item is at the re-order point. When it’s 
time to re-order, some POS systems tell you both the most 
recent price you paid, as well as the average price you’ve 
paid in the past. The range of products on the market is 
continuously evolving; here we look at some of the latest 
packages and features available on the Irish market.

Getting a competitive edge
Herbst Software is a leading business management software 
provider, operating for over 25 years and offering industry-leading 
business management software with ePOS for SMEs across 
Ireland and UK. According to the company, its software is designed 
with an industry focus to solve key management problems such as 
the duplication of data and disorganised systems, while enabling 
time savings and allowing for complete management control. 
Herbst Software says that a clear advantage of having an 
integrated solution is the simplification of stock control and 
administration, as it provides a system that delivers information 
in real-time, thereby stopping paper-chasing and preventing 
duplication.

Business systems 
continue to 
provide innovative 
new options
Builders merchants continue to adopt innovative technologies to enhance 
control of, and improve efficiencies in, their businesses.
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Orson Herbst, Sales and Distribution Director for Herbst Software 
comments: “Ours is the only system you require, with no bolt on 
or add-on software that invites further work and configuration. 
We strive to make business simple for the end user, and we 
consider our integrated ePOS solution invaluable for the hardware 
industry.” 
With an integrated ePOS, automation is a big advantage and a 
key differentiator over a traditional POS system that isn’t fully 
integrated with accounts, he explains. The ability to fully control 
what the user can see and have access to at any given time can 
enable increased efficiency and control throughout. The ePOS 
also supports multi-branch capabilities, stores account information 
and pricing for individual customers, while allowing for special 
pricing and discounts as well as document authorisation for 
transaction approval.

Understanding the power of IfTTT
Intact Software says that the growth of ‘if this, then that’ (IfTTT) 
business applications have important implications for merchanting. 
and how to make it work in business. IfTTT is a productivity 
concept that helps you to automate your most important tasks 
and processes.
According to Intact, it’s all about putting your business systems to 
work for you. It’s about linking everyday scenarios or ‘triggers’ with 
actions to ensure you stay aware, in control and ahead of your 
competition. This is done by creating chains of simple conditional 
statements, which are triggered based on pre-set criteria. 
For merchants, it means removing the noise from your business 
data and channelling the important, relevant information to you 
and your team.

Orson Herbst, Sales and Distribution Director for Herbst Software.

COMMERCIAL FEATURE
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Intact has built Intact iQ with unique 
IfTTT agents to enable you to alert, 
prevent, highlight, remind, hide and 
authorise actions. A spokesperson 
says: “It’s an extremely handy tool for 
protecting your margin.”
An example is: ‘IF’ a sales quotation 
margin is less than 23%, ‘THEN’ stop 
or warn the user. 
It can also be used to keep on top of 
customer account balances e.g:
‘IF’ a customer is over their credit 
limit, ‘THEN’ display in red.
Another example indicates an 
approach to improving security 
across your business with:
‘IF’ a user’s role is X, ‘THEN’ they can 
access Y. 
And that is only for starters, the 
spokesperson adds. As our lives get 
busier and busier, the practical use of 
IfTTT applications in life will become 
more and more prevalent in business. 

IfTTT is a productivity concept that helps you to automate your most important tasks and processes.



COMMERCIAL FEATURE

56
July/August 2016

Versatile business management software
Merchant is a versatile business management software available 
from RNH Software designed specifically for wholesalers and 
retailers, such as builders merchants, electrical wholesalers, DIY 
stores, stationers and garden centres. The feature-rich software 
seamlessly integrates all sales, stock management, accounting 
and reporting processes into one easy-to-use package. 
The system is designed to facilitate fast, efficient sales 
transactions by giving counter staff instant access to all the 
information they need at the point of sale, according to RNH. All 
accounting and back office systems are fully integrated, thereby 
automating routine business tasks. Merchant also features 
comprehensive customer communication facilities including 

email and SMS text messaging services, empowering businesses 
to effectively communicate with customers.
Functionality can be enhanced through the addition of optional 
add-ons. These include a business intelligence solution that 
enables companies to analyse and improve business performance. 
RNH also offers two tablet apps. RNH SalesRep allows field-based 
sales representatives to access extensive customer information 
while on the go, connecting with Merchant via Wifi or 3G/4G, 
while RNH StockTake simplifies the stock count process, again 
connecting with Merchant via the internet.
Merchant is available as both a traditional on-premises solution 
(with servers located on site) and a hosted cloud solution (with 
servers located in a data centre). On-premises deployment is 
suitable for those businesses that require the flexibility and 
control of housing their own hardware, while cloud deployment 
lowers up-front costs and eliminates the burden of updates and 
maintenance.

Merchant is a versatile business management software available from RNH Software.

Enhanced Profile for your business
The world of electronic point of sale (EPOS ) is changing fast, and 
proud new member of HAI, Profile Technology, says it is leading 
the way with new remote options.
Profile has a modern counter checkout system using features such 
as barcode scanning, touch screens, biometric identification and 
many other new POS features. These features can all be used on a 
remote POS device, such as a tablet, allowing sales staff to move 
around the store taking orders, checking products and scanning 
without being tied to their desks. Profile also employs Surface Pro 
Tablets for sales reps, meaning they can create live sales from 
your customer’s location or on the road.
The merchant’s customers will also be able to log in to their 
accounts from any location on any browser, to access their own 
documents and statements and make purchases using their own 
individual pricing.
Good POS software must be supported by a comprehensive 
back office system, according to Profile Technology, which offers 
a customised suite of modules with its system to look after 
everything from customer and supplier accounts to stock control 
and purchasing. 
The system allows a business to easily identify which products are 
selling well and, more importantly, where the business is losing 
money, according to Profile. This, coupled with the CRM module, 
means you can accurately target customers for promotions and 
loyalty schemes. 

Profile Technolgy’s counter checkout system can be used on a tablet, allowing sales staff to move around 
the store taking orders, checking products and scanning.
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2016 
Dates for 

your Diary

Q1: What is your main objective in 
developing an online presence for 
Sanbra Fyffe?

While increasing sales is always 
an objective, developing an online 
presence for Sanbra Fyffe is equally 
about engaging with our customers. 
Using social media applications 
like Facebook, Twitter, LinkedIn and 
YouTube, allows us to bridge the gap 
between the builders merchants (our 
customers) and reach beyond to the 
end users of our products, the trade. 
It’s an informal, often tongue-in-cheek 
and fun way to promote new products, 
run competitions, and gauge valuable 
feedback from plumbers and heating 
contractors on new product launches 
and existing products.
 
Q2: How do you feel that the use of 
social media complements other key 
marketing activities?

Almost 70% of Irish social media 
users follow brands and businesses 
on social media. This means that there 
are huge opportunities to connect 
with and learn about our audience. 
We regularly produce and send special 
offers and new product promos to the 
builders merchants that we supply. 
We use social media then to target the 
plumbing and heating trade directly 
in tandem. It’s also a great way of 
driving traffic to trade shows we 
participate in to take part in training and 
demonstrations of our products.

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

We have just begun loading content to our 
YouTube channel. We will use this platform to 
market our brand but to also educate where 
we can. In total, 31% of YouTube users will 
regularly watch tutorials online, so, we see 
this as a great opportunity to showcase some 
of our products in action, which, in turn, will 
give the end users a feel for our products 
before deciding to purchase.
 
Q4: What advice do you have for other 
HAI Members who are starting to 
embrace social media?  

Jump in! The statistics are staggering 
with 80% of smartphone owners actively 
searching the internet for products 
and services on their phone. Running 
competitions builds brand awareness and 
often produces surprising results in the reach 
achieved.  A recent competition we ran to 
promote our Instantor Press System reached 
36,000 in just a four-week period.
 
Q5: Do you see the entry of online 
retailers from outside of Ireland into the 
Irish market as a threat to hardware 
businesses in Ireland?

No, in fact it will only sharpen Irish businesses 
and create a wider consumer awareness of the 
hardware industry as a whole. This is a common 
positive phenomenon around competitive 
positioning. In addition, Irish hardware businesses 
need to be aware of international markets, 
products and services available around them.

26th August 
HAI Golf Society: President Frank McKeon’s Prize 
sponsored by Tucks O’Brien. 
Forrest Little Golf Club, Swords 

14th September
Executive Committee meeting
HAI Offices, Blackchurch Business Park, Rathcoole, 
Co. Dublin

TBA September
HAI  Training: Credit Control – from start to finish

27th September 
DCU Centre for Family Business Next Generation 
Seminar
Offices of William Fry,  
2 Grand Canal Square, Dublin 2

28th September
HAI  Training: Consultative Sales Training for Suppliers 
HAI Offices, Blackchurch Business Park, Rathcoole, 
Co. Dublin

29th September
HAI  Training: Consultative Sales Training for Retailers 
& Merchants 
HAI Offices, Blackchurch Business Park, Rathcoole, 
Co. Dublin

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

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

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

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

Names and roles:

Deirdre Byrne, Assistant Commercial Manager
Deborah Moloney, Commercial Administrator
Company: Sanbra Fyffe Ltd
Website: www.sanbra.ie

DigitalDigest
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Today 97% of glove wearers claim that comfort is 
their number one priority when choosing gloves 
with the key challenge being sweaty hands. 

Inspired to find a solution, led us to develop AD-APT®  
that we’ve integrated into the iconic MaxiFlex®.

AD-APT®
technology platform to keep your hands cool, dry 
and productive even in demanding conditions.

AD-APT® is available as MaxiFlex® Ultimate™ 42-874

KEEPING HOT HANDS 
COOL, DRY and PRODUCTIVE

Now integrated in the
MaxiFlex®  Ultimate™

Exclusive Sales Partner
UK & Ireland
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Dulux Easycare Washable Matt with Stain 
repellent technology * and 50 x tougher ** 
is our toughest formula yet. The Easycare 
range ensures that common household 
stains such as tea, coffee and red wine 
can be washed and wiped away without 
damaging the paint.

Hard working paint 
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family life.

50 x tougher**

Wash clean 
common stains

*The formulation is enriched with a stain beading technology that repels common household water based stains such as tea, coffee,  red wine 
and soy sauce. These stains are quickly repelled making it easier to clean your walls, keeping that just painted look for longer. **Dulux Easycare 
washable matt is 50 times tougher than Dulux Vinyl Matt 2013.
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