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message
from the CEO

A

Budget 2018 did not herald much for our industry 
in spite of HAI calling for a temporary lowering of 
the VAT rate to 9% for the provision, construction, 
renovation and alteration of housing for a two-
year period and tighter controls around the sale 
of illicit solid fuel. We cover the main points 
applicable to members in the News section of 
this edition. The final report from this year’s Fifth 
Global DIY Summit is on page 34 and focuses on 
the developments around garden planning and 
improvement at Europe’s DIY/home improvement 
giant OBI. They claimed that by staying close to 
their customers, they can increase their customers’ 
life-cycle value using methods such as joy and 
fun in their stores and online; enabling skills 
development of their customers and constantly 
coming up with new ideas and inspiration. Their 
Garden Planner is one such idea…
In September, I went to the Builder Merchants 
Federation (BMF) Members’ Day in Leicester and was 
taken aback by the amount of apathy towards Brexit 
in a room full of over 300 merchants and suppliers. 
Considering the amount of preparation that the Irish 
Government are doing including Enterprise Ireland’s 
Brexit Scorecard (https://ambition.enterprise-ireland.
com/brexit-scorecard/) and holding regional Forums 
to both inform business and receive their concerns. The 
Brexiteers have adopted a stoic attitude: they survived 
the Blitz, they can survive exiting the EU too. At time of 
writing, they still hadn’t finalised the ‘divorce bill’ – the 
mandatory first step before the EU will consider the 
next stage of exit negotiations.
We continue to grow and strengthen alliances with 
BHETA (British Home Enhancement Trade Association) 
and, at a September Forum of theirs in Birmingham, 
they hosted ManoMano, recent online-only entrants 
to the UK home improvement market from France. 

Since launching in April last year, 
ManoMano has partnered with over 
100 local DIY merchants, seeing 185,000 
products enter its listings. In the UK, total 
revenues for the year hit £4.4 million, with the 
international group seeing sales volumes of over 
£214 million and over one million listings.
Speaking of increased competition, I was delighted 
to take two Study Tours to the UK in October. We had 
a full two-day agenda of store visits, networking and 
detailed briefings on the state of the UK market’ and 
I very much enjoyed the company of the retailers and 
merchants who participated. Coincidentally, I found out 
that part of the service that the Association provided 
in the past was a facility to get-together and network 
where there were members visiting shows etc. abroad. 
One for consideration for next year…
Our supplier profile in this edition profiles a great 
success story from the South East, the opening of a 
new plant by Stafford Fuels in New Ross, Co Wexford – 
read about it on page 24.
We conducted our annual member satisfaction survey 
in September, results of which can be seen on pages 
28 to 31. We asked some broader questions than 
usual particularly around the areas of broadband, 
pensions, websites and female customers with some 
very interesting results. We’re in the planning phase 
for next year and this feedback is crucial to our works 
programme so please let me know if there’s more we 
could be doing for your business.

Annemarie Harte
Chief Executive Officer – HAI
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Market Intelligence

Member revenue rises 15% 
year-on-year for Q3
Total member revenue for Quarter 3 2017 is up an impressive 
15% on the same period for 2016. The Q3 year-on-year rise is, 
largely, evenly distributed across region and area. The month-on-
month comparisons for Q3 2017 shows a sharp rise in July and a 
moving average growth rate of 6%.
18% of all members offer agricultural supplies, rising to 36% of rural 
members. 50% of members indicate sales of agricultural supplies are 
higher than last year; and 30% expect sales to be higher in the next 
12 months. 

Review of 2016
• both Q1 and Q2 2016 showed 13% growth on 2015. 
• the sector as a whole recorded a 10% increase year-on-year in 2016.
• the month-on-month increase in sector revenue was especially 

consistent in Q1 and Q2 2016.
More generally, the consumer confidence survey, carried out by 
B&A on behalf of HAI, suggests that, amid a backdrop of improving 
employment levels countrywide, consumer confidence is showing 
modest recovery following the declines experienced during the middle 
of the year.
The HAI Business Index Q3 performance appears ahead of the curve; 
when it comes to overall savings and spending, consumer attitudes 
remain cautious, albeit with Dubliners slightly more optimistic.

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

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

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

What our members say
Padraic Rogers, Owner Topline Rogers, Ballymote, Co. Sligo

“We, at Topline Rogers, are finding Hardware Association Ireland’s 
business index a great help to our business. It helps us plan 
and project where our business is going. It’s very timely for our 
industry, pity it didn’t happen years ago!” 

Stephen Blewitt, General Manager Agribusiness, Aurivo

“The monthly benchmarks help us decipher the areas where we 
are over or underperforming versus the industry. The fact that it is 
completely anonymous gives us the confidence to be totally open 
with the figures we provide.”
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ESRI PREDICTS 4% 
GROWTH IN 2018
In its recent Quarterly Economic Commentary, 
the The Economic and Social Research Institute 
(ESRI) forecasts GDP growth of 5% in 2017 and 
4% in 2018, and an unemployment rate of 6.1% 
in 2017 and 5.4% in 2018. 
Growth continues to come from domestic sources 
with a strong forecast for household spending. 
The Irish economy appears to be maintaining pace 
with its 2016 performance. According to the ESRI, 
improving household balance sheets and falling 
unemployment are expected to support solid 
consumption growth over the forecast horizon. 
Upward trends in underlying investment activity, 
particularly construction, look set to continue into 
2017 and 2018, according to a variety of indicators.
Job growth has continued across regions and 
sectors, and part-time positions have been 
replaced by full-time positions at an accelerated 
rate. The unemployment rate is forecasted to 
average 5.4% in 2018.

CONTECH 
PARTNERS 
WITH 
COAST
Contech Building 
Products, the people 
who bring you Tec7, 
has announced its new 
partnership with torch 
manufacturers, Coast. 
Coast is a pioneer of 
the Cree lighting chip 
technology. 
Coast produces different 
types of beam patterns: 
inspection beams that are 
designed to focus on one 
particular area; flood beams 
that offer a wider beam; and 
long/spot beams, which can light the way for up to 479m.
Coast torches are available in a wide variety of formats from 
pocket to industrial and ‘everything in between’. 

A stand featuring torches from Coast.
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PH ROSS OPENS NEW 
CABRA SHOWROOM
The name PH Ross is synonymous with all things plumbing and 
bathroom-related, having provided Dublin’s plumbers and home 
owners with quality plumbing products and service for over 40 
years from their location on Hanlon’s Corner on the Old Cabra 
Road. In 2017, the old store was knocked down to make way 
for a rebuild, housing PH Ross’s state-of-the-art new plumbing, 
bathroom and tiling showroom. 
The traditional PH Ross trade service area has been revamped 
and expanded and is fully stocked with a full catalogue of 
plumbing and heating products and tools for the trade, with a 
large sales area where expert plumbing advice is provided by the 
experienced sales team. 
The showroom has been designed by Irish architect John-Henry 
Boyle and is inspired by the Berlin-look interiors style. 
Dennis O’Connor, Managing Director said: “We’ve invested 
significantly in the new PH Ross in Cabra. We wanted to create 
an environment in our plumbing store and showroom that our 
team, our customers and the local community can be proud of. 
PH Ross has been part of the community for over 40 years; as 
local employers, we have seen guys learn their craft working 
here. They have gone on to set up their own successful plumbing 
business and are now our customers.”

At the ribbon cutting for the official opening of the new PH Ross Store in Cabra, 
in the foreground: Christy Cameron, Store Supervisor, PH Ross; Johnny Giles, 
Irish footballing legend and TV pundit; Sean Moran, HPC Group CEO; and Dennis 
O`Connor, Managing Director, HPC Group.



Advertorial
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GRAFTON 
GROUP SCOOP 
AWARD AT 
CREDIT TEAM 
AWARDS 2017
The Credit Team Awards were organised 
by Irish Credit Management Training in 
partnership with Irish Association of Credit 
Professionals to recognise the results being 
achieved by credit teams across the country. 
The awards were presented at a gala 
luncheon held in the Louis Fitzgerald Hotel, 
Naas Road, on Friday, 13th October. The 
Building Materials Credit Team of the Year 
Award, sponsored by HAI, was won by the 
Grafton Group, lead by Pat Walsh, Head of 
Credit, Grafton Merchanting RoI Ltd. 

Pat Walsh said: “We are obviously delighted to win this award. 
Credit is a cornerstone of our business and ensuring that we 
invest in our people and systems is paramount to continued 
success. This award reflects the hard work of many colleagues 
within Grafton Merchanting, both inside and outside the 
immediate credit department.”

Pictured at the Credit Team Awards ceremony: Bobby Kerr, MC for the night;  
Oisin Seale; Aileen Lynch; Fiona Crumplin; Una Madden; Joan Kennedy; John 
Bookle; Pat Walsh; Annemarie Harte, CEO, HAI; Yvette Ashe, Joan O’Brien and  
Brian Conneely, all of Grafton Merchanting RoI Ltd; and Declan Flood, organiser.



Advertorial
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DULUX’S COLOUR OF 
2018: HEARTWOOD
Informed by its team of global experts and its own heritage of 
colour and design knowledge, Dulux has forecast what it predicts 
will be the colour palette that best reflects the way we want to 
live as we move into 2018. The Dulux colour for 2018, “Heart 
Wood” is inspired by beautifully warm, wooden materials. 
Dulux says the versatility of the Heart Wood palette gives 
consumers the freedom to balance softer shades, such as cocoa 
with the deeper, bolder tones of ink blue and purple. 

UK RETAIL SALES IN SHARP DECLINE
Retail sales declined sharply in the year to October as stores began to feel the effects 
of higher inflation, figures show.
Sales fell at the quickest rate since March 2009 – the height of the financial crisis – with 
sales for the time of year considered to be slightly below seasonal norms, according to the 
CBI Distributive Trades Survey of 106 firms.
Meanwhile, orders placed with suppliers also dropped at the fastest rate since March 2009.
Overall, 15% of retailers said sales were up in October compared with a year ago and 50% 
said they were down, giving a rounded balance of minus 36% and falling significantly below 
expectations of plus 23%.
CBI chief economist Rain Newton-Smith said: “It’s clear retailers are beginning to really feel 
the pinch from higher inflation. While retail sales can be volatile from month to month, the 
steep drop in sales in October echoes other recent data pointing to a marked softening in 
consumer demand.
Source: www.independent.ie

TRAVIS 
PERKINS 
GROW SALES 
IN Q3
Travis Perkins, the UK builders merchants group, 
released its Q3 Trading Update recently, reporting 
Q3 group sales growth of 3.5% and like for like sale 
growth of 4.1%.
Travis Perkins says it experienced continued growth 
across all businesses in its contracts division and 
significant performance improvement in its plumbing 
and heating division.
Chief Executive John Carter commented: “We have 
delivered a good, like-for-like sales performance across 
the group in the third quarter against a challenging 
market backdrop of input-cost inflation and market 
volatility. Volumes were broadly flat with inflation-
driven price increases the main component of our 
like-for-like growth. While it is relatively early days in the 
transformation plan, it is encouraging to see positive 
progress in the plumbing and heating division. We 
maintain our confidence in the long-term fundamental 
drivers of our markets and this underpins our plan 
to invest in our business to improve our customer 
propositions and extend our competitive advantage”.

Source: Insight DIY Team & Travis Perkins Q3 
Trading Update

CORRECTION:
In the March/April 
2016 edition of The 
Hardware Journal in an 
article regarding Irish 
International Trading (IITC), 
it was stated that “We 
didn’t let one person go 
during the downturn and 
that’s something we’re 
very proud of.” Following 
consultation with IITC it 
has come to our attention 
that this statement was 
inaccurate. We apologise 
for the inaccuracy.

The Heartwood colour palette reflects the 
importance of cosy wooden tones.
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INNOVATIVE WI-FI RANGE 
EXTENDER FROM BG
BG Electrical have developed what they describe as an 
innovative breakthrough in expanding Wi-Fi coverage, 
wall sockets with built in Wi-Fi extenders. This latest 
addition come in the wake of their USB socket.
A BG Electrical spokesperson says the Wi-Fi Socket Range 
Extender is a patent-pending evolution to the humble 
wall socket. “BG Electrical understands the practical 
and changing needs of today’s modern households. 
From tablets and TVs to smartphones and consoles, 
reliable internet connection is becoming part and parcel 
of everyday life. Today’s technology driven lifestyles and 
increasing amounts of time spent indoors make it vital to 
be well connected at home with a connection that’s fast, 
reliable and wide-reaching.
“When a wireless signal is weakened or patchy due to 
walls and other obstructions in a building, Wi-Fi range 
extenders help remedy connection problems by extending 
the network’s physical range to cover more area and 
overcome inconvenient layouts and dead zones. Simply 
put, range extenders take your Wi-Fi signal and pass it on 
further into your home. They are the ideal solution if you 
don’t get a stable connection when using your tablet in 
bed or struggle to stream music on your laptop or devices 
around the house.”
The BG N300 Wi-Fi Extender sockets replace the traditional 
bulky extender plugs and adaptors which take up valuable 
socket space and free up your sockets for other devices. 

The spokesperson added:“Like BG’s USB sockets, the 
Wi-Fi extender sockets are easy to install and have a 
super slim profile designed to fit into a 25mm wall box 
as standard, making them a simple replacement to an 
existing fitting. Angled and colour coded in-line terminals 
ensure the sockets take little effort to fit. Positioned a 
half distance between the router, and the Wi-Fi dead 
zone for optimum performance, setting up the Wi-Fi 
extender socket to your home network router is quick 
and simple, either using the one-touch WPS function, 
or following the step-by-step dedicated browser set-up 
guide.”

According to BG, key benefits include:
• improved Wi-Fi coverage throughout your home;
• compatibility with all wireless broadband routers;
• easy installation and setup with one touch WPS;
• N300 Wi-Fi Technology – up to 300Mbps data transfer 

speed;
• perfect for streaming music and videos or playing 

online games;
• suitable for computers, tablets, mobile phones, 

games consoles, TVs;
•  single band (2.4Ghz); and,
• no plug-in adapters - keeps your sockets free for use.

Launching initially in the ubiquitous square-edge 900 
series profile, the range will include the option of a 
single 2.1A USB outlet for charging mobile devices, 
as well as further options and finishes to follow. BG 
Electrical is part of the Luceco Group.

QUALITY SOLUTIONS  
FROM W.HOWARD GROUP
The W.Howard Group provides its customers in the Irish market and beyond with 
a wide range of top quality skirting solutions – including MDF skirting boards, 
architraves, window boards, door casings and linings as well as bespoke items to 
match any flooring specification.
From its site in Kildare, the group says it produces one of the largest ranges available 
to both the public and the builders merchant markets – including primed, veneered, 
foil-wrapped and fully-finished profiles as well as its exclusive Kota finish. 

Skirtings with W. Howard Group’s exclusive Kota finish.

CURUST ADDS TO 
TESSI RANGE
Curust has added two sizes (40mm and 50mm) of Shrouded 
Shackle Padlocks to the Tessi range. These solid-brass padlocks 
are chrome-plated for added-corrosion-resistance, are double-ball 
locking and boast a hardened-steel shackle and a high security five-
pin cylinder. The ‘shrouded shackle’ feature gives added security 
and each lock comes with the standard Tessi lifetime guarantee.
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Dan Lynch, presenting men’s winner, Seamus Cooney, with his prize. Jim Cuddy, Irish Abrasives, presenting the women’s winner, Barbara O’Connell, with her prize.

THE HAIGS CAPTAIN’S PRIZE
The HAI Golf Society Captain’s Prize competition was played on Friday, 30th June, at Portumna Golf Club. Our kind 
sponsors were Irish Abrasives. There was a full time sheet for this very welcome west of Ireland outing and the Golf 
Society would like to thank Dan and Kathleen Lynch, and all at Portumna Golf Club, for a very enjoyable day.

OVERALL  Pts H/Cap
1st Martin Rowe 36 (6)
2nd William Dixon 35 (26)
3rd Brian Wogan 34 (21)

CLASS 1  Pts H/Cap
1st Liam Barrett 30 (13)
2nd Jim Copeland 29 (12)

CLASS 2  Pts H/Cap
1st Tom O’Connell 34 BB9 (15)
2nd Paddy Kelly 34 (15)

CLASS 3  Pts H/Cap
1st Michael O`Donohoe 33 (23)
2nd David Farrell 28 (22)

HAI GOLF SOCIETY PRESIDENT JOHN PHELAN’S PRIZE

FRONT 9   Pts H/Cap
Hugh O`Donnell 17

BACK 9 
Bob Boxwell 18

LADIES 
1st Barbara O’Connell 35 (24)
2nd Kathleen Lynch 28 (15)
3rd Marian Kelly 25 (30)

VISITORS PRIZE
Kieran Kirwan 25 (11)

New members are very welcome. Please contact 
Hon. Sec. William Dixon for details on 086 0708761.

OVERALL  Pts H/Cap
1st Seamus Cooney 39  (16)
2nd Tim Lodge 38 (12)
3rd Willie Dixon 36 (26)

CLASS 1  Pts H/Cap
1st Liam Barrett 36 (13)
2nd Hugh O`Donnell 33 (9)

CLASS 2  Pts H/Cap
1st John Grennan 33 (17)
2nd Tom O`Connor 32 (19)

CLASS 3  Pts H/Cap
1st Laurence Kelly 32 (24)
2nd Paddy O`Leary 31 (22)

HAI GOLF SOCIETY CAPTAIN’S PRIZE

FRONT 9   Pts H/Cap
John Hassett 18

BACK 9 
Paddy Kingham 19

LADIES 
1st Barbara O’Connell 36 (24)
2nd Breda Phelan 34 (11)

VISITORS PRIZE
1st Des Morgan 37 (+2)
2nd John Gullivan 31 (13)

New members are very welcome. Please contact 
Hon. Sec. William Dixon for details on 086 0708761. 
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HAI Golf Society President John Phelan presents first 
prize to the men`s winner, Martin Rowe.

HAI Golf Society President John Phelan presents first 
prize to the women’s winner, Barbara O`Connell.

THE HAIGS PRESIDENT’S PRIZE
The HAI Golf Society (HAIGS) President’s Prize competition took place at Castlecomer Golf Course on Friday, 25th 
August. The event was kindly sponsored, as usual, by Tucks O`Brien and was very well attended, with the weather 
gods smiling down on the County Kilkenny course.
This was the final golf society event of the year and all those who supported the five events are thanked. New members are 
welcome to attend in 2018, with the first event in April.
Further information is available from Society Secretary, William Dixon, on 086 0708761.

CORK VISIT FOR HAIGS
For the second year, the Golf Society organised an 
overnight outing on Friday, 21st July to Monkstown 
Golf Club in Cork with accommodation at the 
Rochestown Park Hotel. Kindly sponsored by Tegral 
Building Products, this new initiative has all the 
hallmarks of becoming a regular event in the Society`s 
calendar. The format was a sociable team competition.

1st place team: 91 points
Tadhg Donohoe, Ray Colman, Brid Gunn, Hugh Taylor 

2nd place team: 89 points
Kieran Burke, Bob Boxwell, Pat Brady, Brian Wogan

3rd place team: 84 points
Joseph Wallace, PJ Gunn, Frank McKeon, Marian Kelly

The 1st place team at the HAIGS event in Monkstown GC, Cork, receive 
their prize: Hugh Taylor; Ray Colman; Dan Lynch, Golf Society Captain, who 
presented the prize; Brid Gunn; and Tadhg Donohoe.

News & Products
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VIVAGREEN 
PARTNERS 
WITH DLF SEED 
& SCIENCE
The Dublin-based research and development 
company, VivaGreen Group, has announced a new 
strategic partnership with global market leaders, 
DLF Seeds & Science. The VivaGreen Group 
believes the agreement represents an exciting 
new breakthrough for its international ambitions in 
the garden consumer sector. With headquarters in 
Denmark, DLF Seeds & Science currently operates 
in 80 countries worldwide, with an annual turnover 
of over €500 million. 
The new agreement, which was signed recently, 
will see DLF Seeds & Science take on the sales 
and distribution of MossOff Chemical-Free into the 
independent garden centre channel across the UK. 

Russell Walsh, VivaGreen Group founder and 
Guy Jenkins of DLF Seeds & Science. 

KILSARAN 
INTERNATIONAL 
ANNOUNCES 
ESSENTIAL 
LEARNING SERIES 
The Essential Learning Series from Kilsaran International is 
a suite of training and professional development modules 
devised to enhance the core skills and knowledge of 
industry professionals. 
Designed to bridge the gap between the interpretation of 
industry standards and their implementation, this suite of 
seminars will provide a comprehensive overview of the 
evolving trends and commonplace issues currently affecting 
the construction industry. 
According to Kilsaran International, this programme will 
benefit all construction professionals who want to have 
a better understanding of today’s complex construction 
industry standards. 

Participants at a seminar in the Essential Learning Series.
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MML INVESTS 
IN SONAS
MML Growth Capital Partners Ireland have 
agreed to make a significant investment 
into John Usher Limited t/a SONAS 
Bathrooms. The investment, terms of which 
are not being disclosed, is expected to 
complete before the end of the year. The 
MML investment will be made through 
MML Growth Capital Partners Ireland, a 
€125 million fund supported by Enterprise 
Ireland, AIB and a number of international 
institutional investors. The fund is dedicated 
to backing small and medium-sized private 
businesses located on the island of Ireland.
On completion of the investment, Gerard Usher 
will step down as a director of the company 
following 30 years in the business, to pursue 
other interests. Post-completion, John Usher 
Limited t/a SONAS Bathrooms will be controlled 
by Cascade Management Limited as the 
holding company. Dermot Usher, as CEO, will 
continue to run the business with the continued 
support of Richard Sloan as Managing Director 
and the rest of the management team.

KEY BUDGET 2018 
MEASURES
Some additional notable aspects of the Budget 
include: 

• Allocating €1.83 billion for housing in 2018 – 3,800 
new social homes will be built by Local Authorities. 

• The Housing Assistance Payment scheme will be 
increased by €149 million.

• Extra €500 million for the direct building 
programme.

• Up to €750 million of the Ireland Strategic 
Investment Fund will be made available for 
commercial investment in housing finance. The 
funds are to be made available to a new vehicle, 
to be known as Home Building Finance Ireland or 
HBFI.

• Brexit loan scheme for SMEs.

BUDGET 
INTRODUCES 
SHARE INCENTIVE 
SCHEME FOR SMES
Budget 2018 saw the introduction of the Key Employee 
Engagement Programme (KEEP), an SME-focused share 
option incentive scheme. This incentive will allow cash-
strapped SMEs the opportunity to offer share options 
to employees in a tax-efficient manner. To date, share 
options in unquoted companies have been unappealing 
to employees from a tax perspective. Currently, when an 
employee chooses to exercise options, an upfront income 
tax liability arises at the date of exercise on the difference 
between the market value of the shares on that date and 
the price paid for the options. 

Often, these shares would have no available market at the 
time of exercise and the employee would be left with the 
unpalatable choice of borrowing to fund the tax charge or 
letting the options lapse. In a positive move, the gains arising 
on the exercise of KEEP share options will be liable to capital 
gains tax on disposal, rather than income tax, USC and PRSI on 
exercise. The incentive will be available for five years for options 
granted between 1st January, 2018, and 31st December, 2023. 
In addition to the cash flow advantage gained, there is also a 
real tax saving of between 15.75% and 19%, the greater saving 
applying to those on the top USC rate.
(Source: PwC)

The Intact team pictured at the Deloitte Technology Fast 50 Awards.

INTACT SOFTWARE  
RANKS IN DELOITTE 
TECHNOLOGY FAST 50
Intact Software has ranked number 38 
in the Deloitte Technology Fast 50 2017, 
a ranking of the 50 fastest-growing 
technology companies in Ireland.
Rankings were based on average 
percentage revenue growth over four 
years and Intact Software, which was 
grouped with numerous prestigious 
tech companies, says it was delighted 
with the ranking achieved as a first-time 
entrant to the awards.
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News & Products

Kerridge Commercial 
Systems Ireland Ltd
3013 Lake Drive
Citywest Business Park 
Dublin 24 
Ph: 01 469 3375
Contact: Matt Stapleton
Business: Providing specialist 
software, IT solutions, services, 
consultancy and support

Glenview Natural Stone 
Arigna
Carrick on Shannon 
Co. Sligo
Ph: 071 964 6017
Contact: Shaun Friel 
Business: Suppliers of decorative 
aggregates products

Ardale Group Ltd 
Clondalkin Builders Providers 
Unit 4 Oakfield Industrial Estate
Ninth Lock Road 
Clondalkin
Dublin 22 
Ph: 01 459 2133
Contact: Alan Hegarty 
Business: Builders merchants, 
hardware and DIY 

Liffey Mills 
Ballymaley
Gort Road
Ennis
Co. Clare
Ph: 065 684 8450
Contact: David Bergin 
Business: Grain and agricultural 
merchants 

Luceco plc
Stafford Park 1
Telford 
Shropshire TF3 3BD
UK 
Ph: 0044 1952 238 100
Contact: Andrew Gronert 
Business: Manufacturer and 
distributor of lighting products and 
wiring accessories

Rathcoole Hardware  
Main Street 
Rathcoole 
Co. Dublin 
Ph: 01 458 9735
Contact: Cathal Russell 
Business: Builders merchant and 
general hardware store

HAI IS DELIGHTED TO WELCOME ITS NEWEST MEMBERS
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Customer focus drives 
success at Treacy’s 

Homevalue
Treacy’s Homevalue has been a landmark location in the picturesque town of 

Thomastown, Kilkenny, for decades. Managing Director Anne Treacy and her son, General 

Manager Cathal, spoke to The Hardware Journal about the growth of the family business 

over almost 30 years, the importance of customer service and what the future holds.

A familiar Thomastown landmark for almost thirty years.

 Store Profile

The Treacys established the business in Thomastown in the 
late 80s. Anne recalls: “We had no background in retail but 
Tom, my husband, was a building contractor and, for a long 
time, he had thought about setting up a hardware business 
himself. He saw an opportunity to set up the business in 
1989, on a small scale at first. 

Steady development
“We rented the old mart premises in the town and the business 
was based there for about three years. In 1991, we acquired 
a greenfield site and have been located there ever since. The 
premises was built in in 1992 and, at that time, the store was 
about 700 square metres in area with a yard of approximately 
3,800 square metres. This was a major expansion from the 
original premises (which was redeveloped as the local Garda 
station) and allowed us to take the business to a new level.”
The store developed steadily and in 2002, the Treacys built a 

further 500 square metre extension. Business was booming and 
continued to do so until 2007. It was during those years that Anne, 
a primary schoolteacher, joined the business, initially on a part-
time basis. It wasn’t long until it became a full-time occupation: 
“A few years after I decided to commit fully to merchanting, the 
downturn came along and it certainly ensured that I learned a lot 
about cost management and adapting to change.”
Teaching is not a typical background for a builders merchant. 
What was it that attracted Anne to the sector? “I enjoy meeting 
many different people all the time and the constant challenges. 
It’s never boring. You always have to be on your toes, there 
is no room for complacency. There’s a strong social aspect to 
the business as well, which is important to me. I like to meet 
customers and the local people are a very important part of our 
business. We’re also part of Homevalue and the United Hardware 
group and, of course, HAI so there’s a wider national network 
there too, which is very supportive and encouraging.”
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Store Profile

Growth in DIY business
The customer mix at Treacy’s has been evolving with the DIYer/
home improver close to 40% of the store’s overall business. 
Treacy’s, as a business, has put a lot of focused effort into 
attracting the DIYer demographic. The recent re-design of the 
store entrance and a transformation of the in-store layout, 
initiated with the guidance and advice of Homevalue’s design 
experts, has been a major driver of customer traffic in the past 
year, Anne says. 
“The redesign was specifically aimed at increasing our appeal 
to the DIYer/householder, brightening up the store, making the 
layout more effective and highlighting the Homevalue logo. It 
has made a big impact with our customers. Many of them have 
commented on the ‘extra’ space and complimented us on the 
expansion. In reality, the new design and layout has not added 
any extra space; it uses the existing area more effectively and 
gives the impression of a bigger scale.

The new entrance also helps catch the eye from the road outside, 
Anne says. “This was a new departure for us and it is getting us 
noticed much more by casual passers-by. Inside, the new layout 
opens up the store’s different departments to customers and 
encourages them to browse around.”

Trade customer remains crucial
The trade and construction customers have been the 
traditional core of Treacy’s business and continue to constitute 
a solid foundation for the store’s success. “This sector is 
advancing all the time. We are seeing constant innovation in 
products and our trade customers are changing as they keep 
pace with new development in materials and technologies. The 
customers today are looking for different materials than they 
did even a few years ago. As the manufacturers introduce new 
products, we’re constantly monitoring these trends to see 
what’s relevant to our locality and our customers, and where 
appropriate, we adapt our mix of stock.”
Housebuilding in the region is still dominated by one-off 
developments and, Anne says, is also curtailed by the difficulty 
in obtaining finance. “Even a slight easing of mortgage 
availability would have a significant positive impact on 
housebuilding.”
Large construction projects are thin on the ground locally, 
reflecting the wider national picture. However, one major water 
project has recently commenced in the local catchment area. 
“A long-awaited upgrade to the Inistioge water supply is well 
under way. A €10 million upgrade of the water supply system, 
it’s good news for the area and we hope to see a knock-on effect 
for our business. When a large-scale project comes along we 
do see a spin-off in the store. It tends to give local tradespeople 
employment, which is where we get a benefit rather than directly 
from a project itself.”

Dynamic performer
Home maintenance is a standout sector at the moment. 
Cathal explains: “We have put a lot of effort into promoting 
sales in our plumbing, insulation and decoration product ranges 
in the last few years and it’s paid off, these are now among 
the strongest performing areas of our business. It helps that 
there’s a strong community of plumbers in the catchment area 
who have been loyal customers for many years.”

General Manager Cathal 
Treacy and Managing 
Director Anne Treacy.

UK STUDY TOUR 
Cathal Treacy was a participant in HAI’s recent tour of UK 
Stores: “It was very interesting to see what’s working 
over there, to see what Screwfix and similar companies 
are doing and get an idea of where online is heading, the 
development of click and collect and so on. 

“In certain aspects of the business, they may be a little further 
down the road than the industry here and it’s useful to see 
what we can learn from them and what’s applicable to us. 
Obviously, they operate to a different scale due to the size of 
the UK and the population. A store there might only need to 
stock two or three items in some categories and they have 
a  truck delivery service every night to replenish the range. 
Whereas here we would need to stock at least 20 units of a 
particular item to ensure that the product is always available off 
the shelf. It was interesting  to see that having the capability to 
hold a low level of stock reduced the need for large space.”

AN ARCHITECTURAL EYE
The second youngest of the four Treacy children, Cathal 
has always had an interest in construction. He studied 
architectural technology and after college took some time 
out to travel, eventually reaching New Zealand. While 
there, he worked in an engineering office as part of the 
New Zealand government’s Earthquake Commission,
working on rebuilding programmes. Having spent 
five years in New Zealand he returned to Ireland in 
2015 and decided to put his experience to use in the 
family business. 
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The team at Treacy’s Homevalue always have time to chat to customers.

Cathal believes home maintenance and improvement will 
continue to perform strongly in the next few years: “Demand 
should remain fairly consistent in plumbing. Even in uncertain 
times, if a pipe bursts, it has to be fixed. With plumbing, small 
jobs can often be more valuable than a low-margin, larger-scale 
repair. It can often be a lot more profitable to supply a number of 
fittings rather than one boiler. Home decorating is also a reliable 
contributor to turnover. Those sectors tend to be more stable. 
Building has always been cyclical and, in the future, it could be 
more volatile than it used to be.”
However, while demand from the contractor/trade purchaser is 
robust, it’s never been more important to be competitive from 
a cost perspective: “The trade customer is extremely price-
conscious, much more so than the DIY householder.

Online vs bricks-and-mortar
Looking ahead, Cathal is currently working on developing the 
store’s website: “It will be click and collect to start with but we 
want to develop it into a full e-commerce website. It’s going to 
be interesting to see where the online market goes. We don’t 
want to join it too late.”
The biggest challenge ahead, as far as Anne is concerned 
is technology: “It’s a constant focus, keeping pace with it, 

judging how much to invest in it, striking a balance to avoid 
underinvesting or overinvesting.”
While developing the digital side of the business, Anne and 
Cathal are also conscious of ensuring that their bricks-and-mortar 
business retains its appeal in the digital age. Cathal notes: 
“The ‘customer experience’, the enjoyment and service that 
the customer gets when visiting a physical premises, is more 
important than ever in an era when there’s so much online 
competition. And a friendly store and helpful staff are the bedrock 
of a good customer experience.”
Anne and Cathal are proud of the experienced and tightly-
knit team of 10 who work in Treacy’s. Anne explains: “Our 
employees, who are all from in or around Thomastown, 
know everyone who drops in, they make a point of always 
talking to the customer, and feedback tells us 
that people appreciate the personal service they 
get in our store.”

Store Profile

The Homeware department in full Christmas mode!

CHRISTMAS SHOP
Just before Halloween the Treacy’s store opened its 
Christmas shop which includes trees, decorations 
and outdoor and indoor lights. Anne comments: “It’s 
something we’ve done for many years and it’s always a 
popular aspect of the store.”
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After the tough decade our industry has endured, the 
opening of a major new facility is rightly cause for 
celebration. This is even more the case when the facility 
enables the production of an innovative new product that 
will help drive fuel sales. The new Stafford Fuels plant will 
produce low-smoke, high-heat solid fuels for domestic 
heating customers. Construction of the facility began in early 
2016 and the facility had its official opening in September. 

Securing and creating jobs
The new facility has created six new permanent jobs as well as 
securing the 35 existing jobs on site and supports a further 20 
jobs in transport and maintenance. 
Stafford Fuels operates a coal importation and wholesale 
coal-bagging and distribution facility on its 20-acre site and 
the new operation is located within the existing campus at 
Raheen. Stafford Fuels Ltd is part of the Stafford Group, a 

Supplier Profile

Less smoke, more sales
Stafford Fuels opens €3 million plant
HAI Chief Executive Annemarie Harte visited Andy Maher, Managing Director 

of Stafford Fuels, on the same week that he officially opened a new €3 million 

smokeless fuel manufacturing facility at their portside location at Raheen in New 

Ross, Co Wexford, from which they distribute fuel throughout Ireland. 

Andy Maher, Managing Director, Stafford Fuels with Leinster, Ireland and Lions rugby star, Tadhg Furlong.
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privately-owned Irish group of companies. The Group also 
comprises Lifestyle Sports and Campus Oil and has a total 
employment of around 850 people. 
The new facility will initially produce 50,000 tonnes of 
smokeless fuels each year and has the capacity to double 
this output to over 100,000 tonnes each year. Stafford Fuels 
is also developing a new fuel at the plant that combines 
biomass with traditional fuel which reduces greenhouse 
gas and air emissions. The high-specification plant will 
produce smokeless ovoids, a high heat smokeless fuel, 
and will use new manufacturing technology to also develop 
environmentally-friendly fuel containing biomass.

Move towards smokeless fuels
Andy commented that the new Ecodesign Directive (see panel, 
Ecodesign Directive) will mean stoves have to reach certain specific 
standards by 2022; and the move towards smokeless fuels with 
75% less emissions, together with the movement to reduce carbon 
footprints, means that with this new facility Stafford Fuels are well-
prepared.
The Stafford Group originated from the business of JJ Stafford, a 
native of Wexford, who operated shipping and fuels businesses in 
the South East in the late 19th century. Having operated in the region 
for over 125 years, the company has strong local connections from 
generations of business operations and providing employment in 
counties including Wexford, Kilkenny and Waterford. 

Supplier Profile

ECODESIGN DIRECTIVE
There is world-wide demand for more efficient products to 
reduce energy and resource consumption. The EU legislation 
on ecodesign and energy labelling is a tool for improving the 
energy efficiency of products. It aims to help eliminate the 
least energy efficient products from the market, significantly 
contributing to the EU’s 2020 energy-efficiency objective. It 
also supports industrial competitiveness and innovation by 
promoting better environmental performance of products 
throughout the internal market.

The Ecodesign Directive provides consistent EU-wide rules for 
improving the environmental performance of products, such 
as household appliances, information and communication 
technologies and engineering products. The Directive sets out 
minimum mandatory requirements for the energy efficiency of 
these products. This is intended to help prevent creation of barriers 
to trade and improve product quality and environmental protection. 

The Energy Labelling Directive may complement those Ecodesign 
requirements with mandatory labelling requirements. The 
Ecodesign Directive also establishes a consultation forum to 
consult stakeholders on the implementation of the Directive. 
The list of members includes representatives from EU countries, 
industry and civil society. The group is open to observers from 
candidate and EFTA countries, and from organisations that have a 
legitimate interest in the discussion.

For more information visit http://ec.europa.eu/growth/
industry/sustainability/ecodesign_en

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.

A thumbs up for the new plant from the Stafford Fuels team.

Leinster Rugby 
star Tadhg Furlong 
makes light work 
of Stafford’s 
Superglow Xtra 
smokeless 10kg 
packs.
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Study Tour

B&Q
Part of Kingfisher PLC, the third largest global 
home improvement company, B&Q has 296 stores, 
including eight in Ireland, and over 18,000 employees. 
In terms of turnover, B&Q is more than twice the size 
of its nearest competitor and their stores offer around 
40,000 home improvement and garden products for 
three main customer groups: the everyday DIYer; the 
project initiator and the trade professional, served 
by the TradePoint brand. In recent years, they have 
struggled to grow their business and in March 2015, 
they announced plans to close up to 15% of their 
stores, which led to 64 branches closing over the 
following two years. They are currently investing 
in their store estate, updating store liveries and 
improving the shopping experience for consumers.

SCREWFIX
Part of Kingfisher PLC, Screwfix is the UK’s largest 
multi-channel supplier of heating & plumbing, electrical 
& lighting, screws, nails & fixings, security and 
ironmongery, as well as building & joinery to the trade. 
With 7,300 employees and 533 branches across the UK, 
it is the fastest growing retailer of home improvement 
products in the UK and it has plans to expand. 

Its trade counters offer 11,000 products for immediate 
collection and in 2017 it has offered the ‘one minute click 
and collect service’. Through its website screwfix.com, 
it also dispatches thousands of parcels every week for 
next day and weekend delivery to tradesmen, handymen 
and serious home improvement enthusiasts all over the 
UK. Screwfix recently launched a shipping service to 23 
countries across Europe and opened four trial stores in 
Germany in 2014 employing a further 82 members of staff. 

HAI study group 
tours top UK stores

In the middle of October, HAI brought two delegations 

of members on study tours to Milton Keynes in the 

UK. Hosted by Steve Collinge from the Insight Retail 

Group, a variety of DIY/home improvement, builders 

merchants and small format trading stores were  

visited in a packed two-day schedule.

The majority view among members was that the visits to 
Selco Builders Warehouse and Screwfix were the two most 
useful, as there are no similar format stores in the Republic of 
Ireland to match their offering, but broadly the consensus was 
that the retail and merchant bricks-and-mortar trade here in 
Ireland is in good shape relative to its UK counterparts. One 
of the most popular and beneficial aspects of taking a variety 
of members on a tour such as this was the opportunity to 
network which was appreciated by all.

If you are 
interested in going on 

this UK Study Tour please 
contact Annemarie on 
01 298 0969 or email 

annemarie@hardwareassociation.ie

The Tour cost is €500
inclusive of flights, 
accommodation

and meals.
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Study Tour

BUNNINGS WAREHOUSE
Bunnings is a new entrant to the UK home improvement 
market following the acquisition of the Homebase chain 
by the Australian conglomerate Wesfarmers in February 
2016. In Australia and New Zealand, it owns Bunnings 
Warehouse, the leading retailer of home improvement 
products and a major supplier to project builders, 
commercial tradespeople and the housing industry. 
Having acquired Homebase stores in the UK and Ireland, 
its intention is to convert all stores to the Bunnings format 
within five years. Since February 2017, nine stores  have 
been converted, with a further 15-20 to be rebranded by 
year end. Despite positive feedback for the new format 
from customers and suppliers, the company has struggled 
to maintain sales and profit from the remaining Homebase 
estate,  with a loss of £54 million in their last financial year.

SELCO BUILDERS WAREHOUSE
Part of Grafton Group, Selco Builders Warehouse is one 
of the fastest growing suppliers of building products to 
the trade. Originally formed as Sewell & Co (Timber) 
Ltd in 1895, a small, family-owned business based in 
Birmingham, the company has grown into a highly 
competitive and highly respected trade-only builders 
merchant with 57 branches spanning four regions in 
England and Wales. Each branch offers around 15,000 
trade products and the full range is also available on 
selcobw.com, with thousands of products available to 
buy online for next working day delivery, or to buy online 
and collect in-branch. Online and in-branch, it also offers 
services such as sheet-cutting, brick-matching, paint-
mixing hire, and delivery, project lists and credit account 
management.

TRAVIS PERKINS
The business is part of the General Merchanting Division 
of  Travis Perkins PLC, which also owns Wickes, Toolstation 
(a major competitor to Screwfix), Benchmarx Kitchens 
and plumbing and tiling businesses. Travis Perkins has 
supplied building materials to the trade for over 200 
years and is now one of the largest suppliers to the UK’s 
building and construction industry with a national network 
of more than 650 branches. More than 100,000 product 
lines are available to trade professionals and self-builders, 
including building materials, plumbing and heating, 
landscaping materials, timber and sheet materials, 
painting and decorating, dry lining and insulation, doors 
and joinery, and hand and power tools. Tools can also be 
hired from more than 200 outlets. 

MP MORAN & SON LTD
MP Moran is a traditional builders and plumbers 
merchant with five branches in the UK and two in Ireland 
(Castleisland and Swinford), stocking more than 32,000 
lines. The company first opened its builders merchant 
doors in London in 1976, when its founder, Mick Moran, 
who had been working there since the mid-’60s, found 
it frustrating that he was unable to purchase all the 
products he needed in one store. The business prides 
itself on customer service and looking after its 170 staff. It 
delivers impressive sales and profit from seven branches, 
including its largest in Watford. Cash and account sales 
are split 40/60 across the group with the head office 
branch located on the Kilburn High Road. Loyalty cards 
were introduced recently and provided a means of 
targeting trade customers with promotional offers. 

The first HAI study delegation pictured outside a Selco Builders Warehouse store.
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Member Survey

Costs, staff and 
online-only retailers

the top three concerns for merchants in 2018
The top three challenges facing hardware businesses in the next year are minimising costs, staff 

recruitment and retention,  and the threat of online-only retailers, according to the annual HAI member 
satisfaction survey of retailers and merchants conducted in September. Other issues addressed 

include websites and the growth in the number of female customers.

What are your key business issues for the next 12 to 18 months?
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Costs are the primary concern for the 
majority of merchants as they look 
ahead to 2018. Staff recruitment and 
retention and online competition 
are two close runners-up in the 
challenges that will be pre-occupying 
merchants as they finalise their 
business plans for the next 12 
months. 

Holding on to staff
In addressing issues of staff retention, 
as HR expert Tommy Smyth points out 
elsewhere in this issue, training can 
play a major role in inspiring employees, 
enhancing morale and retaining them 
with the business. If you’re looking for 
useful courses and training initiatives 
HAI’s spring training schedule also 
highlighted in this issue, should give you 
some useful ideas. 
While Brexit has been the focus of 
persistent media attention this year, 
it’s interesting that it’s not in the top 
three list of concerns for the majority of 
retailers. Perhaps this reflects the reality 
that while there’s been a lot of talk 
around the subject, there has been little 
in the way of any concrete progress. It 
seems that merchants in the main are 
ignoring the noise and awaiting some 
real news.
It’s interesting that merchants see an 
emerging threat coming from the bricks 
and mortar retailer sector in the next 
12 months. This is a development with 
both negative and positive overtones. 
Certainly, more competition will create 
additional challenges for our established 
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Is there a specific time of the day or week when you see more female customers?
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merchants, such as pressure on pricing, 
but more activity in the marketplace also 
suggests a confidence in the purchasing 
power of trade and DIY customers in 
the next few years which should augur 
well for all efficient operators.

Positive effects
The survey suggests that the strength 
and resilience of the post-downturn 
years are now gaining some much-
delayed momentum with findings 
showing that merchants have increasing 
confidence in the effectiveness of their 
staff and are demonstrating a positive 
attitude towards product diversification 
which will be welcome news to 
suppliers and manufacturers. Customer 
engagement (cited by over 60% of 
respondents) and promotional activity 
(cited by just under 60%) are seen as 
having strong positive impacts in the 
year ahead. 
HAI’s consistent encouragement of 
members to intensify social media 
engagement also seems to be 
having an impact, with over 50% of 
respondents seeing Facebook, Twitter, 
Instagram etc having a positive effect on 
their businesses.
The survey also underlines the growing 
influence of the female customer, with 
approximately half of all respondents 
reporting that women make up 
between 26% and 50% of their total 
customer base. Interestingly, a small 
proportion of merchants report that 
female customers constitute 76% to 
100% of their clientele. While that high 
level of female purchaser is restricted to 
a small number of respondents, it does 
reflect the profound shift that has taken 
place and suggests it’s a trend that will 
only continue.
One anomalous result was that despite 
the evidence of increased female 
interest in the hardware store offering, 
less than 20% of respondents are 
actively running regular promotions 
targeting this demographic.
While the positive impact of social 
media was highlighted, as mentioned 
above, by respondents, they remain 
reluctant to invest in e-commerce as 
yet, with less than 20% indicating they 
have e-commerce enabled sites and 
only approximately 5% having adopted 
‘Click and Collect”.
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Suppliers foresee 
marginal growth in 2018
The majority of suppliers and manufacturers in the hardware sector anticipate marginal growth 

in the next 12 months, according to the annual HAI member satisfaction survey of suppliers and 

manufacturers conducted in September. Other issues addressed include what the members 

foresee will be the main issues of 2018 into 2019, the quality of broadband service and websites.

What are your expectations for your business in the next 12 to 18 months?
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Suppliers and manufacturers are reasonably optimistic in their 
outlook heading into 2018. The vast majority predict growth 
over the next 12 months. Almost a third foresee significant 
growth while just over 60% believe growth will be marginal.

Pressure points
Pressure on margins is the primary concern for most suppliers and 
manufacturers, with increased competition and Brexit being the 
other most pressing issues from their perspective.
Concerns about increased competition suggest a more active 
marketplace with the anticipation of new initiatives from key 
industry players and the potential for new competitors to appear. 

Increased competition suggests a growing confidence in the 
vitality of the sector in the short to medium term.

Broadband progress?
In an unexpected positive, a majority of suppliers/manufacturers 
report that their broadband service is very good to excellent. 
Less surprisingly, close to 20% of respondents say their 
broadband speeds are poor.
While all respondents have websites, investment in e-commerce 
and Click and Collect remains cautious. 
Overall, the response from the suppliers and manufacturers suggest 
they foresee steady rather than spectacular progress in 2018.
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HAI believes provision of fast broadband is critical to our members’ competitiveness 
and ability to do business. What is your average broadband speed?
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Business Support

HAI Member 
Offers

Hardware Association Ireland offer a 
growing number of discounted services 

to its members. Here we present a 
selection of some of these exciting offers.

CARD PAYMENT SERVICES WITH AIB MERCHANT SERVICES
HAI has renegotiated its offer with AIB Merchant Services (AIBMS), which includes very 
competitive transaction rates with full Payment Card Industry (PCI) compliance support. In 
addition members are offered next day settlement (ROI bank accounts), a free terminal for 
new customers and a refund of the cost of buying out the contract, if you are already in a 
current lease. 
“We at MacCann and Byrne Limited recently switched to AIB Merchant Services. We have found their new PC-based 
terminals really efficient to use. Our sales staff can process payments by phone or directly with the customer from their own 
PC. In addition, the excellent rates agreed by Hardware Association Ireland mean we have made substantial cost savings as 
well.” Seán Brennan, MacCann and Byrne Ltd

CASH MANAGEMENT SOLUTION WITH RMS –  
CALCULATE THE TRUE COST OF YOUR CASH CYCLE
RMS Cash Services are pleased to announce new reduced rates in their existing cash 
management and cash-in-transit services for HAI members, offering further savings to members 
with cash processing, coin and note supply with national coverage.  
For more information, contact Jim at jim@hardwareassociation.ie or call 01 298 0969.

FREE CREDIT RISK ASSESSMENT WITH CREDIT RISK BROKERS 
Credit Risk Brokers (CRB), together with HAI are offering a free debtor assessment to all HAI 
members. CRB has access to the most up-to-date financial and payment information through the 
main credit insurance companies underwriting trade on the island of Ireland. This service comes with 
no obligation but, should you see value in the information at the end of the process, CRB would be 
delighted to negotiate for terms with the market of insurers on your behalf. For more information, 
contact Jim at jim@hardwareassociation.ie or call 01 298 0969.

FREE RISK-MANAGEMENT SURVEY WITH THOMPSON INSURANCES
Insurance premiums skyrocketed this year? HAI has partnered with Thompson Insurances to 
offer members a free, no-obligation risk-management survey. This includes a full review of 
existing covers, advice on any gaps in your existing cover and technical support regarding 
wording. 
“We contacted your broker and we saved €1,500 over two cars. Dealing with your broker was a lot easier than dealing with 
our previous provider.” John Mackin, TIMco Ltd

For more information, contact Jim at jim@hardwareassociation.ie or call 01 298 0969.

Not a HAI 
member?
For membership 

enquiries, please contact 
Jim Copeland today 
on 087 6671361 or 

jim@hardwareassociation.ie
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HUMAN RESOURCES - HR CONSULTANCY AND RECRUITMENT SERVICE
Tom Smyth & Associates offer advice and guidance to HAI members on topics including working 
time and rest breaks, holidays and public holidays and disciplinary/grievance procedures. As part 
of their service, Tom Smyth & Associates have provided a collection of HR templates such as Contracts of Employment and 
an Employee Handbook to HAI members. If you are a HAI member and need help with any of the above, contact Tom Smyth 
& Associates on 021 4634154. And don’t forget to quote “Hardware Association Ireland”.
HAI have also joined with another partner to offer a recruitment consultancy service free of charge to HAI members. For 
more information about this service, contact Jim at jim@hardwareassociation.ie or call 01 298 0969.

CREDIT MANAGEMENT SOLUTION WITH LCMS – HELP YOUR 
BUSINESS STAY IN BUSINESS
Hardware Association Ireland and Legal & Credit Management Services (LCMS) have 
come together to offer HAI members a credit management solution and overdue accounts collection services. HAI members 
are offered an initial, free, one-to-one consultation and a 50% discount on the standard registration fee. At all times, the 
company will strive to collect any monies due to you in the most efficient, professional and cost-effective manner. For more 
information, contact Jim at jim@hardwareassociation.ie or call 01 298 0969.

HANDY SAVINGS FOR HAI MEMBERS WITH THE DCI FUEL CARD
Hardware Association Ireland and DCI are delighted to announce fuel (petrol and diesel) 
savings by offering a Fuel Card to HAI members. With unlimited access to DCI’s account 
management tool, Velocity, you can become an expert in efficiency too, with detailed reporting 
and analysis of your fuel spend. 
For more information contact Jim at jim@hardwareassociation.ie or call 01 298 0969. 

INSTORE NON-COPYRIGHT MUSIC
HAI has sourced a supplier of non-copyright music, Almotech, with specially designed playlists 
from three music libraries: Copyright, Royalty Free and Sound Alike; these could provide the right 
atmosphere in your premises. They also provide a complete, professionally recorded advert service or, 
if you prefer, you can record your own in-store advertisements from the comfort of your own office.  
For more information contact Jim at jim@hardwareassociation.ie or call 01 298 0969.

Further information about all member offers, and other member benefits, is 
available to HAI members on the Hardware Education Hub. 

www.hardwareeducationhub.ie
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Global DIY Summit

Growing your garden 
sector revenue: 

the OBI way
In the final article in our series on the 5th Global DIY Summit which took 
place in Berlin in June, HAI Chief Executive Annemarie Harte, reports on 

a new initiative from OBI to increase sales of garden products.

Our final review of the 5th Global DIY Summit, focuses on 
the closing session on the morning of day two, with the 
emphasis turning to gardening. Dr Sebastian Gundel, MD 
of Customer Offer & Corporate Marketing, OBI in Germany, 
presented a talk on “Gardening for the Future”. 
Dr Gundel shared some research the group had carried out into 
garden DIY customer behaviour. He said that these days customers 
come into their stores to buy mainly what they ‘desperately’ need, 
items such as screws, lightbulbs and pot plants.
However, the research indicated that 71% of big box customers 
had currently undertaken a home improvement project and 
customers plan three to four projects per year. But, only one third 
of DIY project spending is covered by big boxes, meaning 67% is 
spread amongst others.

Big dreams
In all, 43% of OBI customers had no prior experience in building 
a terrace before trying it themselves. Furthermore, dreams were 
big but 27% underestimated the costs for their garden project. 
And they complained that there is too much information. A typical 
comment was: “I don‘t know where to start, who to trust and 
how to come to a decision.” 
It ended up taking as much as 45 days until the garden project 
got off the ground. So, how have OBI started to grab extra market 
share?

The Garden Planner initiative
Informed by the research it had carried out, OBI created the Garden 
Planner in order to inspire their customers, both online and in-store. 
OBI’s aim was to create an experience for customers that would 
allow them to touch and feel the garden of their dreams. OBI 
produce a plan of the customers’ individual garden with all product 
specifications, costs and a choice between ‘Do It Yourself’ or ‘Do 
It For Me’,  as well as providing over 400 materials in store to get 
them started. The tradesman’s steps and costs are built into the 
project costs. With OBI’s in-store garden planners, the customer 
gets to see their idea become a physical reality in the OBI store.
The execution of the Garden Planner is key to ensuring a great 
customer experience, according to OBI, and it achieves this through:
• differentiating the consulting and sales process;
• providing the customer with transparency and control over the 

execution of the offer; and, 
• providing after-sales service.
As a result of the Garden Planner, OBI says it is getting a strong 
foothold in the project business, which is an area that every DIY 
operator is targetting and which can play a crucial part in driving 
the development of new stores, growing revenue and building 
relationships with the DIY customer.

A sample of a garden plan 
created in an OBI store.
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The Garden Planner concept in practice
OBI’s new garden-design concept incorporates customer advice and 
support for individual garden projects: from a vague customer idea to the 
detailed planning of materials required to accompanying the actual job 
realisation with instructions and onsite support.
Besides the physical garden module in-store, the key component is the 
planning software, which helps to create realisable garden dreams due 
to its user simplicity and security but, at the same time, delivers a high 
degree of sophistication. All types of garden design variation can be 
simulated in collaboration with the customer: from the graphic planning, 
to the choice of product, to the possible variations and conditions onsite.
At the same time, the customer always has a clear overview of the costs, 
delivery times, the timescale and logistical possibilities, as well as the 
respective level of difficulty and possible rental tools and machinery. Take 
a look at OBI’s Garden Planner at this link www.obi.de/gartenplaner/ 

Global DIY Summit

OBI’S MARKET 
FOOTPRINT IN EUROPE
OBI, the German multinational home-
improvement supplies retailing company, has 
over 654 stores across Europe. Since the 
opening of the first OBI store in 1970 (Hamburg, 
Germany), the sales areas of the OBI stores 
have increased from 870m2 to large-surface 
‘orange boxes’ with more than 10,000m2. 
The total store sales area now amounts to more 
than 4.3 million sq m. OBI stores offer a broad 
product range, which, on average, includes 
40-60,000 items per store. The product range 
covers gardening, building materials, tools, 
sanitary ware and interior decoration. 

Interior of OBI store.

Look out for more developments in the 
Garden & Outdoor category in the next 

edition of The Hardware Journal
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Contactless payments show growth 
BPFI Payments Monitor

HAI attended the launch of the Banking and Payments 
Federation of Ireland (BPFI)’s Payments Monitor, which 
provides a comprehensive picture of the various means of 
payment executed across Ireland. It provides up-to-date 
trends across the range of payment options used by personal 
and business customers: from cash to card, cheque to digital, 
contact to contactless, and paper to paperless. Here is a 
summary of the latest findings.

Key trends
The growth in contactless payments is an emerging trend, and 
has an impact on all payment categories. As of Q1 2017, all major 
banks have rolled out contactless payments, with a value of €0.7 
billion in payments reached by Q2 of the same year. The increased 
payment limit from €15 to €50 can be attributed to this value 
increase. Digital payments have also grown, with transaction 
volumes growing by 19.4% year on year to more than 21 million 
in Q2 2017. These trends reveal an emerging change in customer 
behaviour, and a strong growth in electronic channels. 

Card Payments (including debit, credit and 
contactless card payments)
Card-payment volumes jumped by 21.8% year-on-year in Q2 2017, 
boosted by strong growth in debit-card usage and the adoption 
of contactless payments, according to the Central Bank of Ireland 
(CBI). Debit cards have overtaken credit cards in usage. While 
there were over 4.7 million debit cards in issue (4.1 million of 
those active cards) by the end of June 2017, there were 1.9 million 
credit cards (1.5 million active) issued. 

Digital banking 
As of Q2 2017, digital-banking transfers account for nearly one 
third (32%) of all credit transfers, up from 27% in 2016. In a 
survey carried out by the Central Statistics Office, 71% of 
respondents who used the internet in the three months prior to 
the survey, reported using it for digital banking. Internet banking 
is now the fourth most popular activity for internet users, after 
finding information on goods and services, email and social 
networking. 

ATMs 
Irish consumers remain among Europe’s most ‘cash hungry’ 
when it comes to ATM cash withdrawals. In Q2 2017, 40 million 
withdrawals to a value of €4.8 billion was recorded, however 
these figures have remained relatively stagnant over the last two 
years despite an improving economic environment, supporting 
the view that there is a shift from cash to contactless and digital. 
BPFI estimates that 5% of the volumes and 6% of the value of 
cash withdrawals from Irish ATMs were made on cards issued 
outside Ireland. 

Cheques, credit transfers and direct debits 
BPFI’s report indicates a continued decline in paper-based 
transactions. Cheque usage continues to fall, with a 16.5% year-
on-year fall from Q2 2017 in volume, and 6.2% fall in value in the 
same time period. Felix O’Regan of the BPFI expects that the 
Irish Water refunds due later this year will skew those figures, as 
refunds will be provided by cheque. 
Credit transfers and direct debits, on the other hand, saw modest 
growth in volume, including mobile and online banking. Credit 
transfers saw a 1.1% growth year-on-year, while direct debit 
volumes rose by 1.9%. 

What this tells us
All electronic and digital channels are demonstrating strong 
growth, as more customers are moving to online or contactless 
payment. As customers are favouring accessibility and 
convenience over service the more traditional modes of banking 
such as cheque payments and ATM transactions are beginning 
to slow as debit card and contactless payments continue to 
rise. As more stores and businesses are embracing contactless 
technology, this is a trend that will continue to grow.
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As the economy has picked up and businesses are growing 
again, one of the biggest challenges facing employers is 
attracting and retaining the best people. While salary levels 
are obviously very important to people, employers are 
finding more and more that having a broader employee 
benefits package is essential to building a strong team. 
One important element of this is corporate health-insurance 
plans. These come in all shapes and sizes and can be paid for 
totally by the employer, partially paid by the employer or indeed 
simply facilitated by the employer. There are lots of factors to be 
considered such as the benefits required by employees, whether 
family members are included and the cost of plans. 
We’re also at that time of year again when nearly 50% of health-
insurance customers are getting ready for their upcoming policy 
renewal in January. Many employers will simply renew without 
really thinking about it to any great extent – the health-insurance 
providers are delighted when this happens! However, this is a 
time when you can add a lot of value for your employees. 

Use a health-insurance adviser 
Many large employers, in both the public and the private sector 
now utilise the services of advisers to cut through the complexity 
of the market. The adviser will help you identify your employee-
benefit objective, your budget, your company’s own level of 

financial contribution and, with all of this information, they will 
devise the optimal health insurance solution for you. Over the 
years, health-insurance has become more and more difficult to 
understand and now, more than ever, expert advice is essential. 
If you go it alone and contact any of the health insurers yourself, 
you will only receive advice on the products offered by them. 
On the other hand, a health-insurance adviser will look at all the 
insurance providers and will recommend the most suitable product. 

Get the best terms for your employees 
Through its relationships with the health insurers, your adviser 
is best placed to first of all be aware of the best deals on offer – 
some of which are not really publicised widely! They are also then 
in a position to negotiate the best deal for your company. In some 
circumstances, they can offer unique group discounts for your 
employees and additional benefits, such as bespoke wellness 
programmes, which are very well received and can be organised 
at a time that suits you to tie in with employee-benefit days. 
The team at Lyons Financial Services would be delighted to help 
you find the right health-insurance solution for your employees – 
we love helping companies to recruit and keep the best people! 
Please give us a call at 01 8015808 or email us at query@lfs.ie. 
While we help your people, you can focus your time on continuing 
to grow your business. 

Roisin Lyons of Lyons Financial Services discusses how health 
insurance can play a role in helping you retain your best people.

Are your people getting the 
best health insurance deal? 

IN PARTNERSHIP WITH

Many employers renew without really thinking about it to any great extent. However, 
this is a time when you can add a lot of value for your employees. 
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Online learning has now been embraced by many work 
sectors throughout Ireland. The HSA has taken a lead in this 
area and in 2014 launched its own e-learning portal, which is 
accessible at https://hsalearning.ie. The portal hosts online 
health and safety courses aimed at employers, employees, 
individuals with a specific safety role in the workplace, and 
those who wish to learn more about health and safety. 
The content is specific to workplaces in Ireland. By raising 
awareness of workplace health and safety, employers can 
help to reduce accidents and injury at work and foster a 
safety mind-set among their workers.

Awareness-raising
The short awareness-raising courses are free of charge to access 
and have been developed by the HSA with the aim of improving 
practical awareness of workplace safety, health and welfare. Short 
courses, ranging from 30 to 140 minutes, are available across a 
range of key topics relevant to hardware businesses on areas such 
as health and safety for small business employers and employees; 
chemical safety; slips, trips and falls; managing driving for work; 
and managing workplace bullying complaints. 
The courses provide major benefits to business as they are a 
low cost and flexible way of raising awareness around health and 
safety. Employees also benefit by improving their knowledge 
and awareness levels of health and safety relevant to them in a 
practical and flexible learning environment. The courses will also 
be of interest to anyone delivering training around health and 
safety in the workplace. 
Courses are short and can be taken more than once and can 
serve as a useful refresher for both employers and employees. 
Courses are highly visual, interactive and engaging, and designed 
to hold attention and deliver learning in short chunks.

Group learning
A key feature of the online portal is the ‘group manager facility’. 
This enables employers, managers or tutors to register a 
group of learners to take a course and remotely monitor their 
progress. Learners can take courses during their own time and 
at their own pace and can download a certificate of completion 
on passing the short assessment. 
Although not a formal qualification, certification can form 
part of an individual’s training record for work or part of a 
continuous professional development (CPD) record, which is 
another big incentive for employers and employees. All the 
courses are developed in line with a learning outcomes 
approach so this helps with CPD assessment. 
A number of information leaflets are available to support the 
courses – these are available on the HSA’s website,  
www.hsa.ie or hard copies may be obtained by contacting the 
HSA by telephone, 1890 289 389 or email, wcu@hsa.ie. 
To see the range of HSA courses on offer, you can browse 
courses and/or register at www.hsalearning.ie. By registering 
on the portal once, you can check out any of our courses. For 
organisations looking for assistance in how best to choose 
courses for their business, the HSA Education unit is happy to 
advise them. Contact us at educationunit@hsa.ie. 
Businesses may also be interested in the Authority’s BeSMART 
Tool which helps businesses to prepare their safety statement 
online. BeSMART.ie is a free, easy-to-use online tool that lets you 
prepare your own safety statement and risk assessments for your 
business. The law requires that you carry out risk assessments 
and compile a safety statement for your workplace. Check out 
www.besmart.ie for a simplified process, that will help you meet 
your legal obligations.

Joanne Harmon, Head of Education with the Health 
and Safety Authority (HSA), outlines the online suite of 
health and safety courses on offer from the HSA.

Free health and safety 
courses online at HSA 
e-learning portal
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Many business owners and senior managers think that HR is 
nothing more than a bureaucratic paper trail. It is nice to give 
employees a few financial rewards or fluffy training courses 
but when it comes to it, HR is a cost to the business in terms 
of time and money.
On the face of it, in pure black and white terms, it can be difficult 
for good HR practice to directly show a positive impact on the 
bottom line. But, if you bear with us through this article, we will 
highlight a few points we were taught at ‘HR school’ which will 
hopefully provide food for thought to all you non-believers! 
In a similar way to health and safety, if HR is being effective, it 
should look as though it’s not needed. If you have few industrial 
relations and employment law problems, this could be as a result 
of following good HR practice in your business. You never see the 
financial benefits of not having an unfair dismissals case brought 
against you, the fees not spent on solicitors, or the costs not 
incurred by having to repeatedly recruit for the same position. 
Good HR and industrial relations does affect the bottom line 
by avoiding unnecessary time lost and money spent managing 
through costly industrial relations and employment law issues.

Value of employee training
Employee training is usually a core part of the HR system. On the 
face of it, training takes up the employer’s time, effort and money. 
The cost of training can be easily calculated. The benefits, however, 
may be harder to quantify, but should include:
• increased work performance and increased sales/value;
• ability to manage non-performers for failing to follow training;
• greater morale amongst employees who value the learning 

experience and commit to their employer; and,
• robust HR policies can lead to reduced absenteeism. By carrying 

out a concise ‘return to work’ interview with an employee 
each time he/she is absent from work, you can often protect 
an employee from catching the dreaded ‘Mondaymorningitis’. 
If an employee has not been genuinely ill, they will not want to 
sit down with their manager to discuss their absence so it may 
encourage them to report for work on a more regular basis. 

Over the past two years, we have worked with numerous employers 
to put in place incentive schemes for colleagues or teams of 
colleagues such as store or department. This can be a bonus based 
on key performance indicators or commission on sales. The team 
incentive has proved very popular. You are incentivising the team to 
self-motivate themselves and each other to deliver results which are 
of benefit to them all. As an employer, you want employees to get 
paid more, because once your scheme is correctly calibrated, the 
more the employees get, the more you get.

Attracting and retaining employees
In 2017, we have seen the labour market heat up and many clients 
have anecdotally informed us of the difficulty they are having 
attracting and retaining colleagues. From the research we have 
undertaken for clients, for a large cohort of the population it is 
not just money they value in their employer. Critical factors also 
desired by prospective employers include:
• training – how will working with an employer increase their 

overall skills;
• culture – what does the employer value, what is their social 

conscience;
• career path – what opportunities exist for the employee to 

progress internally;
• trust – will the employee be trusted to take on tasks and 

projects and express themselves through these; and,
• what other benefits does the employer offer – employee 

assistance programme, bonus, discounts, health insurance.
Better, happier employees work harder for their employer. 
Better trained employees sell more for their employer. 
Employees who feel respected, respect their employer more. 
Better organised training and HR files make is easier to 
identify and quicker/cheaper to remove underperforming 
employees.
Although at times the work can seem tedious, we encourage 
the implementation of detailed internal policies and 
procedures. Putting these in place can help avoid potential 
employee issues and reduces the possibility of an employee 
creating a successful case against you. Remember, the more 
HR procedures and records you can produce in times of query 
or dispute, the better placed you are to defend yourself.
There may only ever be a dispute with 1% of your workforce, 
but we will always argue it’s worth ensuring 100% compliance 
to avoid the 1% costing you a lot of money and time.

Tommy Smyth explains why the value of good HR practices can be underestimated.

HR – an investment, not a cost

IN PARTNERSHIP WITH

Disagree with us?
Let us know. We welcome your feedback at 
021 4634154. Tommy Smyth is Managing 
Director of Tom Smyth & Associates, a HR 
consultancy, established in 1991, which, in 
association with HAI, gives Irish employers 
practical advice on HR, industrial relations 
and employment law issues. 
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How do you collect personal data?
What personal data do you hold? For instance, names, addresses, 
telephone numbers, occupations. Is any sensitive personal data 
collected? Examples would include data on racial or ethnic origin, 
political opinions, religious beliefs, trade union membership, health 
matters and sexual orientation.
• Why are you collecting, processing, sharing and retaining it? Is it 

necessary for you to collect, process, share or retain it? What is your 
legal basis for collecting, processing, retaining and sharing the data?

• Do you have a privacy policy? Is it GDPR-ready? 
• Are your notifications sufficient? Make sure that people are clearly 

told: what data you are collecting; why you are collecting it; what 
you are using it for; and who you share it with. For sensitive personal 
data, do you have explicit consent from each data subject or another 
lawful reason to collect this data?

• What steps are taken to ensure the personal data is kept accurate?

How long is personal data retained?
• Do you have a data retention policy and a training programme to 

ensure that it (and other policies) are complied with in practice? 
• How long is personal data held and is it strictly necessary to hold 

the personal data for this period? Review each category of data to 
ascertain whether it is necessary to hold it for each period.

• Are databases regularly reviewed and “cleansed” to ensure 
accuracy, deletion of irrelevant material and deletion of documents 
after the retention period?

What security measures are in place?
• What technical and organisational measures are in place to ensure 

that personal data is protected against unauthorised access, 
damage or erasure. Are the security measures appropriate 
to protect the data? Examples of security measures include 
encryption, use of secure passwords and access limitations.

What are your contingency plans in the event of a 
catastrophic event or a breach?
• Do you have a data breach plan in place and has training been carried 

out to ensure that all staff are aware of the steps to take in the event 
of a data breach? Are the contact details for the lawyers, PR team, IT 
team and senior management up to date?

Is personal data disclosed to third parties?
• What is your lawful basis for disclosing the data? Have you notified 

the data subjects that these transfers take place? Review all 
transfer agreements to ensure they are GDPR-ready.

• Who are your third-party data processors? Are they suitable? 
Do they give you guarantees relating to their compliance with 
data-protection laws? Do you have an agreement in writing? Is it 
GDPR-ready?

• Where do you store personal data? Do you store personal data 
outside the European Economic Area (EEA)? If so, do you have the 
required international transfer documents in place? They may be in 
your providers’ terms and conditions. Check what they say. 

Individuals’ rights under GDPR
Are there procedures in place to allow individuals to:
• gain access to their personal data;
• have inaccuracies corrected;
• have information erased;
• object to direct marketing;
• restrict the processing of their information including 

automated decision-making; and,
• have data portability?

New concepts under GDPR
• Are you ready to carry out a Data Protection Impact 

Assessment (DPIA)? A DPIA is the documented process of 
considering the potential impact that a project might have on 
the privacy of individuals. It will allow organisations to identify 
potential privacy issues before they arise, and encourages you 
to come up with a way to mitigate the risks.

• Data Protection Officers must be appointed by some 
organisations, such as public bodies; organisations whose 
activities involve the regular and systematic monitoring of 
data subjects on a large scale; and organisations who process 
sensitive personal data on a large scale.

Disclaimer: Please note that the information contained in this 
article is for information purposes only and should not be 
considered to constitute legal advice. 

The General Data Protection Regulation (GDPR) will apply from 
25th May, 2018. If you haven’t already done so, it is essential to start 
preparing for the implementation of the Regulation. In the checklist 
below, Kate Colleary, co-founder and director, Frontier Privacy, 
highlights some questions to ask within your organisation so that you 
can start identifying what needs to be done.

GDPR – Your readiness checklist

Colleary & Co law firm, and its sister consulting practice, 
Frontier Privacy, helps clients comply with data-protection 
requirements. From initial compliance assessments, to 
drafting policies and training staff, we can help. 
Contact: Katecolleary@collearyandco.com 
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Pointy was founded by Mark Cummins 
and Charles Bibby in 2014. One of 
the main reasons for setting 
up Pointy was that the two 
founders were amazed that it 
can take less than a minute 
to find and buy a product 
online but finding a store 
where that product can 
be bought locally can be 
a real struggle – even if 
a store that stocks it is 
100m down the road.

Current retail struggle
For local retailers, being found 
online is tough, and building and 
maintaining a web presence can 
be expensive and time-consuming. 
However, being online is a necessity, to 
compete in this digital age retailers need to display 
information and content in a way that meets consumer demand. 
With the introduction of the smartphone, people expect to find 
product information easily, be that a review, a manufacturer’s 
specifications or where to buy that product near them. Research 
by the likes of Google has shown that most people start their 
product journey online but the vast majority still buy in a store –
over 90% of commerce still takes place in retail stores. 
However, finding where to buy products locally can be ‘a mission’ 
for customers. Some online platforms will provide customers with 
contact details and reviews, which only go so far, and social media 
gives an opportunity to interact with potential customers directly. 
But, these require a customer to be aware that the store exists. 
Without being able to bridge that gap, customers are left with the 
choice between uncertainty about where to buy locally or buying 
online, which might be perceived as the more convenient solution. 

The solution
This is where Pointy wants to help local retailers. We build 
webpages for local retailers, which displays the shop’s name, 
address, Google Map location, opening hours, telephone 
number and, most importantly, lists the products found in-
store in a way that captures online searches. Pointy’s goal is 
to radically improve local retailers’ online visibility and thereby, 
attract more customers in-store.

How it works
We’ve built a small device, the Pointy box, that 

connects to the retailer’s barcode scanner. As the 
retailer scans their products, the Pointy box picks up the 

UPC barcodes. We use the barcode number to source product 
information and display it online. Within minutes, and without 
having to do any extra work, a shop can have its own dedicated 
webpage displaying all the critical-store information and its up-
to-date product catalogue. These product pages on Pointy are 
optimised for search engines, so that when people nearby search 
for products, they will see that it’s available to buy locally. Pointy 
helps local retailers to be found online, in order to sell more 
products in-store.

Pointy is an Irish tech company that aims to make it easy for customers 

to find the products they’re looking for in local retailers – not as 

straightforward as it sounds. Gary Clarke, Customer Support & Admin 

at Pointy explains the service it can offer to merchants.

What’s the Pointy?

IN PARTNERSHIP WITH

 
“We have found 

our experience with Pointy a 
positive one. The Pointy device was 

very easy to set up. Our Pointy shop 
page was populated with our items 

very quickly. The important point for us 
was that what we stocked in store was 

searchable on Google. Pointy has put us 
on the first page of Google results, for 

our county, for our products.”

Michael Boyle,  
Donegal Town 

Hardware & DIY

Pointy builds webpages for local retailers, which display details such as 
the shop’s name, Google Map location, and, most importantly, lists the 

products found in store in a way that captures online searches.

Special offer for HAI members 
The Pointy service is available to HAI members 
for a discounted one-time payment of €249. We 
are also offering €100 of free credit to try out our 
recently released new feature, ProductAds, which 
is a service that provides yet another competitive 
edge for your store.

If you wish to sign up and avail of this special offer, 
please visit www.pointy.com/hai and register your 
interest.



42
November/December 2017

Training

Reaction from participants in HAI’s Autumn Classroom 
Training programme has been very positive. 

Classroom Training
Autumn 2017 – Reviews

B2B Management: Advanced Selling Skills 
This two-day course was attended by Sales Managers from some 
of the country’s top suppliers in their respective fields, including 
roofing, cement and fuel. The trainer, Susan Madden, took all 
attendees through a masterclass in successful selling, helping 
them to reshape and enhance their strategies through industry 
examples and exercises. All attendees left with new insights and practical lessons that they can apply to their roles. 

“Very enjoyable course, the facilities were excellent, done very professionally by Susan Madden. I recommend to all 
Senior Sales Managers, Managing Directors and anyone who deals with people in any capacity.”
Declan Cathcart, Irish Cement Ltd.
B2B Management: Advanced Selling Skills is coming back to HAI in Spring 2018. Check the dates in our schedule. 

Credit Control: From Start to Finish
One of HAI’s most popular courses, a full house of hardware store 
owners, Managers and Credit Controllers attended the one-day 
credit control workshop. Declan Flood, The Credit Coach, helped 
attendees find the balance between sales and finance, and gave 
them new tools, frameworks and tips to help them better manage 
their credit control.

“I found Declan’s course very good and informative.”
Timothy Cahill, Cahill’s Homevalue Hardware.
Credit Control: From Start to Finish is coming back to HAI in Spring 2018. Check the dates in our schedule.

Performance Managing the Sales Team
Performance Managing the Sales Team was another full class, 
this time of hardware Retail Sales Managers looking for tips and 
strategies to manage and get the best performance out of their 
respective sales teams. Terry Harmer used his own performance 
management models and goal setting steps to help Sales 
Managers refine and enhance their own leadership skills, plan and 
set sales targets, and deliver feedback effectively.

“Excellent delivery of course.”
Mick Buckley, General Hardware Supplies.
Performance Managing the Sales Team is coming back to HAI in Spring 2018. Check the dates in our schedule. 
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Training

Digital Marketing and Social Media 
Greg Fry, social media expert, made a welcome return to HAI to 
deliver his one-day workshop on all things digital marketing and 
social media. The morning session covered the theory behind 
building a winning digital marketing strategy and explored key 
areas like advertising and SEO, while the afternoon session was 
dedicated to practical exercises and demonstrations of some 
of the top tools available to marketing staff and managers to 
enhance their marketing effort. 

“Overall very good. Highly recommend Greg. Would love a follow-up next stage course.”
Johnny Plower, Weirs of Baggot Street
Contact Aoife at HAI via email at aoife@hardwareassociation.ie or call 01 2980969 for queries about future Digital 
Marketing and Social Media training. 

Stock Control
The new one-day Stock Control workshop was delivered by Keith 
Harford in October and was attended by a full class of hardware 
retailers and merchants. Keith gave attendees a better understanding 
of stock control along with covering new frameworks and strategies to 
help them implement better systems in their business. 

“Would highly recommend this course.”
Robert White, Topline O’Connor
Stock Control is coming back to HAI in Spring 2018. Check the dates in 
our schedule.
For more details on HAI training courses, contact aoife@hardwareassociation.ie for more information.

NEW: Classroom Training Schedule – Spring 2018
All courses will take place at HAI’s training facilities in Rathcoole, Co. Dublin

Date Title Tutor Cost 
(HAI Member)

Cost
(Non-Member)

18/01/2018 Credit Control: From Start to Finish Declan Flood €110 €170

23/01/2018 & 
21/02/2019

B2B Management: Advanced Selling Skills Susan Madden €420 €470

25/01/2018 Consultative Selling Skills: Suppliers Terry Harmer €210 €270

01/02/2018 Memorable Customer Service Susan Madden €210 €270

06/02/2018 & 
06/03/2018

Improving Your Profit Margins Vincent Reynolds €360 €420

08/02/2018 Consultative Selling Skills: Retailers/Merchants Susan Madden €210 €270

22/02/2018 Performance Managing the Sales Team Terry Harmer €210 €270

27/02/2018 NEW: Introduction to Successful Branding Gerard Coleman €210 €270

01/03/2018 Stock Control Keith Harford €210 €270

Visit www.hardwareassociation.ie/education or follow the Hardware Education Hub on Facebook for updates.
For any queries about training, contact Aoife Kinsella at aoife@hardwareassociation.ie or call 01 2980969.
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Construction product sector 
welcomes building optimism
According to the latest Ulster Bank Construction Purchasing Managers 
Index (PMI), Irish construction activity accelerated in September, though the 
rate of job creation across the industry pulled back from elevated levels in 
previous months. The construction sector remains optimistic about activity 
prospects for the next 12 months, with almost 55% of surveyed construction 
firms anticipating further activity growth. 

As part of Budget 2018, Minister for Finance and 
Public Expenditure Paschal Donohoe revealed that 
commencement notices for new housing are up 47%, and 
that planning permissions for new builds are up 49%. Along 
with these positive statistics, it was also announced that 
€1.83 billion has been allocated to housing in 2018. 
According to the latest figures from the Banking & Payments 
Federation Ireland (BPFI) Housing Monitor, almost 3,700 new 
dwellings were started in April and May 2017. Compared with the 
same period in 2016, this represented a rise of 61% in new homes 
started. This means that the second quarter of 2017 was the fifth 
straight quarter where the number commenced exceeded 3,000. 
The Construction Industry Federation (CIF) expects activity to 
pick up this year to between 18,000 and 19,000 units, however 
the demand is put at between 25,000 and 35,000 units annually. 
According to the Department of Housing, Planning and Local 
Government almost 3,100 new homes were completed in the first 
two months of Q2 of 2017, representing a 27% increase in the 
number of new homes connected to the electricity grid, compared 
to the same two months in 2016.
While the sector is slowly growing it is evident that this rate of 
growth needs to improve in order to meet rising housing demands. 

Product quality
Cork Plastics was established in Ireland in 1969 to design, 
manufacture and supply plastic products for the building 
and agricultural sectors. It has remained a wholly Irish-
owned company and has significantly expanded its capacity 
throughout the years. It has been based in a purpose-built 
facility at Little Island, Cork, since 1999. 
Cork Plastics expanded into the UK market in 1991 with the 
establishment of FloPlast in Sittingbourne, Kent. FloPlast 
Ltd is now a leading manufacturer and supplier of plastic 
building products in the UK. Cork Plastics is currently 
expanding its customer base across mainland Europe. 
A focus on continuous improvement in product quality and 
development, coupled with particular attention to customer 
care and service, has earned Cork Plastics a reputation for 
technical excellence and commercial support, a company 
spokesperson said. The spokesperson continued: “Constant 
review and development of the product range, along with 
the highest operational principles in meeting international 
industrial accreditation (BS EN ISO 9002 standard), ensures 
product excellence and customer satisfaction.”

Cork Plastics has been based at Little Island, Cork, since 1999. 
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Hybrid, weather-
resistant bags
Ecocem describes itself is 
Ireland’s premier producer 
of high performance, 
environmentally-friendly 
bagged cement. A 
spokesperson for the company 
explained: “High performance, 
because Ecocem’s bagged 
cement produces stronger 
and longer lasting concrete; 
environmentally-friendly 
because the materials used 
in Ecocem’s cement have 
a significantly lower carbon 
footprint (approximately 45% 
lower) than traditional bagged 
cements.
“Quality is a priority for 
Ecocem. To further enhance 
product quality, Ecocem now 
packages its bagged cement 
in more durable hybrid, 
weather-resistant bags, which 
in addition to the technical 
and environmental benefits, 
offer customers a greater level 
of protection from the Irish 
weather. Ecocem’s bagged 
cement also has a shelf life 
of six months, which is twice 
as long as ordinary bagged 
cements.”
The spokesperson 
added: “The enhanced 
workability, brighter finish 
and competitive price of 
Ecocem bagged cement 
makes it a product of choice 
for plasterers, brick layers 
and general concrete users 
alike and a product of choice 
across the many working 

COMMERCIAL FEATURE

Ecocem packages its bagged cement in 
hybrid, weather-resistant bags.
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environments Ecocem’s customers operate in, whether that is 
on the farm, on the building site or in the home.”
Ecocem is available in builders merchants across Ireland and 
the UK. 

An emphasis on sustainability
Lagan Products is part of the Lagan Group, founded in 1960. 
Lagan Products constitutes the cement and clay product divisions 
of the group, manufacturing and supplying bulk and bagged 
cement, concrete roof tiles and accessories, clay bricks, chimney 
pots and flue products as well as ready mixed concrete, concrete 
blocks and sand. 
A company spokesperson commented: “Lagan Concrete Roof 
Tiles and Bagged Cement products have earned an enviable 
reputation in the market for their inherent strength and durability. 
They are the preferred building products for builders and 
construction professionals across Ireland as they are easier to 
work with and extremely reliable. 
“The company not only manufactures high quality products, but 
also places an emphasis on sustainability and the environment. 
Lagan Cement’s manufacturing plant in Kinnegad, Westmeath 
has reduced its fossil fuel usage by over 70%, replacing it with 
recycled fuels.”

The plant has also been awarded the ‘Excellent’ rating in the 
BES 6001 certification for responsible sourcing, demonstrating 
the company’s commitment to its supply chain and vision for a 
sustainable and responsible business for the future.

Lagan Cement manufactures and supplies 
bulk and bagged cement.
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The tools sector, both in the power tool and hand tool categories, 
continues to advance in terms of innovation and sophistication. 

Globally, the power tools sector has shown strong growth 
in recent years and is anticipated to perform strongly over 
the next five years (see panel, Global trends in power tools).

Here in Ireland, the tool sector also continues to perform strongly 
in both categories.

New catalogue from Draper
Draper Tools has announced the launch of its new catalogue, 
featuring hundreds of new product lines across a wide range 
of industry sectors.

Established nearly 100 years ago and still family-owned 
and run today, Draper Tools prides itself on being “a brand 
you and your customers can rely on”. With strict quality 
assurance standards and state-of-the-art testing equipment, 
Draper emphasises the quality of the hand and power tools 
in its catalogue. 

Featuring over 11,000 products, the comprehensive range has 
something for every task, according to Draper Tools. All hand 
tools come with the Draper Tools lifetime warranty, offering 
customers complete peace of mind. 

Tool sector prioritises 
quality and innovation

COMMERCIAL FEATURE
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GLOBAL TRENDS IN POWER TOOLS
The global power tools market is expected to garner 
$39,639 million by 2022, registering a compound annual 
growth rate (CAGR) of 5.4% during the forecast period 
2016 to 2022, according to the Power Tools Market Report 
by Allied Market Research. Power tools have diverse 
applications in commercial and residential sectors. The 
revenue of the global power tools market has increased, 
owing to the rising trend of automation enabling enhanced 
returns on investments and cost optimisation.
Globally there has been a shift from corded to cordless 
power tools, such as band saws, crimpers, hammer drills 
and many others, used in applications such as welding, 
sanding, cutting and many others. According to research by 
Grainger Industrial Supply, major power tool manufacturers 
have gained a 5% increase in power tool sales due to 
the introduction of cordless tools. The World Power Tools 
Report forecasts robust growth rate in the cordless electric 
tools sector, with a growth of 8.3% per year. 
The same report forecasts that by 2016 professional 
demand for cordless power tools will outpace consumer 
demand. This statistic compares power tool demand in 
the United States in 2011 and 2016, revealing that the 
professional market for power tools grew to $4.6 billion by 
2016, compared to $3.5 billion in 2011. By comparison, the 
consumer market grew from $2.2 million in 2011 to $27 
million in 2016.

COMMERCIAL FEATURE

Draper Tools has announced the 
launch of its new catalogue.
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Draper Tools says it is firmly committed to 
product range development, which is why 
there are so many new lines included in the 
latest catalogue. Look out for the ‘New’ symbol 
across the catalogue, highlighting some of 
Draper Tools’ latest product launches.

TALAtools consolidates success
TALAtools is one of the most successful 
hand tool brands in Ireland, according to Tucks 
O’Brien, one of Ireland’s premier distributors 
of leading power tool and hand tool brands. A 
Tucks O’Brien spokesperson said: “For more 

than 30 years, our product 
development team have 
dedicated themselves to 
providing excellence in 
TALAtools hand tool products 
for all our customers. 
TALAtools strives to provide 
an extensive range of quality 
and great value hand tools 
to the tradesperson, from 
building and plumbing tools 
to plastering and gardening 
tools. Our products are 
widely available in builders 
merchants and hardware 
stores throughout the island 
of Ireland.”
The TALAtools range is 
constantly growing with more 
new lines added each year. 
The spokesperson added: 
“All TALAtools products are 
manufactured to the highest 
quality standard so you can 
be confident that our tools 
won’t let you down.”

A TALAtools display stand.
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Growth in the ironmongery sector signifies a growth in 
project-driven categories, such as new door and window 
fittings, and upgrades of locks and hinges. With Home 
Renovation spend having reached €1.5 billion by the end 
of July 2017, the market is seeing an increase in residential 
renovations, guided by improving consumer confidence. An 
expanding base of DIYers is also seeing a spurt in demand 
for door hardware and accessories, such as handles, high-
end mechanical locks and durable deadbolts, as revealed 
in the Global Industry Analysts, Inc.’s ‘Builders and Cabinet 
Hardware – a Global Strategic Business Report’. 

New techniques and designs
A growing interest in aesthetically superior and attractive 
fixtures for doors and windows means new opportunities for 
manufacturers, and is resulting in growing changes in production 
techniques and product designs, such as environmentally friendly 
finishes and coatings. Safety is also key, and innovations in 
latch and lockset systems have gained momentum in the global 
market, with growing demand for tamper-proof solutions.
The same report estimates that the global market for 
builders’ and cabinet hardware is projected to exceed $19.4 

Iron-clad sales potential
Ironmongery product sales with UK builders merchants saw a 2.6% 
increase in Q2 2017 from Q1, and a 5.7% increase in value from Q2 2016, 
making it one of the fastest growing product categories in the UK, 
according to the Builders Merchants Building Index. 

COMMERCIAL FEATURE

Ironmongery is a category with strong potential.
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billion by 2022, driven by recovering construction activity 
in most countries (including Ireland) across the world, 
as evidenced by rising investments in residential and 
commercial property construction. 

Corry’s launch category-management system
Despite being one of the hardware categories that enjoys 
higher-margin returns, ironmongery is an area in many 
stores that gets the least attention. A spokesperson for 
Corry’s Ironmongery, outlines the issues: “Historically, 
there have been a number of suppliers who can offer 
some of the required ranges but do not offer a complete 
package. As a result, there may be duplication of products, 
different packaging types in the same section (which may 
not be very appealing aesthetically) and also the hassle of 
dealing with two, three or four suppliers for one product 
range. This can lead to an increase in paperwork resulting 
in additional costs. At Corry’s, we have the solution for 
these problems.

COMMERCIAL FEATURE

Know the relevant standards
There are a number of products which fall under the scope of harmonised standards as per the table below, so 
always ensure any product you are specifying which is to be installed on a fire or escape door and which falls 
under the scope of this standard is CE marked, and has the correct documentation in terms of its Declaration of 
Performance (DoP).

The Guild of Architectural Ironmongers (GAI) provides a site specifically for members to create their own DoPs through 
the technical members’ area. The GAI Technical Guide to the CPR no.5 publication is available on www.gai.org.uk which 
provides further clarification on those standards which are harmonised.

PRODUCT TYPE
BS EN 

NUMBER
USAGE LOCATION

Single axis hinges BS EN 1935 Doors on escape routes and fire/smoke control doors

Door closing devices BS EN 1154 Fire/smoke control doors

Electrically powered hold open 
devices

BS EN 1155 Fire/smoke control doors

Door co-ordinators BS EN 1158 Fire/smoke control doors

Locks and latches BS EN 12209 Fire/smoke control doors

Electromechanical locks and latches BS EN 14846 Fire/smoke control doors

Emergency Exit Hardware BS EN 179 Locked doors on escape routes

Panic Exit Hardware BS EN 1125 Locked doors on escape routes

INTERIORS TRENDS 
AND IRONMONGERY
Research from online sourcing resource Eporta 
carried out by WSGN outlines this year’s key 
interior trends which make interesting reading

from an ironmongery perspective. Key findings 
included the identification of the natural world as a 
big theme, and the blurring of boundaries–residential, 
commercial, inside, outside are less defined as 
separate styles. Materials increasing in popularity 
include velvet and copper – particularly brushed.

View the trends report at  
http://bit.ly/InteriorTrendReport2017-18
(Source: www.gai.org.uk)
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“We have just launched our new colour-coordinated, 
category-management system. This new system ensures 
products are grouped and merchandised into different 
categories that will be easily identifiable to both the store 
staff and consumers. This is particularly important in 
modern hardware stores, where aesthetics and layout are 
viewed as key contributors to a consumer’s behaviour.”
This new system is intended to replace the pull-drawer 
system but, if stores prefer, they can continue to store the 
product in the new packaging in the bins. Where stores 
prefer to move to hanging products, the new packaging 
is designed to maximise the peg-board space available, 
with the provision of different bag sizes to suit the different 
product types, thus maximising return on investment. 
In addition to ironmongery, Corry’s also provides pre-
packed electrical accessories (also colour-coordinated) to 
complement the range. The Corry’s spokesperson added: 
“With this new colour-coordinated, category-management 
system, Corry’s Ironmongery can be your one-stop supplier 
for all your light and heavy prepacked ironmongery and 
prepacked electrical accessories.”

COMMERCIAL FEATURE

Corry’s Ironmongery have launched a new colour co-ordinated category management 
system. This new system ensures products are grouped and merchandised into different 
categories that will be easily identifiable to both the store staff and consumers.
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Technology drives fasteners 
and fixings sector
According to the Industrial 
Fasteners Market report, the 
market is forecast to grow at a 
CAGR of 4.05% during the period 
2017 – 2021, and Global Industry 
Analysts Inc. projects the global 
market to reach $83.8 billion by 
2020, driven by the improvement 
in the global economy, as well 
as growing manufacturing and 
construction sectors. 

The market is poised to benefit from technological 
developments that help to improve fatigue strength of 
fasteners. One emerging trend in the sector is the use of 
plastic fasteners, in place of conventional glass or metallic 
units. Plastic units are growing in popularity thanks to 
technological breakthroughs achieved in composite 
material research and development.
The stringent fuel-efficiency rules and regulations emerging 
worldwide is a significant factor driving the use of plastic 
fasteners, which are produced through injection moulding. 
As a result, we are seeing more manufacturers evolving and 
changing their production methods as pressure grows on them 
to reduce emissions and improve fuel efficiency. 
Another key trend is the emergence of self-clinching fasteners, a 
reliable solution that offers reusable and permanent load-bearing 
threads. In addition, 3D inspection is also emerging as a way to 
eliminate defective fasteners from production units. 

New B2B Webshop 
E-commerce is growing rapidly in Ireland with 35% of orders, 
on average, placed online in 2016 – this is twice the EU 
average – according to Eurostat figures published last  May. 
Tucks Fasteners & Fixings has announced the introduction of 
a new, quick and simple way to place orders online 24/7, at any 
place, using any web-enabled device. 
All Tucks Fasteners & Fixings customers can sign up to the B2B 
Webshop to see real time pricing and stock availability and view an 
array of product images. Tucks Fasteners & Fixings says it can offer 
same-day delivery in Dublin and next-day delivery in the 32 counties 
of Ireland, as well as a consistent availability rate over 97%.
The product range has expanded significantly, according to 
Tucks Fasteners & Fixings, and B2B Webshop users have 
access to European Approved Fixings (ETA) and CE-marked 
products as well as a wide range of high-end quality German 
Spax and Reisser screws. Tucks Fasteners & Fixings B2B 
Webshop also offers an extensive range of extremely high-
quality Wera and Knipex hand tools as well as a new range of 
Norbar Torque Tools and professional DeWalt power tools, well 
known to Tucks Fasteners & Fixings customers for its reliability 
and innovative solutions.

Enhancing service levels
John Murphy (Castlerea) Ltd is continually endeavouring to 
enhance service levels. It is invested heavily in stock (over 
€1.5 million) to ensure availability of all the various sizes and 
ranges in its 35,000ft2 warehouse in Castlerea. As activity 
picks up, service levels will become even more important to 
shops. As long-standing suppliers established in 1992, John 
Murphy (Castlerea) says it is well positioned to offer that quality 
of service to the shops and provides a next day service from 
Castlerea to any location in Ireland.
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The company’s team of experienced 
representitives are well known in the industry 
and are available to provide additional support 
to shops in any location nationwide, a company 
spokesperson said. The spokesperson 
continued: “In addition to the personal touch 
from the reps, we are now delighted to be able 
to offer our customers a B2B online option. 
Merchants will be issued on request with a 
login and password, where they can view 
their prices and process orders. Merchants 
staff can use our ordering app on their PC or, 
alternatively, it can be downloaded to their 

phone. As they walk the store, they can scan 
and order the various fasteners and fixings 
with the app. Once they press submit, the 
order goes straight to the warehouse in 
Castlerea. Excel and PDF copies get emailed 
to the merchant.“
John Murphy (Castlerea) Ltd offer a full range 
of fasteners and fixings. “We can offer very 
good prices as we import in bulk containers 
from the Far East. In addition to the range of 
Allgrip fasteners and fixings, we also represent 
a number of leading brands for various related 
products. These include Heller Drill Bits, 

Paslode, Conmetall Chain and Rope, 
and Conmetall Timber connectors, 
Senco Tools, Thorsman Plugs, Bonus 
Bag prepacks. Allgrip hand tools and 
wire now complement our fastener 
and fixings range. These are retail-
ready and display well in stands. 
Certifications for our products are 
available on request.”

Rawlplug expands its range 
Rawlplug Ireland has expanded its 
range of Stainless Steel Throughbolts 
and launched the Rawlplug HPT11 
A4 Stainless Steel Throughbolts. 
Rawlplug HPT11Throughbolt has 
high performance in cracked and 
non-cracked concrete confirmed by 
ETA Option 1 and can be used in 
applications requiring fire resistance 
up to 120 minutes. Rawlplug HPT11 
Throughbolts are suitable for reduced 
embedment to avoid contact with 
reinforcement, while embedment 
markings help to ensure precise 
installation of the anchor. 
Rawlplug says that its technical 
advisory service provides a complete 
package of technical support, from 
the design stage of a project to 
its completion. Rawlplug’s service 
involves the recommendation of 
an appropriate product taking into 
account the structure, life expectancy, 
location, load applied, and other 
related criteria. 
The company is pleased to check 
the design and specification of any 
product from lightweight fixings 
to heavily loaded safety-critical 
anchors. This ensures that the correct 
specification is written for any product 
and includes the required safety 
factors to ensure that the anchor 
works satisfactorily throughout its 
product life.
The Rawlplug trade range offers 
innovative solutions for both builders 
merchants and DIY stores, with 
colour coding, durable, anti-tamper 
packaging and barcoding for correct 
pricing. The range contains certified 
products with Rawlbolts, Throughbolts 
and Hammer-in Fixings holding 
European Technical Approval. Over 
the last 12 months, Rawlplug reports 
that it added more categories into the 
range to allow retailers replace the 
current bins system in-store.
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Classified Ads
The Official Magazine of Hardware Association Ireland

November/December 2017

Enhanced advertising opportunity for your business
The Hardware Journal Classified Ads

Offering exceptional 
value in two new 
advertising sizes:

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

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

Guaranteed Irish 
Manufacturers
since 1971

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

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

Email: hycraft@eircom.net

ADVERTISING 
ENQUIRIES:
To advertise in The 

Hardware Journal and 
reach the key decision 
makers in the industry 

please contact: 
Jim Copeland at 

01 298 0969 or email

jim@hardwareassociation.ie

Advertisements (text plus logo) can be emailed to: jim@hardwareassociation.ie  
and be prepaid, at least two weeks prior to publication.
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Smart spaces
Rooms available for hire at HAI HQ

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

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

Facilities

Support
When you visit us take the 

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

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

Location
On the city-bound side of the N7, 

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

Junction  5    N7 

From Naas 

From Dublin 

Directions to HAI Head Office 

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

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

screen, all you need is a memory stick.

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

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

 A six-person meeting space with tea/coffee/water 
facilities available. Ideal for a one-to-one meeting 
on the way into or out of Dublin. Alternatively, if 

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

HAI members free of charge.

FREE to HAI members
€50 morning or afternoon 

and €100 full day – non-members

Wireless internet access is available in both spaces as well as plenty of sockets, natural daylight and blinds. 
Lunch is available, if requested in advance (24 hours’ notice) and starts at €4 per person for sandwiches.






