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As I write, the heatwave is entering its third week of 
drenching the country in the warmest summer since 
1976. Whilst the good weather has no doubt improved 
sales of garden and outdoor product in our retailers, 
there are distortions in usual sales at this time of year 
in our agri-suppliers who have seen increased demand 
for animal feed. I’ve also seen some great examples 
of customer service, with ice pops being offered in 
builders’ merchants as well as free sun lotion applications 
– memorable examples of how to attract and retain 
customers by taking advantage of circumstances.
I attended the 6th Global DIY Summit in Barcelona in 
June. It continues to place a global focus on the DIY/
Home Improvement sector whilst identifying case 
studies and developments that we can all learn from. 
In this edition we feature how The Home Depot are 
investing in their business to gain competitive advantage 
– read about it on page 36. Steve Collinge reports on a 
category that could be the difference between business 
in the here and now and preparing customers for the 
future through Home Connectivity. Read about how you 
can get involved in this exciting area on page 20.
Our cover story details the most recent HAI trip abroad 
to Buyer Point in Milan at the beginning of May. 15 HAI 
members – both retailer/merchant and suppliers – went 
on a three-day trip to Milan to visit the Buyer Point show. 
Many had pre-agreed supplier meetings in advance as 
well as walking through the show on the day. Store visits 
were also included along with the incremental benefi t 
of getting to know each other on the trip and sharing 
information and stories in a relaxed environment. Read 
more about the trip on page 32.
It’s that time of year when we start highlighting to 
Government some of our recommendations in our pre-
Budget Submission 2019. With so many aspects to the 
construction of affordable housing to tackle, it’s diffi cult 

to isolate one factor that could have 
a real impact. However, given that a 
VAT reduction kick-started the recovery in 
the tourism sector (and has arguably done its 
job), should the Government not be considering 
rescinding this and re-directing the investment to 
introduce a temporary VAT rate of 9% for the provision, 
construction, renovation and alteration of housing for 
a two-year period? HAI will also be supporting another 
extension of the Home Renovation Incentive scheme, 
as it is due to end by on 31st December this year. Read 
about the other measures we suggest on page 44.
The Grenfell Tower inquiry continues in the UK and 
we look at some of the potential recommendations 
on building product as a result of its deliberations on 
page 40. We continue to look at the impact of online on 
traditional retail set-ups and how the integration of online 
and instore customer experience needs to be front and 
centre. The death knell has not sounded just yet and the 
focus needs to be on the customer journey through your 
brand. Read more on page 27.
We turn our attention to our comprehensive Autumn 
training schedule on page 42, as consistent member 
feedback centres on upskilling and developing staff 
through tailored HAI courses for the industry. We have 
listened and introduced new courses for the Autumn, 
as well as continuing to supply favourites like sales and 
customer service for new staff joining the industry. We 
look forward to seeing you soon.look forward to seeing you soon.

Annemarie Harte
Chief Executive Offi cer – HAI
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Dormole (the privately-owned business that owns Toolbank) 
has increased its investment in the Irish market by purchasing 
100% of the share capital of Tucks O’Brien Ltd (TOB) and Tucks 
Fasteners & Fixings Ltd (QFF) – the leading tools and fi xings 
distributors based in Dublin.
In the short term, there will be no change. Dormole has 
entered into an agreement with the Gardiner Group (the 
previous owners of TOB & QFF) to oversee the development of 
TOB and QFF with support and input from Toolbank. TOB and 
QFF will continue to be Irish businesses with Irish leadership. 
Bob Boxwell will continue as MD of TOB, and Gary Hogan as 
MD of QFF. Toolbank’s Irish business will continue to operate 
as it has done for more than 20 years, under the leadership of 
Regional Director Kevin Carver.
Dormole chairman Andrew Strong commented: “We are proud 
to have developed our business in Ireland with great support 
from our customers, the total commitment of our sales team 
in Ireland and those within our business that support them.  

However, we believe that if we are to continue to grow our 
business, offer our Irish customers the full range of products 
and services we have available, we also need to have access to 
a locally based team and distribution facilities – as we do in all 
other regions.”
“We have always been aware of the tremendous loyalty that 
TOB and QFF receive in the Irish market and whilst we both 
sell some of the same ranges, there are thousands of extra 
products that we can make available to all retailers and builders’ 
providers in Ireland by combining our ranges and resources.”
Paul Duggan – Chairman of the Gardiner Group – said: 
“Dormole’s total commitment to the tools, fi xings and 
hardware trade means they bring more than fi nancial 
investment. We feel sure their support and experience will 
provide us with even greater resources to develop our product 
ranges, marketing and logistics, and enable us to fulfi l our 
ambition of helping all of our customers and suppliers improve 
their business – it’s a really exciting time.”

TOOLBANK TAKE OVER
TUCKS O’BRIEN

Wesfarmers announced at the end of May that it had 
agreed to divest the Homebase business in the United 
Kingdom and Ireland to a company associated with Hilco 
Capital.
Under the terms of the agreement, the buyer acquires all 
Homebase assets, including the Homebase brand, its store 
network, freehold property, property leases and inventory 
for a nominal amount. The 24 Bunnings pilot stores 
will convert to the Homebase brand promptly following 
completion. Wesfarmers will participate in a value share 
mechanism whereby it would be entitled to 20% of any 
equity distributions from the business. This obligation is not 
limited by time, allowing Wesfarmers to participate in any 
profi table divestment of the business in the long-term.
Wesfarmers Managing Director Rob Scott said the 
agreement follows a comprehensive review of the 
Bunnings United Kingdom and Ireland (BUKI) business 
which considered a range of options to improve 
shareholder returns. 
“A divestment under the agreed terms is in the best 

interests of Wesfarmers’ shareholders and will support 
the ongoing reset and repositioning of the Homebase 
business,” Mr Scott said. 
“While the review confi rmed the business is capable 
of returning to profi tability over time, further capital 
investment is necessary to support the turnaround. We 
acknowledge the past six months have been particularly 
challenging for the BUKI management and our team 
members in the UK and Ireland and we thank them 
sincerely for their hard work and commitment. The 
operating performance of the business has improved in 
recent months under the new management team led 
by Damian McGloughlin and he will continue to lead 
Homebase in delivering management’s turnaround plan.”
With the conclusion of the review, Wesfarmers advises 
that it expects to record a loss on disposal of £200 million 
to £230 million in the Group’s 2018 full-year fi nancial 
results, subject to completion and review by Ernst & Young.

Source: InsightDIY.co.uk

WESFARMERS 
ABANDONS 
HOMEBASE UK&IRL
TO HILCO FOR £1
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Ecocem France offi cially opened their new production plant in Dunkirk on 14th 
June – the culmination of almost two years of planning and construction. The 
plant had already started production in May of this year.
The new production plant is located adjacent to ArcelorMittal’s blast furnaces 
in Dunkirk. Preliminary works began in September 2016 with the foundation 
stone being laid at the beginning of 2017. Works completed over an 18-month 
period, following an investment amounting to ¤37 million by Ecocem France, 
which is a joint venture between ArcelorMittal and Ecocem Materials Ltd. 
The initiative will create 26 direct jobs by the end of 2018, expanding to 35 
direct jobs in the longer term. The plant’s activities will also generate indirect 
employment, particularly in the maritime and road logistics sectors.
Donal O’Riain – Managing Director of Ecocem Materials – said: “With this 
new facility, we are doubling our production capacity on French soil and 
strengthening our links with our partner, ArcelorMittal. Thanks to our network 
of sites in Europe and the strategic location of Dunkirk, Ecocem is in a position 
to supply major infrastructure projects, such as those in Greater Paris in the Ile-
de-France region, the Seine-North canal and even those in Northern Europe.”
Eric Niedziela – CEO of ArcelorMittal Atlantique et Lorraine – added: “We 
are delighted about this new stage in our partnership with Ecocem. In 2016 
and 2017, ArcelorMittal invested ¤18.5 million purchasing two granulators 
in Dunkirk so that Ecocem could set up there. Today we are seeing the 
culmination of this effort, which will enable us to add value to our slag in 
relation to a circular economy.”

Sand, gravel and bulk aggregate specialist N&C Enterprises Ltd has begun a four-year fl eet 
restructure programme which will make DAF Trucks their exclusive truck provider. The process has 
begun with the delivery of fi ve DAF CF tractor units and tippers, supplied by DAF Trucks Ireland.
Based in Co. Kildare, the family-owned business manufacture and supply aggregates to locally 
based merchants and builders.
Looking to upgrade their fl eet, the company favoured working with a sole provider, as Director 
Clement Gavin explained: “The idea is to completely restructure our fl eet, replacing current 
vehicles with newer models from just one manufacturer, instead of the many we currently work 
with. We knew we needed the perfect partner to work with us on this and while we spoke to 
several manufacturers, DAF Trucks Ireland came out on top.”
N&C will be replenishing their fl eet of 18 tractors and tippers over a period of four years while 
also expanding the fl eet in that period, after which time they will be running an exclusively DAF 
fl eet, maintained and serviced at DAF Trucks Ireland’s headquarters in Dublin.
Gavin explained their reasons for choosing DAF: “After speaking to DAF Trucks Ireland, my 
business partner Joe and I were confi dent they were the supplier which could offer exactly what 
we needed. Their vehicles are reliable, the dealership is close to our depot, and their excellent 
back-up service is a game changer.”
DAF Trucks Ireland Regional Sales Manager John McCann commented: “We are honoured to 
have been chosen to assist Clement and Joe in this exciting restructure. We look forward to a 
long and fulfi lling business relationship with N&C Enterprises Ltd and wish them all the best with 
their new trucks.”

ECOCEM FRANCE OPENS 
DUNKIRK PLANT

N&C JOIN 
FORCES
WITH DAF

Keystone’s Hi-therm+ Lintel has won ‘Construction Product of the 
Year’ at the 2018 Irish Construction Industry Awards.
Kris Willis – Keystone’s National Sales Manager for Ireland – collected 
the award at the event which took place on Thursday 14th June in the 
Citywest Hotel in Dublin.
The Hi-therm+ lintel offers a low-cost solution to reduced carbon 
emissions and is up to fi ve times more thermally effi cient than a 
standard steel lintel. Keystone has re-engineered its original Hi-therm 
lintel utilising its industry leading ‘top hat’ design to offer even greater 
practicality to builders.
 Willis commented: “At Keystone, we recognise the challenges facing 
builders in relation to thermal performance and sustainability. A fabric-
fi rst solution is preferable for builders – particularly something that is 
easily installed and maintenance-free – and can allow them to meet 
regulations in a cost-effi cient way. The use of Hi-therm+ with its low 
psi value will often negate the need for bolt-on renewables, saving 
money on the overall build. We launched Hi-therm+ in January this 
year and are delighted to have achieved this accolade.”
Since launching in 2014, the Irish Construction Industry Awards 
has established itself as the benchmark for those demonstrating 
excellence and innovation in Ireland’s construction Industry.

HI-THERM+ SCOOPS AWARD
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FLEETWOOD METAL CARE REVAMP

HI-THERM+ SCOOPS AWARD

Fleetwood are upping the ante in the high-performance coating 
industry with a revamp of their Metal Care paint category. 
Fleetwood Paints Metal Shield is now a primer and paint in one, 
with a myriad of colours and fi nishes for all decorating projects – 
ideal for residential and commercial garden furniture. It has been 
formulated specially for interior and exterior metal surfaces such 
as iron pipes, railings, and gates.
With school now out for summer and the weather fi nally picking 
up, consumers are actively looking for ways to create a colourful 
outdoor environment for lazy sunny days at home.
Fleetwood Paints have introduced three new ready-mixed 
colours with a hammered effect, and eight new ready-mixed 
colours with a smooth fi nish. For the more discernible customer 
with a penchant for colour, Metal Shield can be tinted into over 
three million colours from the Fleetwood Tinting system.
Metal Shield comes with a fi ve-year exterior protection 
guarantee, and it can be applied directly to galvanised metal and 
rust with no need for priming.
This innovative product will be one to watch with the DIY 
enthusiasts. Fleetwood Metal Shield is guaranteed to extend 
the lifecycle of a wide range of metal surfaces for all residential 
and commercial decorating projects.
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ENTREPRENEURS TO LIGHT-UP LIMERICK
A major event for existing and potential entrepreneurs called 
‘Taking Care of Business’ is due to take place later this year in 
Limerick.
Launched by Minister of State for Trade, Employment, Business, 
EU Digital Single Market and Data Protection Pat Breen TD, this 
free half-day event will take place on Tuesday 25th September 
2018 in the Radisson Blu Hotel and Spa, Ennis Road, Limerick.
The event is specifi cally targeted at people thinking of starting a 
business as well as small business owners and managers to help 
them:

 Better understand the main regulations that affect them 
so that they can focus on the main task of running their 
business;

 Meet experts from a broad range of public bodies in an 
informal setting; and

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

The half-day event will open at 8.30am. There will be two 
separate strands running at the same time, with presentations 
from State bodies in one area and information stands manned by 
staff from these bodies in a separate area.

The free initiative will bring together more than 25 State bodies, 
agencies and services in one location, and will be an excellent 
opportunity for entrepreneurs, business owners and managers to 
learn about the broad range of advice and support that is available. 
It will also give attendees the chance to communicate with public 
bodies about their business concerns. 
The State offi ces and agencies represented will provide information 
across a wide range of areas, and several representative bodies from 
industry have also come together to support the event and will be 
available to talk to attendees on the day.
Early booking is strongly advised as there are a limited number of 
places available. You may register, free of charge, by visiting 
www.takingcareofbusiness.ie. The website provides full details of 
the event including the running order for presentations and the full 
list of bodies attending.

NEXT GEN CEMENT ON TREND
Demand for Ecocem’s ‘Next Generation’ cement is rising steadily, 
according to the company. The Irish-owned group has grown 
to be the largest producer of low-carbon cement in Europe and 
distributes its ‘Next Generation Cement’ 25kg bags throughout 
Ireland and – since 2015 – exports to the UK.  
Ecocem’s ‘Next Generation Cement’ is an award-winning cement 
which employs technology to minimise the environmental impact 
of concrete, whilst maximising the technical performance of 
concrete. 
In a recently released statement from Ecocem, they state that 
the number of plasterers, bricklayers, paving contractors, ground 
workers and fl ooring specialists using Ecocem 25Kg bags 
continues to rise considerably. The primary reasons for this trend 
are attributed to the main benefi ts noted by the working groups, 
including how the cement produces a concrete which has a whiter, 
smoother fi nish, maintaining longer open times and a greater 
workability, and requiring less admixture.
Ecocem’s bagged cement is fully certifi ed for use within the 
cement standards as well as in the Dept. of Agriculture’s 
standards. It is regularly specifi ed in chemically aggressive 
environments where salts, acids, and/or farm effl uent is present.  
It also signifi cantly reduces effl orescence, the white foam-like 
substance sometimes seen on brick or concrete walls. 
Ecocem’s 25kg bagged cements are packaged in weather-resistant 
hybrid bags, which are more resilient to the effects of weather and 
as such are more appropriate to local weather conditions. 
The company have strived to remain competitive on the price front, 
and Ecocem ‘Next Generation Cement’ is available in builder’s 
merchants and agricultural stores throughout Ireland. The company 
has seen specifi cation and use of Ecocem GGBS cement continue 
to grow in the private sector and in County Councils across Ireland.

list of bodies attending.
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BOSTIK ON 
THEIR BIKE
Bostik have expressed their immense pride at serving as 
Offi cial Partner of the 105th Tour de France which began earlier 
this month on the 7th July.
As part of their collaboration, the riders’ race numbers are 
being held securely in place with an advanced Bostik adhesive 
which has been developed to meet the requirements of the 
Tour and its riders. More than 15,000 race numbers have been 
distributed to over 176 cyclists in 2018. In addition, Bostik-
branded stage guides are fi xed to the competitors’ bikes to 
provide relevant stage data, including altitude differences and 
feed zones, for each rider.
A Bostik team can also be found present at each stage’s 
Departure Village to aid cyclists, spectators and others with all 
their glue and bonding challenges.

A company statement released before the tournament began 
stated: “We feel strongly connected to this unique event 
which brings together advanced technology, innovation, team 
spirit and extraordinary performances. So, after two years as 
an Offi cial Sponsor in 2015 and 2016, Bostik decided in 2017 
to move up a gear. In 2018, we are again a proud Offi cial 
Partner of the Tour de France.”
The Tour de France comprises 21 stages spanning 3,351km. 
The event is due to conclude on the Champs-Élysées in Paris 
on 29th July.

HAPPY HALF-YEAR FOR GRAFTON

Grafton Group saw UK merchanting revenue creep ahead 
by 6.7% for the period 1st January 2018 to 30th June 2018 
compared with the same period a year ago.
In a trading update released on 11th July, the group 
announced that group revenue had risen by 8.6% to £1.45 
bn (six months to 30th June 2017: £1.33 billion) and by 
7.9% in constant currency. Like-for-like Group revenue 
increased by 3.8%.
The improved performance has been put down in part to the 
opening (or planned opening) of a total of eight new Selco 
branches. Selco has undergone huge and rapid growth over 
the last fi ve years, rising from 34 branches in 2014 to 66 by 
the middle of 2018.
Chief Executive Offi cer Gavin Slark said: “We were pleased 
with the Group’s performance in the fi rst half though the 
trading pattern was heavily infl uenced by the weather.  The 
very cold conditions experienced in March and April have 
been followed by a hot and dry May and June which has 
benefi ted a number of businesses, particularly Woodie’s.

“In the UK, the Group’s growth has been infl uenced by 
the Selco store opening programme and the acquisition 
of Leyland SDM in February, where we are pleased 
with progress to date. Our businesses in Ireland and the 
Netherlands continue to perform well. We enter the second 
half well placed to deliver our expectations for the fi nancial 
year.”
Interim Results for the Half Year to 30th June 2018 are due 
to be released on 22nd August 2018.

Source: http://www.buildersmerchantsjournal.net 
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STAKELUM’S STRIKE GOLD
One of the country’s most recent EuroMillions lottery 
winners are members of a 32-person syndicate who 
work at a HAI-member hardware store in Co. Tipperary - 
Stakelum’s Home and Hardware business in Thurles.
The winners scooped a ¤17.4 million bonanza on Tuesday 
5th June, and they claimed their prize in the week following 
the win.
A staff member at the popular hardware and homeware 
shop confi rmed that the Euromillions “was won by a 
syndicate here in Stakelum’s”.
She said there were 32 people in the syndicate – out of 
about 70 staff in total at the company – and would not 
comment any further on who is or isn’t a member.
Each winner will pick up over ¤543,000 for their trouble.
While not initially revealed where exactly the winning ticket 
was sold, it’s understood to have been a local shop in 
Thurles.
Stakelum’s was established in the town in 1960 and has 
been family-run ever since, currently managed by John and 
Pat Stakelum.
The business was formerly close to the town centre but 
moved to an award-winning 70,000 sq. ft. premises at the 
Racecourse Retail Park in Thurles in 2006. Source: Independent.ieNext Generation Airtight Solutions
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Phone: 01 4853634  sales@agroofingandinsulation.ie www.agroofingandinsulation.ie

For Site Demonstrations and Training
Please contact: Dermot Kearns

Mobile 087 0526909

BLOWERPROOF PAINT-ON
Blowerproof is a BBA approved paint on airtight coating and is ideal for any 
permanent solution in achieving your buildings airtightness. This product is widely 
used in Europe in passive houses. It is easy to apply and because of its durability 
and efficiency it has become the product of choice in passive building.
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Cavity stop sock closing the top of the cavityParty wall cavity stop sock

ARC Contract Closers
A thermal cavity closer, closing 
the cavities around window 
and door reveals.

Available to suit flush reveal 
and check reveal.

Available to suit cavity widths 
from 50 to 200mm.

ARC Cavity Stop Socks restrict the spread of smoke and flames 
within external masonry walls, as well as minimising the effect of 
flanking noise pollution at wall junctions. They are manufactured 
from low resin, non-combustible rockfibre mineral wool 
insulation and are sleeved in polythene for on-site protection.
Available to suit cavity widths from 50 to 200mm.

4 HOUR FIRE STOPS

ARC PWCSS ARC CSS

Certificate No CF 5403

ARC CC

Thermal contract closer closing the cavity
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DULUX DIAMOND DELIVERS DURABILITY
Regardless of the size of a project, it’s important to choose the right paint products for the job.
Dulux’s range of trade-specifi c products are specially engineered to give a technically superior 
performance and to enable professionals to use their skill to get the best possible end results. 
Each paint type is available in thousands of colours, helping work towards the perfect fi nish for 
every room.
The Diamond Range from Dulux Trade will help professionals ensure their work lasts as long 
as possible. Dulux Trade Diamond Matt offers unrivalled durability in a classic matt fi nish. Ten 
times tougher than Vinyl Matt, it’s innovative technology protects walls from scrubs, scuffs and 
stains, keeping busy spaces looking good for longer.
Delivering a mid-sheen fi nish, Dulux Trade Diamond Eggshell further offers stain resistance, 
which is especially useful in spaces with high moisture such as kitchens and bathrooms.
Whenever you or your customers need information or advice on their products, talk to the 
people at Dulux Trade – they’ll be more than happy to help. Telephone their Trade Technical 
Advice Centre for literature, help with product specifi cation, and information and guidance on 
their colour-matching services.
Dulux have also promised more exciting news on the Dulux Trade Diamond range coming in 
Autumn 2018.
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Botament® Reactive Waterproofi ng 
With RD 2 The Green 1 a new milestone was reached in construction 
chemicals. The new generation reactive sealant NOW comes as a single 
component as RD1universal, which also sets new benchmarks!

 THINK 
BIG!

THE NEW SHOWER TRAY 
BOTAMENT® LD XXL

NEW!

Up to a maximum size of 1800 x 1200 mm 

www.botament.com
MC- Building Chemicals 
Mueller & Partners
Castleblayney, Co. Monaghan
Contact number 042 9751520

www.botament.com

LOCKS AND HARDWARE’S 
NEW OFFERING
With the recent up-turn in the economy, the team at Locks and Hardware have 
noticed an increase in enquiries for a more traditional look for domestic doors. 
This shift in trends allowed Carlisle Brass the opportunity to create a retail solution 
of offering a traditional mortice knob door pack with a modern twist. With an 
established door pack already on the market, this unique addition to Carlisle Brass’s 
range allows the merchant upselling opportunities in their stores. Since the launch 
in February, the “Ultimate Delamain Door Knob Pack” has been a great success. 
The range has fi ve fi nishes and all packs come with fi re rated, CE-marked hinges 
and tubular latches and deadbolts so it is suitable for both new builds and 
renovations.  

For more information you can contact their sales offi ce on 01 4198778 or visit the 
ultimate door pack website at www.ultimatedoorpack.ie.

established door pack already on the market, this unique addition to Carlisle Brass’s 
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HYGEIA LAUNCHES RESPONSIBLE USE CAMPAIGN
Hygeia Galway – manufacturer and distributor of well-known 
brands such as Mortone, Agroxone and the adjuvant Presto – has 
initiated an information campaign for the responsible use of MCPA 
in 2018. This campaign aims to increase awareness on the correct 
use of these products and the importance of protecting Irish 
waterways.
MCPA is a selective herbicide specifi cally designed to kill weeds 
without harming crops and is a common active ingredient in both 
agricultural and domestic herbicide products. MCPA is widely used 
for controlling the growth of weeds like the Common Soft Rush, 
which has fl ourished in grassland following wet weather periods in 
recent years.
MCPA does not bind to soil particles so it is prone to leaching 
directly into watercourses or via land drains. Once in the water, it 
can take three to four weeks to break down without treatment.
As part of this campaign, Hygeia has commenced a roll-out 
of information packs for customers and will be providing in-
store training and farm demonstrations. Social media and print 
advertising will be utilised to communicate to both end users and 
retailers as well as in-store information such as posters and leafl ets.
“We at Hygeia are committed to MCPA and want this invaluable 
and vital control to be available to Irish farmers for the future. Some 
of the key points to note include respecting the 5-metre buffer 
zone from water courses, not spraying in waterlogged fi elds, 
never fi lling the sprayer from a river, washing out the sprayer and 

disposing of washings by spraying out in the fi eld” says Brendan 
Moran, Head of Regulation at Hygeia.
For more information, contact the team in Hygeia at 091-794 722
or info@hygeia.ie.
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Smart sensor-based operation of 
your VELUX INTEGRA® skylights 
and blinds.INTRODUCING

VELUX ACTIVE
For a smarter, healthier home

Sensor-based ventilation

Smart sensors monitor temperature, 
humidity and CO2 levels, allowing  
VELUX ACTIVE to intuitively open and 
close your VELUX INTEGRA® products.

Easy installation

Designed to be installed quickly and easily 
by homeowners – if you already have 
VELUX INTEGRA® products, the VELUX 
ACTIVE kit comes with everything you 
need to install the system yourself.

Safe and Secure

Tap the departure switch on your way 
out of the house to close your VELUX 
INTEGRA® products. This will leave 
them in a secured ventilation position –  
for security and peace of mind.

Control from your smartphone

The VELUX ACTIVE app means you can 
operate your VELUX INTEGRA® products 
yourself from anywhere in the world – 
putting you in complete control.

Kingfi sher released their Q1 trading update at the end of May, 
with their Q1 like-for-like (LFL) sales down 4.0%, refl ecting 
unusually adverse weather conditions which impacted footfall.
The impact on LFL sales of weather-related categories and 
temporary UK store closures was as follows:

 At Group level around 3% of 4% decline.
 At operating company level: B&Q c.-6% (outdoor products 

and snow-related store closures). Castorama France c.-4% 
(outdoor products) and Screwfi x c.-2% (snow-related store 
closures).

 Still on track to deliver Year 3 strategic milestones of their 
transformation plan.

 Further £40m returned (13.5m shares) year to-date via share 
buyback. Have now returned £500m of c.£600m capital 
return commitment; commencing next £50m of remaining 
£100m.

Véronique Laury, Chief Executive Offi cer, said:
“It was a challenging start to the year with exceptionally harsh 
weather across Europe and weak UK consumer demand. This 
impacted footfall, especially sales of weather-related categories. 
February and March were particularly affected with sales 
improving over the course of April and into May.”
“We are on track to deliver our ONE Kingfi sher strategic 
milestones for the third year in a row and we continue to see 
tangible delivery of our plan. Around 40% of our ranges are now 
unifi ed and continue to be well-received by customers. Sales of 
these ranges, excluding outdoor products, are up, and we expect 
to grow the full year Group gross margin, after clearance costs. 
Meanwhile, we are into the fi nal year of our unifi ed IT platform 
roll out with the Polish element now underway and Brico Dépôt 
France due to start soon.”
“Market conditions continue to be mixed. The UK is uncertain, 
as demonstrated by recent weak retail sales data; France 
is encouraging, but volatile; whilst Poland continues to be 
supportive. We remain confi dent about delivering the business 
and customer benefi ts of our transformation plan, supported by 
the continued hard work and expertise of our colleagues.” 

Source: InsightDIY.co.uk

KINGFISHER AND B&Q 
DOWN IN Q1 2018
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The Saint-Gobain Ireland Technical Academy recently 
announced that it is adding to its existing training portfolio by 
launching a series of nZEB modular courses. Starting this July, 
these innovative nZEB courses will offer those working in 
construction in Ireland a chance to upskill, free of charge, in an 
increasingly regulated area of the construction industry.
The European Energy Performance of Buildings Directive 
Recast (EPBD) requires all new buildings to be nearly Zero 
Energy Buildings (nZEB) by 31st December 2020, with Irish 
Building Regulations enforcing these nZEB requirements in 
2019, ahead of the EPBD deadline. The Directive will require 
all construction professionals to adhere to the nZEB standard 
and undergo upskilling to meet the requirements of the 
sustainable building agenda.
Over the last two years, the Saint-Gobain Technical Academy 
has trained and upskilled over 2,500 industry professionals free 
of charge at its Technical Academy.

Commenting on the nZEB course launch, Brian Dolan – 
Managing Director of Saint-Gobain Construction Products 
Ireland – said: “The next two years will see exceptional 
changes in the upskilling of the construction industry and Saint-
Gobain is dedicated to leading the progression of best practice 
within the sector, particularly when it comes to improving 
energy effi ciency in our built environment.’’
Pat Barry – Chief Executive Offi cer for the Irish Green Building 
Council – added: “Buildings have a signifi cant role in the 
reduction of emissions in Ireland. It is essential that our 
buildings become more energy effi cient.’’
For more details of the course and how to apply visit:
http://www.saint-gobain.ie/technical-academy

HAI President Kieran Burke`s Prize was played for on 
18th May 2018 at Carlow Golf Club, and was kindly 
sponsored by Crown Paints. There was a great 
attendance on a lovely day. President Kieran thanked 
all those for attending, as well as Carlow Golf Club for 
being such excellent hosts. Kieran also commended 
Crown Paints for their many years of support of the 
event, without which these occasions could not take 
place.

HAI PRESIDENT Kieran Burke`s Prize WINNERS - 18th May 2018
Held at Carlow Golf Club and kindly sponsored by Crown Paints 

OVERALL                                 Pts. H/Cap
1st Hugh O`Donnell 36 (9)
2nd Vincent Hyland     35 (18)
3rd Paddy O`Leary    33 (22)

CLASS 1 
1st Tim Lodge          33 (12)
2nd Martin Rowe          33  (7)

CLASS 2 
1st  Micheál McKittrick 32 (18) 
2nd Brian Wogan 30 (21)

CLASS 3 
1st Michael O`Donohoe 30 (22)
2nd Michael Kane     28 (28)

LADIES     
1st Breda Phelan           33  (11)  
2nd Cathy O`Gorman           18  (30)

Back Nine Eddie Kelly       17      
Front Nine Mark Filgate             18   

   New members – Ladies and Gents – are especially welcome. 
   Please contact William Dixon for more details on 086 0708761.    

Clarke Blair of Crown Paints (left) with Hugh O`Donnell, winner of 
the HAI President`s Prize (centre), presented by HAI President Kieran 
Burke (right).

NEARLY ZERO ENERGY 
BUILDING (NZEB) 
TRAINING COURSES 
LAUNCHED

GOLF RESULTS
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CSO RELEASES NEW DWELLINGS REPORT
The Central Statistics Offi ce (CSO) recently released their fi rst 
report on New Dwelling Completions (NDC), a new quarterly 
series on the number of new dwellings built in Ireland since 
2011. The report shows that the number of new dwellings 
built declined from 6,994 in 2011 to 4,575 in 2013 according 
to the New Dwelling Completions series. However, over the 
following four years the number of new dwellings built has 
increased steadily each year to stand at 14,446 in 2017. In the 
fi rst quarter of 2018 there were 3,526 new dwellings built.
However, it should be noted that the CSO’s New Dwelling 
Completions fi gure does not include a full range of activity in 
the housing sector. In particular, there has been a signifi cant 
level of construction output in the student accommodation 
sector in recent years which is not included in this series. 
To improve the quality of data available in the housing sector 
the CSO makes the following recommendations: 

1. Earlier assignment of Eircode to facilitate linking of 
housing datasets from the planning stage to use. 
Currently Eircodes are often assigned after completion of 
the dwelling. 

2. Collection and storage of Eircodes across all Public-Sector 
datasets referred to in the report and in future housing 
data collections, paying particular attention to effective 
collection methods for non-unique addresses.

3. Consider how enforcement of compliance with BER 
requirements could be further strengthened.

4. A continuation of dialogue with users through the 
DHPLG’s Housing Analytics Group (HAG) and other 
relevant groups. Initially to discuss student dwellings 
issue but a range of housing policy topics to be 
discussed. 

These recommendations will lead to better data availability 
for policy-makers in all segments of the housing sector in 
Ireland. The CSO’s NDC report is an important fi rst step in 
providing more insight based on current levels of data availability 
and quality. Further engagement with key stakeholders will be 
essential to agreeing a roadmap for future developments in this 
regard. The full report can be accessed on www.cso.ie.

Source: Central Statistics Offi ce

ARC Building ARC Building Solutions
ARC Cavity Stop Socks - Cavity Fire Barriers for Masonry Walls 

Distributed By: AG Roofing & Insulation Ltd
J F Kennedy Road, John F Kennedy Industrial Estate, Bluebell, Dublin 12. D12KR94
Phone: 01 4853634  sales@agroofingandinsulation.ie www.agroofingandinsulation.ie

Cavity stop sock closing the top of the cavityParty wall cavity stop sock

ARC Contract Closers
A thermal cavity closer, closing 
the cavities around window 
and door reveals.

Available to suit flush reveal 
and check reveal.

Available to suit cavity widths 
from 50 to 200mm.

ARC Cavity Stop Socks restrict the spread of smoke and flames 
within external masonry walls, as well as minimising the effect of 
flanking noise pollution at wall junctions. They are manufactured 
from low resin, non-combustible rockfibre mineral wool 
insulation and are sleeved in polythene for on-site protection.
Available to suit cavity widths from 50 to 200mm.

4 HOUR FIRE STOPS

ARC PWCSS ARC CSS

Certificate No CF 5403

ARC CC

Thermal contract closer closing the cavity

Meet the Team

Head shots

ARC Building Solutions
ARC Building Solutions is an independent manufacturer of solutions for the 

construction industry; preventing heat loss, noise pollution and the spread of fire.

Distributed By: A G Roofing and Insulation Ltd
J F Kennedy Road, John F Kennedy Industrial Estate, Bluebell, Dublin 12. D12KR94
Phone: 01 4853634  sales@agroofingandinsulation.ie www.agroofingandinsulation.ie

Cavity stop sock closing the top of the cavityParty wall cavity stop sock

ARC Contract Closers
A thermal cavity closer, closing 
the cavities around window 
and door reveals.

Available to suit flush reveal 
and check reveal.

Available to suit cavity widths 
from 50 to 200mm.

ARC Cavity Stop Socks
Cavity Fire Barrier for Masonry Walls 

ARC Cavity Stop Socks restrict the spread of smoke and flames 
within external masonry walls, as well as minimising the effect of 
flanking noise pollution at wall junctions. They are manufactured 
from low resin, non-combustible rockfibre mineral wool 
insulation and are sleeved in polythene for on-site protection.
Available to suit cavity widths from 50 to 200mm.

4 HOUR FIRE STOPS

ARC PWCSS ARC CSS

Certificate No CF 5403

ARC CC

Thermal contract closer closing the cavity

Next Generation Airtight Solutions
Blowerproof Liquid Applied Brush-On Airtight Membrane

Why Use Blowerproof Brush-On?
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➢ Breathable
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➢ Value for Money
➢ BBA Certified
➢ Variable Diffusion
➢ Plasterable
➢ Speed of Application 

Where Can I Use Blowerproof Brush-On?
✓ Door and Window Reveals
✓ Floor to Wall Junctions
✓ Wall to Ceiling Junctions
✓ Floor and Wall Penetrations

Where can I Buy Blowerproof Brush-On?
➢ From Your Local Builders Providers
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For Site Demonstrations and Training
Please contact: Dermot Kearns
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A new Dublin branch of the home, garden and 
leisure retailer The Range opened its doors last 
month and let the huge queue of customers in to 
explore the new store.
The store has created 80 full and part-time jobs 
for the North Dublin area of Coolock and is the 
seventh Irish branch. It is the second location to 
open in Dublin following the opening of a store in 
Liffey Valley in May last year.
The retailer offers over 65,000 products across 16 
departments including DIY, Kitchen & Dining, Arts 
& Crafts and Textiles.
The owner and founder of The Range, Chris 
Dawson said: “It was great to have so many eager 
customers queuing for the grand opening. We 
are certain that the jobs we have created will be a 
welcome boost to city and surrounding areas.”
Dawson started The Range as a market stall 
trading across the South West of England.
The fi rst store was opened in 1989 under the 
name CDS (Chris Dawson Superstores) and there 
are now over 155 stores across the UK and Ireland.
The fi rst Irish store opened in Limerick in August 
2016 and there are now seven stores in the 
Republic and a further four in Northern Ireland.

Source: The Irish Sun

AG Roofi ng and Insulation are enjoying continued success with two new 
product ranges. BlowerProof liquid applied airtight membrane provides 
seamless airtight solutions for masonry walls, roofs and fl oors. Suitable 
for both new build and retro fi t projects, it provides time and cost saving 
solutions for long lasting airtight seals, not requiring primers or tapes. 
BlowerProof can be applied to a wide range of substrates, sand and 
cement render, block or brick, plasterboard, timber, insulation, steel and 
plaster. There are two types of liquid available: a brush-on to seal wall to 
fl oor junctions, wall to ceiling junctions, window and door reveals and 
small penetrations, and a liquid spray-on or roll-on for airtight sealing 
of large areas. It can also be applied as a radon barrier on concrete sub 
fl oors. ARC Cavity Stop Socks provide fi re stopping and acoustic solutions 
achieving compliance with building regulations. ARC Cavity stop socks also 
comply with Technical Guidance Document B Fire and Technical Guidance 
Document E Sound. The party wall cavity stop sock is a wider fi re barrier 
covering the total thickness of the party wall. The cavity width should be 
measured prior to ordering materials as it is not uncommon to fi nd the 
cavity a little wider than expected. Cavity stop socks are compression fi tted 
between block and block or block and brick construction. Dermot Kearns 
– Head of Sales and Technical Support at AG Roofi ng and Insulation – said: 
“BlowerProof is one of those products that you have to try out to believe. 
It solves so many problems and it is so user friendly.” With regard to the 
ARC Cavity Stop Socks, he added: “Noise pollution and fi re stopping can 
now be achieved with one product.” He also noted that if the cavity is not 
closed it will affect the overall thermal performance of the cavity wall.

Both BlowerProof and ARC Cavity Stop Socks are available through local 
builders providers nationwide.

7TH STORE 
OPENING FOR 
THE RANGE

AG DRIVE FIRE 
PROOFING AND 
INSULATION

The objective of a new technology is to achieve noticeable 
and demonstrable changes without altering a product‘s 
previous positive properties. Botament have married traditional 
techniques with state-of-the-art technology with the aim of 
creating indisputable added value, and the result is Botament’s 
new Airfl ow Technology.
Based on natural resources, the new additives of the 
Airfl ow Technology can boast of several positive effects. 
The resistance of the tile adhesive is clearly reduced during 
application, which makes applying the adhesive smooth and 
the overall process easier. This is due to the uniform structure 
of the starting materials, which – acting just like stacked 
spheres – effect a soft rolling-off. This characteristic, however, 
is the direct opposite to another important feature required of 
a thin-bed mortar – stability. Another raw material, applied as a 

second step following the application of the thin-bed mortar, 
now fi lls the empty spaces between the spheres, producing 
an anti-slip surface, which increases stability thanks to its 
rough micro structure, thereby surpassing mandatory standard 
requirements. The difference to the previous product becomes 
apparent when mixing the product with the stated amount of 
water now required. Airfl ow Technology can now be found 
in Botament’s M21 Classic, their new M21 HP which has 
been tried and tested as a system in conjunction with the 
BOTAMENT® AE Sealant and Decoupling Membrane, as well 
as their Multistar® and Multistone® product ranges. 

BOTAMENT GO
WITH THE FLOW
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Tech giant Google has launched its smart speakers in Ireland.
Google Home and Home Mini are now available to Irish 
consumers, making this the fi fth country in which the devices 
have gone on sale. Spain and Austria have also been added to 
the list of countries that has put the speaker on sale.
The speakers are powered by the company’s voice activated 
Google Assistant, allowing users to check their calendar, get 
weather information, look up recipes, or play music with a few 
voice commands.

Local fl avour
The launch in Ireland means the speakers are getting some 
local fl avour. Ask Google “what’s the craic?” and you’ll get one 
of three answers (for now) or discuss the “grand stretch” in 
the evening.
The move increases the competition with Amazon, which got 
a head start on the tech giant by launching its Echo devices in 
Ireland at the end of January.

Like the Echo, the smart speaker is activated with a “hot” 
phrase - in this case, “Ok Google” or “Hey Google”, and 
can control smart home devices that are compatible with its 
system.
Google Home and Home Mini cost ¤149 and ¤59 respectively 
and will be available in retail stores such as Harvey Norman, 
Power City, DID and Expert, along with Google’s online store.
The devices are available in three colours – chalk, deep 
charcoal and coral – to cover different users’ preferences.
“We see the home as a special place,” said Google Home 
user experience lead Tríona Butler. “We don’t want to bring 
more black boxes into people’s homes.”
The company said it did not monetise Google Assistant, or 
have ads on the platform. However, it did not explicitly rule 
out any future moves, saying only that it had nothing further to 
share at this time.

Source: The Irish Times

IRELAND GETS GOOGLE 
SPEAKERS

TECHNICAL BENEFITS
• Stronger - increases in strength over longer period 

resulting in stronger concrete 
• More Durable – highly resistant to attack from chemicals 

including, salts, chloride, waste water and farm effluent
• Longer open times – extended workability and ease of use
 

ARCHITECTURAL BENEFITS
• Brighter colour and smoother finish – aesthetically 

superior with high quality finish
• Reduced efflorescence –naturally supresses the causes of 

white patches on brick or concrete
 

COMMERCIAL BENEFITS
• Weather resistance bag – hybrid bag which is more 

appropriate to the local weather conditions 
• Price competitive - premium product in the same price 

category as other bagged cements 
 

ENVIRONMENTAL BENEFITS
• Low carbon cement – carbon footprint approximately 

50% lower than a traditional bag of cement

USE NEXT GENERATION CEMENT TODAY!
TO FIND OUT MORE CALL  +353 (0)1 678 1800 OR VISIT www.ecocem.ie
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Let’s face some uncomfortable truths, big-box DIY retailing 
has probably had its day. There will not be any new, 
monster-sized Home Improvement warehouses built in 
Ireland and the UK, and without doubt, we will see a further 
contraction of the leading ‘shed’ retailers. Since 2014, 
B&Q and Homebase have closed 165 stores across the 
UK and Ireland and with the future of Homebase hanging 
precariously in the balance, we can be certain of more store 
closures to come.
With the largest generation of humans that ever existed just 
about to reach prime home and garden spending age, the impact 
of the millennials will further transform the industry in ways 
we probably haven’t even considered yet, and whether you’re 
a supplier or retailer/merchant, the digital disruption of your 
business models is inevitable.
One thing is for certain, doing the same thing year after year and 
hoping it’s going to deliver the same or better returns or – even 
worse – sticking our heads in the sand and doing nothing will 
guarantee one thing; a slow and painful decline in both sales and 
profi t.

Retailers doing the same thing is what I see every time I enter 
leading Home Improvement stores and garden centres. Yes, 
there are sometimes new products available, (although far fewer 
in recent years) and yes, every year there’s new point-of-sale and 
merchandising, but there are no game-changers, nothing in my 
view that’s going to save the industry from a slow and painful 
decline.
If you don’t agree, take a look at the products featured in any 
B&Q, Bunnings or Wickes door-drop brochures, TV adverts 
or the homepages of their websites. Take a good look at the 
promotional ends currently featured in stores, during what is 
the peak period of the year and what do you fi nd? The same old 
stuff that was there last year and the year before and ten years 
ago. Give yourself time to watch some old Do It All, Texas, B&Q, 
Great Mills and Focus TV adverts on YouTube from 30 years ago 
and you’ll see it’s the same old stuff, every year. It’s genuinely 
alarming how the industry has not progressed during that time.
So, are we as manufacturers and retailers of DIY and Garden 
products ultimately doomed? Is our industry having to face the 
fact that our consumers of the future will be predominantly 

Steve Collinge writes about Home Connectivity - who’s behind the
times and who’s on the pulse of the next big thing in the UK.

You’ve got 12 months 
and the clock’s ticking...

July/August 2018
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generation renters, buying a few home improvement bits and 
bobs every now again through one-hour delivery from Amazon 
and at the weekend renting power tools, BBQs and garden 
furniture they simply don’t have the space to store anyway?
Well, yes that is the future and if you’re not already thinking and 
planning how you as a brand are going to tackle that challenge, 
I suggest you wake up and take a look outside, because the 
tsunami of change is already seeping underneath your door.
So, what options do we have? What choices can we make today 
to prepare our brands and future-proof our companies and staff?
The answer is creative innovation, game-changing, new category 
innovation. An exciting new category that has the potential to 
change the entire perception of a retailer’s brand, attract new 
younger millennial customers into store and reinforce existing 
customers views that Home Improvement retailers are the place 
to go for the latest trends, ideas and quite simply interesting new 
stuff.
We’ve been searching for some time for the game-changer, the 
innovation in the home or garden category that creates so much 
interest that consumers simply have to come to stores to see it, 
play with it and test it out. Something so popular that the retailers’ 
social media accounts creak under the weight of the engagement 
and conversation.
We’ve been searching high and low and fi nally, ladies and 
gentlemen, I can announce that I think we’ve damn well found it.
We looked to the US and studied the one company that can 
claim probably more than any other that ‘Imitation is the sincerest 
form of fl attery’. B&Q, Brico, Castorama, Bunnings in Australia, 
Builders Warehouse in South Africa and many other global 
big-box DIY retailers only exist because they copied The Home 
Depot’s model in the US. And when I say copied, I mean copied 
EVERYTHING, from the look and feel of the warehouses, to the 
ranging, the systems, how the staff dress, even the stupid aprons 
and even more stupid badges.
But here’s a really interesting point – in the last fi ve years, I think 
we’ve stopped watching and copying The Home Depot - and 
why is that? Have we learnt everything we need to know and no 
longer need to learn from other businesses or has the intensity 
of our own, all-consuming navel gazing made us blind to what’s 
happening outside of our own islands.

In the last fi ve years The Home Depot has been relentlessly 
searching for the same thing. The category game changer that 
will guarantee their future as a retailer and in the process, change 
the perception of them in the eyes of their existing customers and 
attract a whole new generation of consumers through their doors.
And the answer is the Smart or Connected Home Category.
We’ve recently seen the ‘Smart Home in-store portal’ in Home 
Depot– a front of store promotional end showcasing the full range 
of connected home products available, including products from 
brands such as Google, Amazon, Philips, Nest, Ring, Samsung, 
Sengled, ecobee4, Vine, Schlage, WeMo and Wink.
The concept is unique because it brings all the products together 
and effectively introduces them as a total ‘Smart Home’ category 
solution to consumers. Every product is live and can be played 
with and every touch and every interaction made by shoppers is 
tracked, analysed and fed back to the retailer.
Although something of an obvious opportunity, this presents a 
real challenge to UK retailers, who often seem to struggle to see 
past their historical, functional, product-led approach to buying, 
merchandising, store layouts and promotion. When categories 
such as Connected Home come along that span several different 
product areas and buyers, they are simply not set up to execute 
this effectively, often lacking the category knowledge, expertise 
or simply structure to make good and quick decisions.
This is further complicated by the many and growing number 
of brands in the connected home category using different 
technologies/platforms, making it diffi cult for retailers to present 
the total solution. This often leads to brand-specifi c or individual 
product displays appearing in different locations around the store, 
watering down and removing the opportunity to range extend and 
cross-sell into new high-ticket product areas.
This category is still in its infancy, although globally it’s growing 
rapidly and will without question be the largest, fastest growing 
and most valuable home related category of the future. Think 
the internet of things and how in time every digital item in your 
home, from your lights, TV’s, white goods, alarms, plug sockets, 
broadband, heating, fans, boiler, burglar alarms, door bells and 
locks, showers, electric car and of course your phones will be 
connected, and you’ll be able to simply and easily communicate 
with them all through one voice activated device.

Home Connectivity

July/August 2018
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It’s the reason why a new ‘space race’ is taking place on Earth 
today between Apple, Amazon and Google to own our homes 
of the future. It’s why Amazon paid £720m for Ring – the video 
doorbell company in March, and why we’ll see signifi cant 
investment in this category for many, many years into the future.
However, the interesting point is that Amazon, Google and 
less so Apple, all need retailer outlets and support to get these 
products in front of as many potential customers as possible, as 
quickly as possible. With so many of these products being new to 
consumers, we’re not content to just look at pictures online, we 
want to touch, feel and play with the items and that’s where stores 
play an absolutely vital role.
The company behind this innovative, category approach to the 
Connected Home is Outform, a UK based ‘experience, innovation 
agency’ who for the fi rst time have allowed all the smart products 
to be integrated onto one single interactive digital display.
Some of the UK’s largest retailers have already recognised the 
opportunity and have taken steps to ‘own’ and become famous 
for the Smart Home category, both from a supplier and consumer 
perspective. The fi rst movers are John Lewis, Curry’s PC World 
and before their untimely demise Maplins.
We understand the Home Depot trial of the Smart Home in-store 
portal has been so successful, it’s now being rolled out across 
many more stores and other retailers in the US have cottoned-on 
and are moving quickly to join the race - Bed Bath & Beyond have 
decided they want a piece of the action.
It’s interesting to see that here, Woodies have moved into the 
category in recent months, offering a range of well merchandised 
products including Philips Smart Lighting, the Irish-made smart 
thermostat ‘hub controller’ and TP-link, a Chinese manufacturer of 
home security cameras. The category is now available in 25 of their 
stores, is available to buy through Click’n’Collect and is located next 
to electrical, with some great looking and helpful point of sale.
However, in the UK, with John Lewis and Curry’s/PC World 
riding off into the sunset with the gold, where are our Home 
Improvement retailers in this Smart Home race? B&Q have 
embraced it in some categories such as locks, alarms and CCTV 
cameras, predominantly due to the great work done by Yale and 
if you look hard enough in the plumbing category you might fi nd 
a picture of Nest product hidden away by some central heating 
chemicals. Wickes and Homebase dip their toes into smart alarms 
and CCTV systems, but a consumer facing smart home solution, 
do me a favour.

In reality, the Home Improvement retailers, whose very name 
tells you what they sell, are nowhere - no category solution, 
no education process, no reason to visit the store, nothing to 
advertise or promote that these products are available, they’re 
not even currently in the game. Correction, they don’t even 
know when the game is on and they’ve forgotten their trainers. 
The retailers who have owned Home Improvement for over 30 
years have missed the boat and unless they do something in the 
next 12 months, will not even be part of the consumer selection 
process when this category really takes off.
Owning and becoming famous for a new category like this is 
critical and provides an opportunity so signifi cant that I believe 
it genuinely could be a life-saver. Just imagine for a moment a 
TV advert from B&Q or Wickes showcasing these products to a 
population of millennials hungry for new, cool Smart Home stuff. 
Come and see live products and play with them, with trained 
staff on hand and all wrapped up into a gold standard home 
installation service – a step too far? What do you think?
So, fancy a piece of the action? I think you’ve got 12 months 
maximum and the clock is ticking.

This article has been reprinted by kind permission of Steve Collinge. Steve 
is Managing Director at Insight Retail Group Ltd and Executive Editor 
of Insight DIY in the UK, as well as a speaker at the recent Hardware 
Conference.
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New Members

As the voice of the Irish hardware industry we commit to offering 
your business the member benefits needed to keep your retail/
merchant, supplier or manufacturing business thriving. 

Protecting You:
- Employment Law & HR
- Health & Safety
- Hardware retail & builders merchant insurance

Managing Your Money:
- Card processing rates and Electronic Point of Sale (ePOS) 
- Cash-in-transit offer
- Debt collection advisory service
- Credit insurance and credit risk management support

Cutting Your Costs:
- Fuel card offer
- License-free music

Moving You Forward:
- Trade Journal
- Trade Show
- Study Tours
- Conference
- E-learning and online training resource
- Sector specific classroom training
- Industry specific online retailing advice
- Hardware retail and builders merchant management development
- Supplier B2B sales management training
- Business Index of net retail sales

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

hardwareassociation.ie

How can HAI Membership help you?

Membership 
built for you

Budget Building Products Ltd
Majuka Cottage,
Sparrow Road,
Dunlavin, Co. Wicklow
Ph: 045 394444 
Contact: Keith Whelan
Business: Power Tool & Hand Tool 
Retailer

Bob Fitzgerald Hardware
28-30 O`Connell Street,
Clonmel,
Co. Tipperary
Ph: 052 6122564
Contact: Willie Morrissey
Business: Hardware & DIY Store

Costello`s Hardware
9 Patrick`s Street,
Dun Laoghaire,
Co. Dublin
Ph: 01 2800874
Contact: Michael Costello
Business: Hardware & DIY Store

Expert Hardware (Head Offi ce)
Unit A2 Centrepoint Business Park,
Oak Road,
Dublin 12
Ph: 01 5240686
Contact: Gerry Fallon
Business: Buying & Marketing Group

Partel Ltd
17 Claregalway,
Corporate Park,
Claregalway, Co. Galway
Ph: 087 9051920
Contact: Hugh Whiriskey
Business: Distributors of High-
Performance Building Supplies

Finsa Forest Products Ltd
Scarriff,
Co. Clare
Ph: 061 921038
Contact: Padraig Carroll
Business: Manufacturer of Solutions
in Wood

HAI IS DELIGHTED TO WELCOME 
ITS NEWEST MEMBERS
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The HPC Group is one of Ireland’s largest privately-owned 
independent builders merchants groups, with thirteen branches 
currently operating nationwide. Eight of these trade as TJ 
O’Mahony, including the latest Timber and Panel Products 
division just recently opened. The other locations are Ballymount, 
Kilshane, Glasnevin, Navan, Arklow, Cahir, Gort and Oranmore. 
The network also consists of a PH Ross’s Plumbing and Heating 
division at Hanlon’s Corner, Cabra, and the newly- opened 
Plumbing and Heating store in JFK Drive, Bluebell. The ensemble 
is then completed by C+D Providers, Wexford, and McCarthy’s 
Hardware in Prosperous, Kildare. Expansion is the plat du jour, 
with little sign of the group’s appetite being satisfi ed anytime 
soon.

The HPC Team
In total, HPC employs over 260 full-time and part-time staff, and 
the goal of not only attracting but developing and retaining the 
best staff is a fundamental part of HPC’s approach to business. 
For Dennis, one of the key implementations since taking over as 
MD was the establishing of the HPC Academy, with the objective 

of nurturing existing talent into a learning environment where 
the current staff have ongoing opportunities of up skilling, and 
where new recruits plug into a continuous program of learning 
which will provide them with necessary learning tools, from 
helpful tips to a more formal program of learning. Dennis stresses 
that the academy carries signifi cant importance if the group 
wishes to sustain its future growth plans. “The key objectives 
of the academy are simple,” explains Dennis. “Identify any 
skills shortage in the group and then focus on the upskilling of 
both existing and newer additions to the team to address that 
shortage.”
It’s clear that HPC value its staff as their most important asset, 
and Dennis speaks passionately about
the progressive approach demonstrated by the group.
“Traditionally, our industry was seen very much as a male 
dominated one, and so it was particularly encouraging to see such 
strong female leadership at our recent management conference 
in Galway, notably from the contribution of our Head of Marketing 
Cath Orr, our Group Stock Manager Karen Kendrick, and our most 
recent addition Aine Mulvey (Store Manager in PH Ross).”

The HPC Group is constantly expanding its family of stores, with 13 
branches nationwide to-date. The Hardware Journal spoke to

Managing Director Dennis O’Connor about diversity in the industry,
AMBA, and the key to developing staff.

Growth and Stability

July/August 2018
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Customer Experience
When presented with the typical run-of-the-mill questions on 
the traditional breakdown between trade/DIY, cash and credit, 
Dennis brushes away the question with steely confi dence. 
Rather than focus on the boring nuts and bolts, he indicates a 
preference to discuss HPC’s confi dence in promoting the best 
product for the job – not necessarily the best price.
“In HPC we put a huge emphasis on trying to understand our 
customers’ needs and wants, from products to services. It is 
hugely important that we have the agility to best serve what the 
customer wants,” he states.
“The tradesperson by-and-large takes huge pride in the quality 
of work they are delivering for their clients. Sometimes, as 
merchants, we mistake what the customers want as only being 
a cheap price and rue the opportunity to showcase a better 
product, a better way of delivering a better fi nish, all because 
we thought the tradesperson or the DIY customer wanted a 
cheaper price. I feel the onus is upon us as a merchant to at 
least present the better option and deliver the understanding 
and conviction as to why the better product should be 
considered for the project. If we deliver on this, we will play our 
part in ensuring what is built today will be sustainable for many 
years to come.”
When it comes to current customer trends, few are better 
placed to comment than a group with such a broad branch 
network spanning a near-full spectrum of building supplies and 
hardware products.
Dennis has observed solid growth in engineered or solid 
fl ooring. That said, laminate fl ooring in general – and the better-
quality laminates in particular – remain hugely important. “Now 
that there’s a little more in the budget, people are starting to 
look for the better fl oor in the so called
‘good room’,” he offers. “Sustainability, certifi cation, and the 
environment are all hugely infl uential in the customer’s decision-
making process.”

In the Trade sector, the group has witnessed a big swing away 
from the cheaper alternatives in the plywood market, with 
Dennis stating that their sales team is equipped with a swatch 
of plywood and Smartply options that they can show the 
customer at point of sale. “And when the customers get to see 
the quality variation, they tend to go with the better option,” he 
explains.
The recent fi ne weather has been responsible in no small part 
to increased performance in certain product categories, such 
as external paint sales, decking, and hard landscaping products 
such as paving, fencing, and mulch among others.

AMBA
Dennis sees the group’s affi liation with Allied Merchants Buying 
Association (AMBA) as among the most important decisions 
taken by HPC.
HPC’s Managing Director is also one of the founding members 
of AMBA, with HPC joining Graham’s of Monaghan, Ganley’s 
of Athlone, Morris’s of Waterford and Joyce’s of Galway to 
create the association. Dennis is currently the association’s 
Chairperson. AMBA has 15 members with an annual spend of 
over ¤250m in building materials, plumbing and heating goods, 
and timber products.
“We see our association with Allied Merchants as being one of 
the best decisions we made in the Group. The Group is set up 
for what a member needs in these highly competitive times, 
with a great sense of comradery amongst the members,” 
enthuses Dennis.
“It’s the members that make the buying decisions, each 
member is represented on the category management team 
and, as a result, the suppliers selected are right for the group 
– not only in fi nancial terms but also in a growing sustainable 
manner.”

Social Media
Dennis describes the group’s social media platform as being 
decent, with weekly developments being implemented to help 
progress their social and online platforms. With 13 branches 
each displaying their own identity and product ranges, the 
company has thus far opted against a unifi ed HPC social media 
brand. The branches do have their own respective accounts, 
with TJ O’Mahony’s in Arklow having accumulated and 
impressive 3,000 plus likes. However, the social media frontier 
is a little further down the list of priorities for the time being. 
“One of the frailties I currently see – not only in our 
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industry but also in other industries – is too much of an 
effort from companies to be too many things to too many 
people. Companies are straddling themselves across so many 
platforms and yet are failing to answer the phone, listen, 
engage with the customer, and follow-up
afterwards.”
“Don’t get me wrong,” Dennis continues, “it is something that 
cannot be ignored. It is and will be a huge driver of business, 
but our philosophy is quite simple: Until we can do something 
great, let’s not do it.”
On the theme of engaging with customers, the HPC Group’s 
philosophy expands further into the local communities where 
their stores are located. They sponsor several sporting clubs, 
along with a number of school’s teams right across the country 
through their branch network.
Last year, the group announced a two-year partnership with 

Focus Ireland, during which the company aims to support the 
charity in challenging the root causes of homelessness and 
changing the lives of those with whom they work. The group’s 
extensive branch network is seen as a key tool in the efforts to 
raise as much money as possible to donate to such a worthy 
cause.

What the future holds
HPC has a continuous group development program 
incorporating upgrades to existing stores along with the 
constant and targeted opening of new ones. Recent activity 
to this end includes the opening of a new PH Ross Plumbing 
& Heating store on JFK drive off the Naas Road, Dublin. The 
company also completed a remodelling of their Cahir store 
in Tipperary, with the planning process currently underway 
regarding their Ballymount store.
When talk shifts to the outlook for hardware retailing in 
general, Dennis solidifi es his upbeat tone.
“I think the outlook has to be hugely positive for our industry, 
notwithstanding there could be a few external factors that 
could disrupt momentum. Within HPC we try and focus on the 
parts that we can control, continuing to build an even more 
sustainable business model, picking our steps carefully and 
delivering on the bottom line, and always with room for a little 
fun along the way!”
While HPC have good cause for optimism, however, others 
are feeling the strain of a two-tier economic recovery. When it 
comes to the key to survival in a challenging industry, Dennis 
offers: “I think the key is being interested in your customer’s 
projects and being agile enough to change should the need 
arise. I am in the industry over 28 years and in that time, I’ve 
come to feel that those two traits are key to surviving the 
downs – not just in the past but also in the future.”

July/August 2018
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Online Retail

Retail Battleground
The Customer Experience Exchange for Retail (CX Exchange Retail) 

recently published a report chronicling the various attitudes and 
approaches to retail from some of the biggest names in the game. 
The Hardware Journal has selected the best bits for our readers.

In this fi ercely competitive and fi ckle market of retail, customers 
are easily led into competition. Customer demands are constantly 
evolving, and this won’t slow down anytime soon. To combat this, 
retailers have been managing digital transformation, seamless 
Omni channel experiences and embedding the Voice of the 
Customer into their customer journey, as well as rethinking their 
instore experience.
Companies know that millennials are disrupting the market, 
and 2018 is seeing a huge shakeup of digital technology within 
CX strategy, with AI, Chatbots, Virtual Fitting Rooms and 
sophisticated apps at the forefront of investment. The trouble 
is, there are few companies who have effectively harnessed the 
technology truly effectively, although Retail is pioneering the way.
The challenge of delivering a seamless experience across 
touchpoints has also never been more prevalent, with experiences 
needing to be fl awlessly executed instore, online, and on an app.
In the CX report, Andrew Ashby - Director of Customer 
Operations, SCREWFIX – weighed in with some interesting 
insights surrounding disruptive technology.
“Keeping up to speed with the changes and leveraging the 
benefi ts of new disruptive technologies before your competitors 
is massive challenge for all of us,” he said.
Ashby went on to highlight the importance of bringing in 
customers to help each other through new platforms. “It’s more 
about that community piece, rather than you being the sole 
provider of the information,” he explained.
“Brands have really gotten on board with disruptive technology 
and are using it to infl uence the customer experience, matching 
technology with human interaction to their benefi t. And the 
challenge is fi guring out how to pick the right piece of technology, 
and how to fi t it into traditional ways of adopting new technology 
through a large organisation. Big brands are doing that very well.”
Bartek Lechowski – Customer Experience Director, IKEA 
– explained how the Swedish giant goes about creating that 
fl awless end-to-end customer journey.
“I have rather a controversial view on the fl awless end-to-
end customer experience,” he begins. “I think that it should 
be an ultimate goal, of course, to have our customers not be 
disappointed. I think that sometimes a little fl aw is quite good, and 
it’s actually quite desired.”
He acknowledges “that the long route across the store is going 
to be painful” but focuses more on various pick-me-ups – like a 
mid-point restaurant – to help alleviate some of the size-related 
necessary inconveniences in-store.
When it comes to disruptive technology, Lechowski 
acknowledges the major impact that tech has had and continues 
to have on people’s day-to-day lives.

“For me, what is the most important with technology is to never 
forget that there is a customer on the other side, and we tend to 
make it a little bit too complicated at times.”
“I think the technology is going to have a major change, but it all 
should be based on the customer, and I think that we’re going to 
go through the phase of experimentation right now. We’re trying 
a lot of different technologies, like partnering with Apple for some 
virtual reality projects. But at the end, it will be up to the customer 
to verify whether this will make sense or not.”
Helen Baynes – Head of Premium Customer Strategy, NET-A-
PORTER – speaks about the power of data, and the responsibility to 
avoid getting lost therein, at the expense of good customer service.
“Well, the current topic of conversation is really about the power 
of data, and data insight,” she explains. “It’s about the challenges 
around getting real value out of data, and without dehumanising the 
experience. And I think the two are really closely interlinked. There 
is a lot to be harnessed from data insight, but only when the story 
is told from a customer insight perspective.”
Her opinion leans toward striking the balance between the two, 
delivering value from an experience perspective.
Observing the onset of disruptive technology, an impact on the future 
of customer strategy is inevitable, according to Baynes.
“I believe that customer strategy is being impacted by very rapidly 
changing expectations of everybody across the board, and our 
ability to keep up with the change of everything that’s going around 
instantly. There’s so much disruption going on that is affecting 
everybody, in terms of lifestyle. It’s not just about how they’re 
consuming luxury products – the impact of increased convenience 
and speed affects expectations across the board.”

To read the full report, visit 
www.customerexperienceexchangeretail.iqpc.co.uk
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Gearing up for the future
Driving into Whiteriver Group (WRG)’s headquarters outside 
the Co. Louth town of Dunleer, I’m struck by how tidy and 
organised the yard is. Brian Wogan, the company founder, 
explained that when he started the business in 1997 one of 
his founding philosophies was to be “just that little bit better”. 
It’s clear that Brian has that theme running through the whole 
premises as the offi ces are equally ship-shape, modern, and 
minimalist, having benefi tted from a signifi cant investment over 
the last couple of years.

This simple philosophy has seen WRG become the largest 
distributor in Ireland of interior wood-based products; their core 
products include laminate fl ooring, engineered fl ooring, internal 
doors, mouldings and composite decking. WRG is now jointly 
managed by Brian’s sons, Bernard & Iain Wogan. The company 

is now split into two divisions and operates from two locations: 
Whiteriver – based in Dunleer – distributes laminate fl ooring, 
engineered fl ooring, mouldings and composite decking, and 
Seadec – based in Ferbane, Co. Offaly – distributes doors and 
mouldings.

Product
Peter Ryan, WRG’s Product Manager, explains that their product 
range continues to evolve and that the company is always 
exploring new products, ideas and ways to display their product 
ranges. For Autumn 2018, they will be launching a new Seadec 
Door, Whiteriver Laminate and Whiteriver Engineered brochure. 
These follow the recent successful launch of their new 
composite decking brochure which was very well received at 
Bloom (Ireland’s largest garden festival), where Whiteriver had a 
large composite decking display.

HAI CEO Annemarie Harte travelled to Whiteriver Group’s HQ
in Louth where the team showcased their investments

and vision for years to come.

Whiteriver fl ooring
the competition

July/August 2018
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Trends in the market see increased demand for laminate 
fl ooring and in particular long plank laminates. Whiteriver 
now have 120 laminates to choose from. During 2018 they 
launched a new range of fl ooring profi les which provides a 
nearest colour referenced match for all their laminates. This 
has simplifi ed the sales process signifi cantly for merchants 
that have adopted this range.
Engineered fl ooring sales are now clearly focused on the mid 
to higher-end market segment and they are seeing continued 
strong demand for white/grey/beige toned fl oors. Interest 
in herringbones remain strong but plank sales remain the 
dominant choice.
Seadec Business Manager Declan Gorman says that door 
sales continue to be dominated by the growth of white 
primed doors and mouldings which allow the consumer the 
opportunity to custom pick the exact colour fi nish they want. 
They will be launching a new range of white primed designs 
in the Autumn. Oak and walnut continue to hold a sizeable 
market share and are being regularly combined with white 
primed mouldings.
The projected growth in house building will bring increased 
demand for materials in the market which is a challenge they 
say they are ready for. Bernard Wogan explains that lead times 
for fl oors could be as much as three months, so they always 
aim to carry more stock than necessary.

Marketing
A recent upgrade to their website www.wrg.ie now provides 
an easy to navigate platform and has seen a large increase in 
use. They are fi nding that the combination of strong brochures 
and the website are providing many sales enquiries for their    
builders’ merchant customers.
Despite the rise in internet-based consumer sales, Iain still 
sees bricks and mortar-based retailers as being the champions 
of selling their product range. While consumers will use 
the internet to research the product, Iain still fi nds that they 
will want to touch and feel the product. To support their 
customers, they recently completed three days of training 
where over 50 customers received a one-day intensive training 
course on fl ooring and composite decking.
WRG are always happy to work with customers to improve 
their presentation and product knowledge. 
An impressive new showroom has been constructed on-
site where customers can send clients to view the most 
comprehensive range of fl ooring that you will fi nd in Ireland. 
Whiteriver Group can help you with your store layout 
planning to ensure your sales are maximised. Iain stated the 
most important thing for consumers is to create a relaxed 
well-organised showroom complete with clear labelling, as 
purchasing a fl oor is very much an informed decision.

 

Investment
Bernard Wogan explains that Whiteriver has always reinvested 
to ensure their team and company have the very best facilities. 
Their two biggest areas of investment are in facilities and 
marketing. As well as the refurbishment of the HQ in Dunleer, 
construction on a new warehouse and loading area for Seadec 
in Ferbane is also about to start. Whiteriver Group currently 
have more than 115,000 sq.ft. of warehousing – in addition 
to this, they also store fast moving lines with their transport 
partner Johnston Logistics.  
 
Bernard says that their new offi ces, showroom and increase 
in warehousing space are the foundation for continued 
growth over the next ten years, and they are committed to 
continuous investment to meet the demands of a growing 
market. He believes that WRG consistently strive to offer the 
best products and supporting marketing material and this has 
played a major factor in the company’s success. He was also 
quick to say that this is a work in progress. From viewing their 
extensive warehousing, it is also apparent that they back their 
product and marketing offering up with large stock holdings. 
Bernard informed me that the company hold more than ¤6 
million in stock.

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



Our Publication

 Wholly owned, managed and published by Hardware 
Association Ireland (HAI).

 All levels of the supply chain represented, including 
national and international companies, multi-branch chains 
and smaller independent hardware businesses within our 
membership ranks.

What You Get When You Advertise in 
The Hardware Journal

 A circulation incorporating owner-managers, senior buyers 
and key decision-makers across the entire sector.

 Quality of the business, feature and technical articles in The 
Hardware Journal – coupled with the up-to-date news and 
product information – sets it apart.

 Regular supplements showcasing quality trade and lifestyle 
imagery as well as inspirational editorial.

 A publication delivered on time, every time!

 An identical online version, with current and all back-issues 
permanently accessible (www.thehardwarejournal.ie). 
Downloadable in seconds and accessed in page-turner 
format, with hyperlinks to take you from article to relevant 
web page at the click of a button.

Targeted & Relevant Circulation

 Highly targeted and relevant readership.

 Interconnectivity of readers and Hardware Association 
Ireland provides unparalleled networking opportunities.

 The Hardware Journal has no equal, as it is the offi cial 
publication of Hardware Association Ireland (HAI).

Support Reinvested

Your support of The Hardware Journal allows Hardware 
Association Ireland to invest in increased services and benefi ts 
for members and the sector:

 Effective representation
 Education
 Market intelligence
 Networking opportunities such as The Hardware 

Conference and The Hardware Show

Be at the Front of the Line

 Have your products front and centre of the industry’s go-to 
publication dedicated to continued and future innovative 
and sector-lead content and development, such as 
dedicated supplements and investment in sector  specifi c 
research.

 Why not put your Building Material products forward 
for the “New Building Materials Supplement” in the 
September/October issue?

 Contact Jim Copeland by calling 01 2980969 or 
by emailing jim@hardwareassociation.ie today 
to book your double-page spread, a unique 
opportunity not to be missed.
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80th Anniversary

Founded on principles
In 1973 B&G was founded, and the company immediately 
established itself as a trade-only supplier to the DIY Industry.
The “Trade Only” principle has remained at the core of B&G’s 
business for the last 45 years and – as strong today as ever 
before – that principle continues to drive the company’s product 
innovation and customer relationship philosophy in this digital age.

At the heart of the business is the team of highly-experienced 
and dedicated DIY and Hardware experts. 
“The ways of servicing our customers are constantly evolving, 
the need for innovation has never been stronger with such a 
variety of purchase options open to consumers, we are moving 
ever closer to our customers,” says Tom Cleary, CEO.

New product pipeline
Central to B&G’s strategy is the New Products sourcing team, 
using a wealth of experience and knowledge to combine 
marketing trends, procurement, logistics, sales, and customer 
service into one seamless offer.
As part of their long-term procurement strategy, B&G have 
invested in developing unique and long-term relationships with 
suppliers throughout the world.

“These relationships have helped us reap dividends, by ensuring 
trusted, consistent supply, being fi rst to market ranges, and by 
realising customised packaging designs. These days, anyone 
with a smart phone has the ability to source product globally. 
It’s the quality of product, consistency of supply and the price 
points they pay that make the difference in the market place,” 
according to Adrian Carolan, Procurement Director. 

The digital opportunity
Locally, it is the digital challenge that the team have tackled 
head-on. B&G recently launched a trade-only ecommerce 
website www.bghome.ie. The site is fully integrated into their 
enterprise management software, which has allowed customers 
to seamlessly order online, view their pricelists and execute 
accounts transactions. The new website is only one part of a 
string of recent innovations and investments.

Marketing innovations: 
With recent successful launches of LED back-lit mirrors, new 
and expanded ranges of Indoors, and a pipeline of trend-based 
bathroom solutions at the ready, Marketing Manager Michael 

Maher personifi es the positivity that comes from strong 
client growth: 
“Innovation in product, in systems and in service is the name 
of the game. The customers are responding, and they are 
more involved in our business, so it’s a win-win for us all.”  

Total Business Transformation – making it easier 
for their customers
“Our innovation starts from the outside in, with the customer 
fi rst. That’s the part that keeps us on our toes,” says Patrick 
Maher – Financial Director at B&G.
Patrick isn’t a fan of all the buzz words that go with the digital 
age but believes B&G’s innovation begins with continual 
systems innovation. What B&G are doing today is as close an 
example of true digital business transformation that you are 
likely to see.
Patrick continues: “We started with the simple question ‘how 
can we make doing business with B&G easier?’”
As well as the ecommerce project, the B&G team has studied 
and implemented LEAN thinking. B&G is now set for the next 
phase of its development, building on the strong foundations 
set 45 years ago to take the company to 2023 and beyond.
“2023 is a landmark year – by then B&G will be 50 years 
servicing its trade-only customers,” explains Patrick.

Process, innovation 
and evolution

As HAI marks its 80th anniversary this year, The Hardware Journal continues a 
fascinating journey exploring the wonderful milestones reached by the association’s 

members. In this issue, we congratulate B&G on 45 years in business.

(L to R): Adrian Carolan, Procurement Director / Michael Maher, 
Marketing Manager / Patrick Maher, Financial Director / 
Tom Cleary, CEO.
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In early May HAI’s Annemarie Harte and Aoife Kinsella brought
a group of member buyers and merchants to receive a warm

“Benvenuto!” at Buyer Point in Milan. 

Buyer Point 2018

Buyer Point

Buyer Point, which took place at East End Studios in Milan in 
May this year, is an annual trade show that focuses on matching 
buyers with suppliers and manufacturers in the Italian market 
through a series of one-to-one meetings (speed networking). 
2018 had a specifi c focus on the Irish market (represented and 
promoted by HAI). Here’s how the group got on over the three 
days. 

Tuesday
The trip got off to a bumpy start with the last-minute cancellation 
of our fl ight to Milan. Masterfully, the Buyer Point team leapt 
into action and managed to secure 18 seats on a full fl ight to 
Nice later that morning. Our Irish convoy of HAI member buyers 
(single and multi-branch) and suppliers enjoyed the scenic route 
to Milan through the winding coastal stretch through Nice and 
past Monaco. We then received a warm Italian welcome on 
Tuesday evening at Buyer Point’s launch dinner. 

Wednesday – HAI at Buyer Point
HAI proudly fl ew Ireland’s colours at Buyer Point with a stand 
adorned with Irish shamrocks, balloons and lapel pins courtesy 
of Tourismo Irlandese (Tourism Ireland) and stocked with 
information about the Irish Hardware industry. Buyer Point had 
an impressive line-up of Italian and international manufacturers 
and suppliers across a range of sectors including garden, home 
and DIY. Exhibits included displays of safety wear, power tools, 
colourful garden furniture, interior furnishings and more. A sharp 
contrast of colour was seen from exhibit to exhibit, with home 
décor products next to industrial equipment.

This year’s Irish focus at Buyer Point brought interested Italian 
suppliers and manufacturers to the HAI stand who were looking 
for information about the Irish market and for opportunities to 
introduce their products to interested Irish buyers. 

A list of the suppliers who visited the HAI stand (and who are 
looking for Irish merchants interested in diversifying their product 
range) is available on the next page. 

“Speed Dating”
Buyer Point brought together more than 200 international and 
Italian specialist buyers in Europe’s DIY-home improvement and 
garden industries, celebrating itself as “Europe’s biggest speed-
dating event”, including some of our own visitors who spent the 
day in scheduled meetings in search of new product ideas and 
inspiration for their stores.
Feedback from the Irish visitors about the show was mixed, 
although they were very happy with the networking opportunity 
it brought. 

Thursday – Store Visits
The fi nal day of our Italian visit was spent visiting some of the 
country’s top hardware/DIY stores. 
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Ottimax
First stop was Ottimax, which prides itself as “the fi rst point 
of reference in distribution, wholesale and retail sales of quality 
technical products” in the Italian market. The store, located on 
the outskirts of Milan, comprises two fl oors, with the ground 
fl oor housing all things hardware, including power tools and 
accessories, and other displays like lighting fi xtures and timber 
products. The second fl oor is home to larger scale, project-based 
displays, including tiles, door and window fi xtures, plumbing, and 
a small garden furniture section. 
Staff were on hand to answer any queries and many staff on the 
fl oor were seen in deep discussion with customers about their 
requirements, and their order desk boasted “2,000 models of 
window doors ready for delivery”, indicating the range of choice 
available to customers. 

Leroy Merlin
Next stop was one of Milan’s Leroy Merlin stores. The store 
we visited, according to our tour guide Carlo, is one of Italy’s 
biggest at nearly 12,000sqm.  Leroy Merlin’s business focuses 
on six main sectors: DIY, building, gardening, sanitary equipment, 
renewable energy, and home décor, all of which were evenly 
dispersed around the store. On arrival we were greeted by a very 
impressive lighting display, closely followed by part of their home 
décor section, dedicated mostly to picture frames and other 
furnishings. 
The rest of the store comprised a decent selection of bathroom 
and kitchen displays, paint and other home décor products, 
garden furniture and accessories, and other softer home 
products like kitchenware and accessories. 

Hobby Market
After a generous lunch and a tour of some stunning Italian 
architecture we made it to our fi nal stop, receiving a warm Italian 
welcome at Hobby Market Canevisio, part of the FDT group. 
The store manager himself offi cially welcomed the Irish convoy 
to the store and wished us well on our visit. It presented a 
smaller format than the fi rst two stores, but the range including 
hardware and power tools, paints and décor, gardening, timber, 
building materials, and more. 
Overall the trip was enjoyed by all. The buyers enjoyed the 
chance to meet with European suppliers and manufacturers and 
get new product and store ideas. The highlight of the trip for all, 
however, was the networking. It was a unique opportunity for 
industry peers to get together in a relaxed environment, to share 
experiences and build new and existing relationships.
Finally, a big “Grazie Mille” to Carlo, Marco, Valentina and 
everyone else in the Buyer Point team for their hospitality 
throughout the trip.

Comments:

“The show was well organised but the suppliers 
may not be relevant for all participants”

“Great opportunity to meet with people from the 
industry. And I enjoyed the one-to-one meeting with 
suppliers. It was a good starting point for me in 
trying to diversify.”

“Again I thought this was a good way of getting 
fellow professionals and suppliers together. The 
opportunities we had in sharing our thoughts 
and experience was excellent. The trip itself was 
very well organised and we were made feel very 
welcome by the Buyer Point staff.”

“Another example of the HAI offering us an 
opportunity to sourcing opportunities outside our 
market as well as good networking”



34

Buyer Point

July/August 2018

HAI was provided with product catalogues and other information by some of the above suppliers.
If you would like access to any of this material please contact Aoife at aoife@hardwareassociation.ie.

Aimont
www.aimont.com 
Products: Work Shoes
Contact: Emanuele Fogagnolo – 
Emanuele.fogagnolo@aimont.com

Arcansas s.r.l.
www.arcansas.com 
Products: PVC, aluminium and steel profi les 
(doors and fl oors)
Contact: Federico Scriattoli – federico@
arcansas.it

Aref s.r.l. – Further info available
www.aref.it 
Products: Link chains and steel
Contact: Ing. Andrea Ratti – 
andrea.ratti@aref.it
Gianfranco Arrigoni – 
Gianfranco.arrigoni@aref.it

Arexons S.p.A.
www.arexons.com 
Products: Maintenance products (fuel 
additives, cleaning equipment)
Contact: Paolo Bulgarini – 
paolo.bulgarini@pli-petronas.com

Bettini International SRL – Further info 
available
www.bettini.info 
Products: Steel products (Roofi ng systems, 
bird guards, balcony rails)
Contact: Elena Ronchetti – 
commerciale@bettini.info

CO.ME S.r.L.
www.come.it 
Products: Masonry and painters’ tools
Contact: Simone Cecchin – 
simone@come.it

Compa Tech. s.r.l – Further info available
www.comapsaw.com 
Products: Mitre saws and woodworking 
machinery
Contact: Fabrizio Pasini – 
info@compasaw.com

DECA S.p.A.
www.decaweld.com 
Products: Welding products and battery 
chargers
Contact: Simone Lorenzetti – 
simone.lorenzetti@decaweld.com

Farmet New srl
www.farmetnew.com 
Products: Garden Décor
Contact: Ing. Roberto Piccione – 
farmet@farmetnew.com

Fighter – Further info available
Products: Work Shoes
Contact: Daniele Vissani – 
info@fi ghterworstland.com

Grupa Topex
www.grupatopex.com 
Products: Power Tools and accessories
Contact: Jakub Jeska –
j.jeska@grupatopex.com

Hakjbiji Glass
www.hakbiji.nl 
Products: Homeware, glass products
Contact: Stefano Scevola – 
scevola@hakbiji.nl

Helios Italia S.R.L.
www.helios-group.com 
Products: Anti-Hail netting
Contact: Primoz Smrekar – 
smrekar@helioitalia.it

Igap S.p.A.
www.igap.it
Products: Outdoor furniture
Contact: Barbara Makovcová – 
barbara@grandsoleilspa.it

IPIERRE SYSTEM srl
www.ipierre.eu 
Products: Garden and Irrigation
Contact: Andrea Marchini – 
andrea.marchini@ipierre.eu

LAVORWASH S.p.A. – Further info 
available
www.lavorwash.com 
www.lavorpro.com 
Products: Cleaning products, equipment
Contact: Claudio Marchetti – 
claudio@lavorwash.it

Montecolino s.p.a.
www.montecolino.com 
Products: Home furnishings (carpets)
Contact: Nico Fontana – 
nico.fontana@montecolino.net

Odibi srl – Further info available
www.odibi.it 
Products: Work and Safety wear
Contact: Christina Martinetto – 
christina.martinetto@odibi.it

Sined Technology
www.sinedtechnology.com 
Products: Outdoor furniture
Contact: Denis Gottifredi – 
denis@sinedtechnology.com

Tavola S.p.A
www.tavola.it 
Products: Car maintenance
Contact:Lorenzo Liverani – 
Lorenzo.liverani@tavola.it 

Telwin S.p.A
www.telwin.com 
Products: Welding products and battery 
chargers
Contact: Silvia Spillere

Volpato Industrie
www.volpatoindustrie.it
Products: Furniture accessories
Contact: Giovanni Chisini – 
gchisini@volpatoindustrie.it

Zippo Italia s.r.l.
www.zippo.it
Products: Lighters, outdoor accessories
Contact: Giuseppe Romei – romei@zippo.it

BUYER POINT SUPPLIERS AND
MANUFACTURERS SEEKING
IRISH SUPPLIERS
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Annemarie Harte travelled to Barcelona to represent HAI and
The Hardware Journal at the 6th annual Global DIY Summit.

6th Global DIY Summit

This year I attended the 6th Global DIY Summit in Barcelona 
between the 12th and 14th June. This was my third time 
attending and – as a media partner to the Summit – The 
Hardware Journal receives free registration as well as the 
opportunity to display copies of our magazine to delegates. 
It proves a popular choice and extends our reach into 
Europe and the globe with news and information about the 
Irish market. This year’s Summit theme was “DIY NEXT 
– Reinventing our industry”, and over the two days of 
the formal programme, delegates heard presentations on 
digital platforms as new business models worldwide, UK 
and global political and economic forecasts, how a company 
should start its own digital transformation, new kinds of 
cooperation between suppliers and retailers, and an overview 
of home improvement stores around the world. The general 
perception of the global economy was positive and most of 
the speakers forecast more innovation and growth to come in 
the near future.
One of the highlights on the fi rst day was the Head of 
Strategic Business Development at The Home Depot (HD), 
Matt Schweickert, with his impressive keynote “Home 

Improvement in the Age of Retail Disruption”. Matt has 
overall responsibility for the formulation, planning and 
execution of HD’s corporate strategy. Although granted 
the Irish online retail environment is not anywhere near 
as advanced as our cousins in the US, Matt believes the 
continually evolving landscape will result in only a handful of 
regularly-shopped retailers. Retail however shouldn’t ditch the 
store despite all the hype about its pending death to online.

*Newsfl ash* Research from the US has shown that 
millennials love retail but that their behaviour has shifted from 
previous generations – what may once have been 12 regular 
committed store visits has decreased to nine. So, consumers 
are being more selective based on an improved customer 
experience. What does that look like?

1. Improved delivery – ignore click and collect at your peril.
2. Seamless checkout process – self-service, easy 

process.
3. Personalised experience – tailored content.

36

Global DIY Summit
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Home Depot must continue to keep pace with the changing 
environment. Those that don’t evolve become extinct. 
Schweickwert asserts that the Home Improvement playbook 
that worked four years ago, will not work for the next four 
plus years (see fi gure 1). HD is committed to meeting 
customers’ expectations and engaging with them seamlessly 
across all channels. Their commitment is shown in their 
increased investment in this area - over the next three years, 
HD will nearly double their investment to position itself for the 
future (see fi gure 2).

HD’s fi ve strategic avenues (see fi gure 3) will drive future 
company growth and include:

1. Stores – drive greater convenience and speed for 
customers.

2. Employees (Associates) – maintain a competitive and 
agile workforce.

3. Product & Innovation – maintain position as number one 
retailer in product authority.

4. Trade (Pro) & Services – deliver one integrated approach 
for their trade customers.

5. Supply Chain & Delivery – offer fastest and most 
effi cient delivery in home improvement.

Global DIY Summit

The Home Improvement book that worked 4 years ago...will not work for the next 4+ years

Siloed, disperate and often confl icting
customer experiences across channels

Integrated, scalable technology systems are
essential for a truly “Interconnected Experience” 

Figure 1

Our Retail “Playbook” Has Evolved Too
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Global DIY Summit

Convergent evolution in retail is driving a more tailored, customer-centric strategy

Figure 2

Convergent Evolution in Retail
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While our goals expand and our initiatives evolve, our strategic framework stays the same

Figure 3

The Home Depot Strategic Framework

STRATEGIES

Our strategic initiatives will drive company growth

INTERCONNECTED EXPERIENCE
Create the best interconnected experience

• Continue Experience Harmonisation (Stores & Online)
• Improve Personalisation
• Enhance Website Ease-Of-Use (User Experience)

Figure 4

One Home Depot Strategic Initiatives
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Connect Associates to Customer Needs
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Connect Experience: Store to Online, Online to Store

Innovate Our Business Model and Value Chain
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Deliver 
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2020

~$115.5B - $120.4B
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~14.4% - 15.0%
Op Margin
>40% ROIC



www.Wexhibition.co.ukElements is an exhibition for furniture suppliers 
covering components, fixtures and fittings, decors and 
finishings taking place alongside the W Exhibition.

Co-located with

@W_Exhibition

Visit the national  joinery and 
furniture manufacturing show
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The 14th June saw the world mark one year since the Grenfell 
tragedy, when a devastating fi re broke out in the 24-storey 
Grenfell Tower block of public housing fl ats in North Kensington, 
West London, taking the lives of 72 people.
In the UK, the Independent Review of Building Regulations 
launched following the Grenfell Tower fi re has demanded radical 
regulatory reform of how buildings are designed, built and 
maintained, with the government committing to seek advice on 
how best to ensure “meaningful” change.
Dame Judith Hackitt, who has chaired the independent 
review, set out several key areas for reform that she believes are 
needed to tackle an overly complex system of regulations that 
lacked clarity around who is responsible for buildings and their 
vital systems such as heating and cooling. 
Overhauls are also required on ensuring the safety of products 
and materials used as part of the construction process, the 
review added.
Dame Judith said she was now urging industry leaders across 
construction supply to step forward and work with government 
on realising how changes can be made – building on work 
undertaken during the review to identify areas of concern in the 
construction sector.

Key recommendations in the fi ndings include introducing a 
new regulator to ensure a “less prescriptive, outcomes-based 
approach” for safety. Dame Judith’s fi ndings supported improved 
clarity over those responsible for the safety of buildings and their 
systems during design and construction, as well as when they are 
occupied.
The introduction of a “more rigorous and transparent product 
testing regime” and more responsible marketing were set out in 
the review as other major changes that should be introduced.
Dame Judith said she was calling on the construction industry to 
take leadership and establish an oversight body to ensure stronger 
competence in all aspects of building work.
Industry body British Engineering Services Association (BESA) said 
it also welcomed the fi ndings of the independent review and its 
conclusions on tackling systematic problems within construction, 
as opposed to focusing on a specifi c technical concern.
Association Chief Executive David Frise said the construction 
industry needed to move forward with a new approach to 
regulation focused on the entire lifecycle of a building. He backed 
a specifi c focus on the issues of competence and compliance.
Mr Frise added: “Dame Judith’s team spotted right at the 
start that it was not the building regulations themselves, but 

On the one-year anniversary of the Grenfell Tower fi re, governments and 
the construction industry have combined to contribute reports aimed at 
preventing such a tragedy from happening again.

Grenfell 
Anniversary

Grenfell Report
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how they were applied and enforced that allowed a culture to 
develop, which led to the Grenfell tragedy. Banning cladding 
would not move that issue forward – it was the way in which the 
refurbishment of the tower was managed and delivered, as a 
whole, that should face scrutiny.”
BESA noted that the review warned of another major systematic 
failing in the occurrence of construction work that begins before 
building control signs off a design or is too far into work to 
introduce recommended fi re safety features. A perceived lack of 
meaningful penalties for such infringements was viewed by BESA 
as further setting back building quality.

The CPA response
The Construction Products Association (CPA) welcomed the 
publication of Dame Judith Hackitt’s review. The CPA was very 
involved in the fi ndings of the Review and were asked to Chair 
Working Group 3: Regulations and Guidance, and also contribute 
to Working Sub-Group 1 & 2: Golden Thread, as well as Working 
Group 6: Quality Assurance and Products.
Dr Diana Montgomery – CPA Chief Executive – said: “The 
Independent Review led by Dame Judith Hackitt has outlined 
the clear responsibilities necessary to ensure a disaster like this 
can never happen again. The CPA fully supports the Review’s 
recommendations and looks forward to continuing our work 
with government, our members and the construction industry to 
roll out the implementation programme.”
Peter Caplehorn – CPA Deputy Chief Executive and Chair of 
the Review’s Regulations and Guidance Working Group – 
added: “This is an important chance for the entire construction 
industry to show we are ready for an overhaul of how high-rise, 
high-risk buildings are designed and built, and ultimately how 
we are held to account. Any reforms which can provide greater 
clarity on how buildings meet safety requirements and the 
technical attributes of the products that go into them, are much 
needed. Furthermore, the recommendations’ emphasis on 
creating a digital record of a construction project will go a long 
way to addressing the impact of product substitution and value 
engineering, quality of training and poor installations.”

Recommendations of the report include:
• Focus: the Review focused its recommendations on 

buildings where there is a high level of risk to human 
safety in the event of the building being dangerous or 
catching fi re. The primary focus is on high rise residential 
accommodation, but the Review also notes there are other 
types of buildings where there are risks due to people 
sleeping overnight, such as hospitals and residential care 
homes. It proposes a new regulatory regime to cover these 
buildings.

• New regulatory framework: this will aim to ensure both that 
designs are safe and that what was designed and specifi ed 
is actually built, with limited scope to change this, and any 
changes to the agreed brief requiring approval. This will 
apply to both new build and major refurbishment projects.

• Duty Holder: this will create a requirement for a named 
individual to be responsible for ensuring building safety 
during every phase of the lifecycle of a building, from design 
through to management whilst it is occupied, with clear 
points of transition for the handing over of responsibilities 
between the designer, contractor and owner.

  • Construction Product Safety: this makes proposals for a 
tighter testing regime, the disclosure of test data and more 
information about products, and a requirement for the 
regular retesting of construction products to ensure safety. 
How this should be delivered remains open, including the 
possibility responsibility could be given to the Offi ce of 
Product Safety.

At Home in Ireland
Following a meeting of Cabinet on 6th June, Minister for Housing, 
Planning and Local Government Eoghan Murphy and Minister for 
Housing and Urban Development Damien English published the 
report “Fire Safety in Ireland - Report of Fire Safety Task Force”.
In the immediate aftermath of the Grenfell Tower fi re, Minister 
Murphy directed that initial attention focus on two areas which 
appeared connected with the fi re – high-rise buildings and 
multi-storey, multi-unit social housing – and the Task Force was 
requested to oversee work on both.  Initially, work focussed on 
the factors seen as likely to have contributed to the tragedy and 
surveys were undertaken across the country to establish if the 
circumstances which led to the disastrous event in London were 
present in Ireland.
The report contains conclusions under several headings including 
Fire Fatalities in Ireland; The Systems Approach to Fire Safety; 
Local Authority Fire Services; Legislative Responsibility for Fire 
Safety; Fire Safety in Dwellings, including multi-storey, multi-
unit social housing; and Fire Safety in Medium and High-Rise 
Buildings. 
Following a review of 842 identifi ed medium-to-high-rise 
buildings, and more detailed fi re safety assessments in 226 of 
these, several of which are still ongoing, the combination of 
contributory factors which appear to have existed in Grenfell 
Tower do not appear to be present in medium to high-rise 
buildings in Ireland.

With reporting from Dept of Housing, Planning and Local Government, 
www.constructionproducts.org.uk, and www.racplus.com

Grenfell Report

Apartments block standards in Ireland have been deemed acceptable for the 
most part.
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2018 brings us some new trainers and new courses. 
Thanks to the feedback of our members we have extended 

our training schedule with new trainers and new topics.
Here’s an overview of our newest additions to our training schedule. 

HAI Autumn Training 2018

July/August 2018

NEW: Essential Selling Skills – 
Advanced B2B Selling Skills 

Trainer: Frank O’Toole   Course Duration: Two Days 

This intensive two-day course is ideal for developing B2B 
sales reps looking to refresh their skills, or to any senior 
managers looking for a more structured approach to their 
sales process. 
The course uses theory, group discussion and video-based 
training exercises to cover the entire selling process from 
prospecting customers in their store, to securing the sales 
meeting, to closing the fi nal sale.

NEW: Merchandising Techniques 

Trainer: Keith Harford   Course Duration: One Day 

Merchandising is an integral part of every retail business 
and its importance to the sector continues to grow. This 
one-day workshop is designed to give hardware store 
owners the skills to give their store the competitive edge 
through visual merchandising techniques and strategies 
that will make their customers stop, look and buy.

NEW: Workshops on Wood 
Flooring  
Trainer: John McCabe   Course Duration: One Day 

Product knowledge is key to any hardware retailer or 
merchant. To support this need among our members and 
the hardware industry we have launched workshops on 
wood fl ooring products, installation and maintenance so 
your staff have the right information to give to end users.
 

• Introductory Workshop on Wood Flooring
 This one-day introductory workshop will equip 

hardware retail or builders merchant staff with 
the product knowledge they need to effectively 
and confi dently sell wood fl ooring products to 
end users and trade customers. 

• Advanced Workshop on Wood Flooring
 This workshop is a direct follow-on from the 

Introductory course and goes into more detail 
on aspects of wood fl ooring such as safety, 
installations, effects of moisture etc. By the end 
of the workshop delegates will become the “go-
to” person in their business for all things wood 
fl ooring. 

NEW: Telephone Sales Training 
(B2B)
Trainer: Frank O’Toole   Course Duration: One Day

This course is designed for hardware suppliers who are 
looking to improve their rapport with customers over the 
phone. It equips participants with the skills to control 
inbound and outbound calls and helps them recognise 
opportunities in cross-selling and upselling. 

NEW: Manual Handling
Trainer: Colm Coughlan   Course Duration: Half Day

Manual Handling training is designed to give participants 
the knowledge to conduct all manual handling tasks in a 
safe manner to prevent injury. This half-day course complies 
with Health and Safety legislation as well as informing 
participants of the benefi ts of good manual handling. 
Participants are trained in the most up to date manual 
handling practices which, if used correctly, may help 
prevent a back injury. 
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HAI is pleased to launch its Autumn 2018 classroom training schedule, 
with one- and two- day courses in a range of topics, all tailored for

the needs of hardware retailers, merchants and suppliers. All courses
will take place in HAI’s offi ces in Rathcoole, Co. Dublin. 

Autumn Classroom Training 
Timetable 2018

July/August 2018

Date Title Tutor Course
Duration

Cost 
(HAI Member)

Cost
(Non-Member)

August 29th, 
September 6th

NEW: Essential Selling 
Skills – Advanced B2B 
Selling Skills

Frank O’Toole 2 Days ¤420 ¤470

September 13th Credit Control: From Start 
to Finish

Declan Flood 1 Day ¤110 ¤170

September 18th NEW: Introductory 
Workshop on Wood 
Flooring

John McCabe 1 Day ¤210 ¤270

September 20th Introduction to Successful 
Branding

Gerard Coleman 1 Day ¤210 ¤270

September 27th Digital Marketing and 
Social Media

Greg Fry 1 Day ¤210 ¤270

October 2nd NEW :Telephone Sales 
Training (B2B)

Frank O’Toole 1 Day ¤210 ¤270

October 4th NEW: Manual Handling Colm Coughlan ½ Day ¤85 ¤110

October 9th Stock Control Keith Harford 1 Day ¤210 ¤270

October 16th Customer Service 
Excellence

Terry Harmer 1 Day ¤210 ¤270

October 17th NEW: Advanced 
Workshop on Wood 
Flooring

John McCabe 1 Day ¤210 ¤270

October 23rd NEW: Creating a Selling 
Environment Instore

Terry Harmer 1 Day ¤210 ¤270

October 25th Consultative Selling Skills 
(Suppliers)

Terry Harmer 1 Day ¤210 ¤270

November 8th NEW: Merchandising 
Techniques

Keith Harford 1 Day ¤210 ¤270

November 15th Performance Managing 
the Sales Team

Terry Harmer 1 Day ¤210 ¤270

To book places or for queries about any of our upcoming training courses please contact
Aoife Kinsella at aoife@hardwareassociation.ie or call 01 2980969.
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HAI specifi cally calls on the Government to consider the following actions:

2019 Pre-Budget 
Submission

Budget 2019

1. Home Renovation Incentive (HRI) scheme
HAI strongly encourages an extension of the scheme beyond 
its planned end date of 31st December 2018. We suggest 
extending the scheme by 24 months to 31st December 2020 
in order for the scheme to achieve greater penetration in rural 
areas. Recent statistics from the Revenue show that the 
scheme has been highly successful, with over ¤1.8 billion spent 
on works (to 31st March 2018). However, 65% of that spend has 
been undertaken in just four counties - Dublin, Meath, Wicklow 
and Kildare. Extending the scheme to December 2020 would 
allow time for it to infi ltrate the other 22 counties in a more 
pronounced and impactful way.

HAI also suggests lowering the fl oor of the qualifying spend to 
¤3,000 from its current base of ¤4,405 to encourage small-
home dwellers, and also to increase the ceiling to ¤50,000 from 
¤30,000 as an incentive for homeowners to pursue additional 

home improvement projects. Evidence to-date suggests that 
the HRI scheme is indeed acting as a strong encouragement for 
otherwise latent home improvement works, thereby making the 
scheme effectively cost neutral for the Exchequer. 

HAI requests that the tax credit be made claimable in the same 
year as work is completed, with 100% of the claim credited the 
following tax year (currently spread over the following two fi scal 
years). This would provide an extra incentive and ensure money 
is more effi ciently circulated back into the economy.

 HAI Recommendation:
 • Extend the HRI scheme by 24 months.
 • Lower the fl oor of the scheme and increase the  
  ceiling.
 • Claim tax credit in same year as work completed and  
  claim credited following year.
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Budget 2019

2. Stimulate Housebuilding and Renovation of 
 Property

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

 HAI Recommendation:
 Introduce a temporary VAT rate of 9% for the provision, 
 construction, renovation and alteration of housing for a 
 two-year period.

b) Similar to the Home Renovation Incentive scheme, 
create a Commercial or Derelict Property Renovation 
Incentive scheme which offers similar stimulants to 
encourage property owners to use these premises 
cost-effectively. This would act as a fast-track method 
of increasing supply and – with almost 200,000 vacant 
dwellings according to Census 2016 – help relieve 
the housing situation. This would complement Pillar 
5 of the Rebuilding Ireland plan to reclassify and 
incentivise the use of underutilised vacant premises 
for both residential and commercial use.

 HAI Recommendation:
Introduce a Commercial or Derelict Property Renovation 
scheme (similar to Home Renovation Incentive scheme) 
for property owners. 

3. Combat Illicit Solid Fuel Trading
HAI calls on Government to tighten activity in the shadow 
economy. The current tax treatment (the addition of carbon tax 
and the 23% rate of VAT) of solid fuel in the Republic of Ireland 
continues to present a strong incentive for illicit trading from 
Northern Ireland, seriously undermining the legitimate trading 
of many hardware businesses in the Republic of Ireland. The 
recent introduction of the Sale of Illicit Goods Bill 2017 (which 
would make it an offence to purchase or attempt to purchase 
illicit solid fuel, and from an unlicensed retailer) is welcomed 
but it has not reached second stage yet. 

There are two scenarios that need to be effectively targeted to 
protect the environment, Government tax revenues, and the 
livelihood of tax compliant family businesses in the hardware 
industry throughout Ireland:
(i) The fl ow of untaxed product from outside the State to end 
 users without the application of Carbon Tax or VAT.
(ii) The sale of product (Tax Free) for export from the State, 
 which is subsequently not exported.

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

provided for in the Environment (Miscellaneous) 
Provisions Act 2015. This legislation requires a valid 
Tax Clearance Certifi cate to register. Implementation 
and enforcement of this legislation would be a major 
step in eliminating illegal solid fuel sales.

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

• Strengthen enforcement of the tax legislation 
using the Revenue Commissioner audits, to raise 
awareness and dis-incentivise illicit traders. Revenue 
audits are a powerful weapon in the fi ght against illicit 
trading, and their impact on the wider illicit market 
should not be underestimated. HAI asks that the 
resources dedicated to Revenue audits are increased 
to provide for greater compliance.

4. Reduce the cost of doing business alongside 
 actions to stimulate business
Reducing business costs and regulatory barriers is necessary to 
ensure Irish SMEs remain competitive. Many of our members 
have come through the most diffi cult period in their history and 
remain highly sensitive to business costs. For example, the cost 
of petrol and diesel in Ireland continues to rise. Both fuels ended 
2017 at their highest per litre price in the previous 12 months with 
petrol now its most expensive since August 2015. This combined 
with increases in commercial vehicle motor insurance, making 
it one of the top three costs of the SME, places a heavy burden 
on business at a time when foreign entrants into the hardware/
DIY sector threaten the viability of indigenous businesses. HAI 
welcomes the report from the 2017 Cost of Insurance Working 
Group and urges Government to implement its recommendations 
without delay.

HAI Recommendation:
Implement the recommendations from the Government’s
Cost of Insurance Working Group without delay.

A reduction in employer PRSI rates from the current
8.5% and 10.75% would remove an impediment to
investment and employment creation, it also acts as a
cashfl ow drag on business running costs.

HAI Recommendation:
Reduce PRSI rates to combat effect of recent National
Minimum Wages increases and stimulate job creation.

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

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

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

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

Rezoning of agricultural land around major urban areas to cheap 
industrial. Market driven economies require a surplus supply of 
cheap industrial land for new offi ces, start-ups, manufacturing 
plants etc. At present, for example, one acre serviced zoned 
industrial in Greenogue Industrial Estate (Co. Dublin) is retailing 
for ¤350,000. This is a massive start out cost and barrier to 
entry. This land should be more like ¤20,000 to ¤30,000 an acre 
to be remotely attainable to new business and to encourage 
entrepreneurialism and innovation. Land cost should not be an 
entry bar to new business, but with lack of supply infl ating this 
cost, innovation is stifl ed, and new business is discouraged.  

HAI Recommendation:
• Rezoning of agricultural land around major urban areas 
 to cheap industrial. 

5. Rural incentives 
As referenced in our introduction, we are very concerned about 
the lack of economic recovery in our sector in rural Ireland and 
suggest the following incentives to help stimulate activity:
  
Corporation tax allowance on profi ts less than ¤50,000
HAI suggests an additional corporation tax allowance/deduction 
for building materials stocks up to a qualifying limit of ¤50,000 in 
rural areas. There is no tax relief for stock which merchants have 
invested in; this is particularly onerous on businesses in struggling 
rural areas. 

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

corporation tax allowance.

a) Access to High-Speed Broadband
HAI encourages the Government to improve the business 
environment for rural Ireland. In 2017, a business without an 
internet connection is like a business without a phone or a postal 
address. Billions of euros worth of trade is conducted via the 
internet each day, and to be without reliable, fast access to this 
international business network is to be denied opportunities for 
growth.

HAI Recommendation:
• Prioritise the rollout of rural broadband.

6. Introduce voucher scheme for winter fuel 
 allowance 
HAI urges the introduction of a fuel voucher system under which 
those currently receiving a winter fuel allowance would be 
entitled to use a dedicated fuel voucher/smart card to purchase 
only fuel products from registered and tax compliant retailers and 
merchant fuel outlets, including many HAI members.  

Currently the allowance is paid by way of a cash top up on the 
recipients’ current payment, which can be spent on anything, not 
exclusively solid fuel, and from any source of supply without any 
traceability or recovery for the State. HAI believes that this is an 
unintended and unnecessary loophole.

The Department of Social Protection has indicated that a total 
of 410,000 people currently claim ¤20 in fuel allowance per 
week (¤520 in total during the allowable period), including those 
in receipt of social welfare and HSE payments. The allowance 
costs the State ¤213 million per year. A fuel voucher system 
would allow the Government to recoup some of this ¤213 million 
expenditure through legitimate outlets’ tax returns, ensure that 
the money is spent with legitimate suppliers and not those 
operating in the shadow economy, and ensure that the payment 
is fully used, as intended, to help in reducing fuel poverty.

HAI Recommendation:
The introduction of a fuel voucher scheme so that:
• The winter fuel allowance is used as intended.
• Registered and tax compliant fuel merchants are 

supported.
• Government can recoup some of its ¤200+ million 

welfare spend.

Special Consideration for Timber Industry in Brexit 
negotiations
Acknowledging that the impact of the United Kingdom’s exit 
from the European single market and customs union will be 
widespread and varied. HAI endorses special consideration for 
the timber industry in the Irish Government’s Brexit discussions 
and outlines the following threats to the industry:

Immediate Threats:
• Weakness of Sterling – Every 1 pence movement in Stg 

costs the industry ¤3m.
• Banks may not be willing to support investment in the 

industry due to volatility in our key export market.
• Reduction in demand could lead to job losses in rural areas.

Long term threats:
• Tariffs – we expect sawn timber to carry no tariff and panel 

products to carry 7%.
• Post Brexit – reduction in the ‘ease of movement’ adding 

cost and time.
• One study estimates a 5% increase in costs, this is likely to 

be considerably higher for timber due to the relatively high 
volume/value ratio.

• Logistics – non-tariff barriers (customs, labelling, standards, 
administration).

• Increased administration.
• Customs controls and inspections.
• Technical barriers e.g. standards and labelling.
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Training has been known to improve employee engagement 
within workforces, as well as getting the most out of employees 
by improving their knowledge, skills and abilities (KSAs). 
This benefi ts both the employee and the bottom line of their 
employer. To be able to provide the most effective training 
available to the Company, a Training Needs Analysis (TNA) 
should be conducted and a suitable training plan prepared prior 
to any training taking place.
Conducting a TNA allows an employer to develop a relevant and 
effective training plan. It allows the organisation to identify any 
gaps in knowledge, skills and abilities. It allows an employer to 
focus their time and fi nancial investment on relevant training 
that is deliberately identifi ed as required to improve employees 
and consequently business performance.
A few good ways to get started would be to gather relevant 
information from the current employees through questionnaires, 
interviews, observations, group discussions or focus groups, 
360-degree feedback, or by analysing work diaries. Another 
option of gathering true data may be a mystery shopper, 
especially if the focus of the training plan may be on customer 
service and how the customer sees the store. A mystery 
shopper may highlight areas of improvement which may not be 
obvious to the employees or employer.
One way of making sure that all areas are thoroughly assessed 
and meticulously prepared is by using an ADDIE Model. The 
ADDIE model consists of Analysis, Design, Development, 
Implementation and Evaluation of a creative plan for the 
training. It makes sure that all areas of the training are taken into 
consideration and carefully planned for. For the example below, 
we have selected safety training, but this can also apply to areas 
such as product knowledge, sales skills, customer service, 
dignity and respect at work, HR training, technology training, 
merchandising etc.

Step 1: Analysis
A Hardware Retailer realises that they may need to conduct the 
recommended updated safety training. They may have realised 
that their training was not up to date or that some employees 
had never completed the safety training with them before.

Step 2: Design
The next step will be the design of the training. Start at the end: 
what takeaways do you want/need employees to have. As our 
example updated safety training, all staff may need to take part, 

and the type and level of training may be theoretical, practical or 
mixed and all at the one level as its new to all employees. The 
company will also need to set out whether any assessment of 
the training will be written or practical.

Step 3: Development
The Development will follow on from the design stage. 
Once the learning objectives of the safety training have been 
assessed, the content to be covered can be set out. As soon 
as the decision is made on whether the training is going to be 
practical or theoretical, then the scenarios, content and learning 
aids can be fi nalised. (e.g. Is there going to be a practical safety 
scenario that the employees might have to act out with props 
from the store?)

Step 4: Implementation
Once the training content has all been assessed and designed 
into a strategic plan, then the Company must look at the 
implementation of the training. They must decide whether 
the person implementing the training is going to be an internal 
or external person. Also, is there a location at the Hardware 
Retailer store for the training to take place or will it need to go to 
a meeting or event room at a local hotel and when the training 
will take place? (i.e. quiet time of the week/year, when everyone 
is available?)

Step 5: Evaluation
In this stage, the Company may decide how to assess the 
employees progress from the training and will have to evaluate 
how effective the training was and if it was successful 
and appropriate to the business. A questionnaire to the 
employees on how they found the training might be an idea 
to get information back about the training, or alternatively, the 
employer could include a question surrounding how they found 
the training in their next performance evaluation.

Training can make a huge difference to the success of a 
business. It has a vast effect on employee morale and 
customer service, consistency and productivity and address any 
weaknesses that may negatively affect the business.

If you have any further queries regarding a Training Needs 
Analysis, please contact Aoife at Tom Smyth & Associates - 
aoife@tsaconsultants.ie or 021 4634154

How to develop a 
Training Needs Analysis

Aoife Walsh of Tom Smyth & Associates explains 
how training is an integral part to the success

of businesses across all industries.

AOIFE WALSH, 
Tom Smyth & Associates

IN PARTNERSHIP WITH
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The Importance of Insurance

SEAN CLEARY,
Clearys Claims Managers

Sean Cleary of Clearys Claims Managers outlines 
the crucial need for acquiring informed and 

effective insurance.

Clearys Claims Managers have dealt with a number of large 
insurance claims in the Hardware Business over the years. The 
occurrence of a fi re, fl ood or major loss of any type is a traumatic 
time for the business and its owners.
As we all know, the fi nancial circumstances of a business become 
crystallised once a major loss has happened. 
What I mean by this is your fi nancial position, HR position, banking, 
Revenue, and most importantly your Insurance Policy covers are 
fi xed: i.e. you cannot change them after the event.
I will highlight two issues that can cost a business dearly if not 
correct but are easily dealt with in advance.
Both of these issues and the solutions we offer will pay for 
themselves over time in premium saving (and management time), 
but may save Major Losses in the event of a catastrophic incident.

ISSUE NO. 1
‘How Much Cover Should I Buy?’
The premium will be based on the amount of cover. We invariably 
fi nd that a policy has some cover too high and some cover too low. 
A policy should cover the following:

• Buildings
• Machinery
• Stock
• Computers/EPOS
• Fire Brigade charges
• Business Interruption

You do not get any benefi t from being over-insured and you waste 
premium. You also lose heavily in the under-insured area after a 
loss. We regularly see what could cost literally only hundreds of 
euros of premium (or even nothing) ending up costing you tens of 
thousands or hundreds of thousands of euros after a loss.
Any rebuilding project in Ireland now with a planning application 
requirement is going to take a minimum of 12 months to 
complete.  
If your Business Interruption cover for example is at 50% of that 
required or for example covers your net profi t rather than your 
gross profi t, well, you do the math!

Solution:
Clearys Claims Managers will do a Policy Health Check for 
Hardware Association Ireland Members for an agreed rate of ¤200 
with certain basic information and highlighted areas to address.
We can also do a full Value at Risk Report on the entire risk.
This will involve a site survey review of the entire business, 
disclosures to insurers, activity on site (e.g. be careful if you do any 

cutting or fabrication - even on a small scale) and review of your 
fi nancials and projections.

ISSUE NO. 2
Are the fi gures correct in my Stock Control System?
Many businesses in this area rely on EPOS Systems for their Stock 
Control, Inventory Management, Opening/Closing Stock fi gures for 
end of year, and so on.
We are seeing that this may be an inadequate method of stock 
control on its own. This business practice relies heavily on the 
quality of the original set-up of the system and the ability and 
understanding of the users going forward. In all, success is 
intrinsically linked to the accuracy of use of the system and 
constant checking that it is correct.
Your insurers may fi nd signifi cant weaknesses in this method of 
Stock Management and its usefulness in relation to proving a loss 
after an event. A claim settlement under a Stock policy will pay on 
an Indemnity basis (as opposed to reinstatement in machinery or 
computers). The stock loss calculation will also involve questions of 
Obsolete Stock, Rebates and Discounts from suppliers, Pilferage 
or other causes of stock loss that may not be accounted for in the 
Electronic System and can signifi cantly affect the bottom line.

Errors in your system may be caused by:

• Incomplete set up of system
• Incorrect use of the system
• Typo & errors in fi gures at Data Entry
• Stocks delivered direct but input to system
• Incorrect stock identifi cation
• Incorrect Pricing
• Pilferage/Theft
• Fraud

Solution:
We and our Stock Management partners Stocktaking.ie 
recommend a Certifi ed Stock Take at least once every two years.  
This stock take will then be updated with the EPOS System and 
any errors identifi ed and highlighted to the business owner. You 
will also have an audited independent cross check for your 
Accountants, Revenue and most importantly you the business 
owner, which will help you manage the Stock Managers and your 
training requirements and the quality and accuracy of the use of 
the computerised systems.

For more information, contact Esther Howe of Clearys Claims 
Managers on 091 709706.
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Meeting Liam recently, it struck me that Grange Builders 
Providers are a family-run company through and through. Their 
values have remained constant over their 25 years in business. 
They like to keep business simple; have the product in stock, 
make the customer feel welcome and appreciated, give them a 
fair price and they will come back.
But don’t let the traditional values fool you: they are no 
strangers to innovation, and building communications with 
customers is key. As Liam says: “Smartphones are computers 
in our customers’ pockets. Business is easier to do now and 
smartphones make us and our customers more accessible. 
Customers anywhere, anytime can search a product, fi nd it on 
our website and place an order.”
Like most businesses, Grange want to improve the customer 
experience and grow the business. One area they identifi ed as 
needing improvement was security and fraud.

Payments over the phone are an unacceptable risk
Hardware stores and Builders providers have long relied on cash 
or cheque on delivery (COD), but there have always been risks 
associated with this method of payment. One risk is that drivers 
are delivering valuable goods, and there is the risk of those 
goods being accepted without payment being completed. The 
most common alternative has been to take advance payment 
by credit card over the phone - but taking credit card details in 
this manner carries another set of risks – non-compliance with 
GDPR and PCI, data breaches, and fraud.
For Grange, their COD policy had become too great a risk both 
for their drivers and for the business.  They wanted a more 
secure way to accept payment for deliveries, one that didn’t get 
in the way of new sales. This is where “pay by link” technology 
comes in, as it meets these requirements and offers a much 
more reliable alternative to cash on delivery.
Grange are now using Pay2Sender to send payment requests 
and receive payments for all of their remote sales. It works 
seamlessly with their existing card acquirer – AIB Merchant 
Services – and allows Grange to continue engaging with 
customers over the phone.

Instead of taking card numbers they now send a simple 
payment request to the customer using an SMS and email 
‘pay by link’ facility. The customer enters their card details on a 
secure, branded payment form which is linked to their current 
card acquirer and includes 3D Secure. Grange no longer need 
to take customer card details. This eliminates their exposure to 
potential fraud and ensures data compliance.
As an increasing proportion of their transactions are processed 
via Pay2sender, Grange decided to integrate Pay2Sender into 
Agility – their EPOS and accounting solution – which means they 
now benefi t from further automation and operational effi ciency, 
giving Liam clear line of sight across all aspects of his business. 
I asked Liam to comment on the changes he’s seen since 
implementing Pay2sender:
“Now we’re using Pay2Sender, the customer is not giving us 
credit card information anymore which increases the security 
of their information. Prevention of fraud is another important 
factor. We also have signifi cantly reduced the numbers of COD 
transactions which is very welcomed.”
His advice is clear: “I would not recommend any business 
taking credit card payments over the phone. We would highly 
recommend Pay2Sender to any business that wants to deliver 
an improved payments experience to their customers.”

About Pay2Sender:
Pay2Sender is compatible with many online payment gateways 
including Authipay (AIB Merchant Services), Realex Payments, 
and Stripe, with more on the way. It helps companies of all sizes 
save time, reduce costs and get paid faster. Pay2Sender are 
pleased to offer the fi rst month’s licence free to Hardware 
Association Ireland members signing up to a Pay2Sender 
package before the end of August 2018, contact Jim Copeland 
for further details, jim@hardwareassociation.ie, 087 6671261. 
Please visit www.pay2sender.com.

Remote Payments: improving 
security, compliance and 
convenience

ADAM BALL, 
Pay2Sender

IN PARTNERSHIP WITH

In this article, Pay2Sender CEO Adam Ball talks to
Liam Phelan – General Manager at Grange Builders 
Providers – about how they have revamped their 
payments communications using Pay2Sender’s

new ‘pay by link’ solution.
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In the fi rst part of our Commercial Features section this issue,
insulation takes centre stage as the industry shows positivity

and innovation to deal with current chemical shortages.

Irish suppliers well insulated

Customers were thrown a minor curveball amid a shortage of 
the key chemical used to make rigid insulation panels, methylene 
diphenyl diisocyante (MDI), with scarcity seeing some major 
players in the industry slightly reducing their insulation supply.
Irish insulation manufacturers have adapted their supply of some 
product ranges as a leading European supplier of a key ingredient 
experiences production problems.
One major supplier said recently that global shortages have 
resulted in price increases for the material this year. The company 
went on to say in a trading update that while its profi t margins 
would be squeezed in the fi rst half of this year, they expect to 
promptly and fully recover rising MDI costs.
“We have seen in the past that the major insulation producers 
have been quite strong in sourcing alternative supplies, so overall 
we would not expect this issue to derail the current rebound in 
construction activity,” said Gerard Moore, an equities analyst 
with Investec in Dublin.

Many builders merchants and construction companies have 
been encouraging customers to avail of the SEAI “Better Energy 
Warmer Homes” scheme, which provides free energy effi ciency 
improvements to the homes of people who are in receipt of 
certain welfare payments. Among such improvements are attic 
insulation, internal, external and cavity wall insulation, together 
with other secondary measures as well as recommended 
occasional upgrades.
Consumers are being informed by industry experts that, “Many 
houses built in the 70s and 80s had no insulation and are poorly 
performing. A different amount of heat fl ows out through the roof 
than fl ows through the walls, windows and fl oors. You need to 
have the right type of insulation, to the right thicknesses, applied 
in the right way to achieve the right environmental and economic 
benefi ts ”says Duncan Stewart – architect, environmentalist and 
presenter of RTÉ’s Eco Eye. So be an educator to your customer 
and offer solutions that match their needs.

Source: The Irish Times, The Irish Independent

COMMERCIAL FEATURE

ISOVER roll out Metac 031
ISOVER have introduced a new Metac W/mK0.031 insulation roll 
which increases the overall performance of the ISOVER pitched 
roof solution.
‘Metac 031’ is the newest product in the Metac range and is 
available in 140mm thicknesses, pre-split at 600mm for better 
ease of installation.
Metac can also be combined with the Vario system of airtightness 
and moisture control membranes and tapes. The Vario system 
offers one of the widest Sd values available on the Irish market, 
ensuring excellent airtightness levels within the building envelope, 
and can diffuse 25 times as much moisture in summer than the 
structure absorbs in winter, ensuring that the materials in the 

structure are not exposed to moisture over a longer period.
This protects the building structure from longer term damage, 
such as dry rot and water damage, which can develop due to 
water ingress through building materials.
Speaking on behalf of ISOVER Ireland, Marketing Manager Valerie 
Dent said: “We are delighted to be able to bring the highest-
performance mineral wool roll to the market, while still being able 
to maintain the ease of installation and complete system approach 
to our customers. Metac 031 is an exceptional product and can 
not only offer better performance in pitched roof applications 
than rival products but can also save installers time and money 
compared to other pitched roof materials.”



THE COMPLETE  
PITCHED ROOF SOLUTION

High performance mineral wool insulation  
and airtightness moisture control system.

CONTACT OUR TECHNICAL TEAM FOR MORE INFO:
ROI: 1800 744 480  •  NI: 0845 399 0159  •  tech.ie@saint-gobain.com

METAC MINERAL  
WOOL INSULATION
A high performance quality thermal insulation roll

VARIO® SYSTEM
The Vario® system is a high performance system consisting 
of intelligent membranes (Vario KM Duplex & Xtra) and 
Vario accessory tapes and mastic, which provide:

  Excellent thermal performance 0.031 - 0.034W/mK

✔  No slump during installation and life of the system

✔   Friction fits in rafters eliminating any air gaps

✔   A1 Fire rating – highest rating on the market  
BS EN 13501-1

✔   Excellent Indoor Air Quality –  
Eurofins Gold Comfort

  Excellent levels of airtightness within the  
building envelope

  Protection against moisture by facilitating the  
drying of the building structure

  Variable SD value and can diffuse 25 times  
more moisture in summer than the structure  
absorbs in winter

WITH METAC & THE VARIO® SYSTEM
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Plumbing and heating at
forefront of projects

With the upturn in the economy impossible to ignore, construction 
levels are back soaring among the pre-recession heights, it was 
encouraging to hear how new fi gures compiled by Solas, the 
Further Education and Training Authority, show apprenticeships 
jumped from 10,445 in 2016 to 12,849 last year, representing a 
24% increase. Electrical apprenticeships were the most popular, 
followed by construction, engineering, plumbing and carpentry. 
According to the CIF, Ireland’s apprenticeship system is forging 
ahead to meet 21st century skills needs and to support growth in 
our economy. There are currently 36 apprenticeship programmes 
available in Ireland, with a further 16 currently in development. 
A major expansion project, Generation Apprenticeship, aims to 
increase the number of apprentices in Ireland to 30,000 by 2020. 
As part of the Generation Apprenticeship campaign, a national 
competition was held recently which celebrated design, team 
work and problem-solving skills.
A recent UK market research report found that self-diagnosing 
boiler systems have boosted demand for installations.
The residential and commercial markets are key for the industry, 
making the industry’s performance dependent on downstream 
construction cycles. Over the past fi ve years, economic recovery, 
reinvigorated confi dence and policy support allowed for a 
revitalisation in downstream markets, benefi ting demand for 

industry services. However, volatility in the construction sector 
at the start of the period, competitive pricing pressures and 
disintermediation has consistently weighed on industry growth. 
Over the fi ve years through 2017-18, revenue is forecast to grow 
at a compound annual rate of 2.8%. While this indicates that the 
industry will account for a marginally declining share of the overall 
UK economy, the rate of IVA growth is expected run parallel 
with that of the wider economy as demand for installations and 
maintenance stabilises in the mid- to long-term, following a period 
of post-EU referendum uncertainty.
The report also put forward Industry Threats & Opportunities for 
the years ahead,
• Upstream technological developments have improved 

productivity and boosted demand.
• Competition between companies for highly skilled employees 

has and will continue to intensify
• Rising environmental concerns are expected to support 

demand over the next fi ve years

With reporting from www.plumbingmag.com and IBISWorld.

Flair launches the 
all new Hydro Express 
and Verve ranges
Flair Showers has recently unveiled their latest Hydro 
Collections brochure. The brochure features the newly 
launched VERVE range and a redesign of the popular Hydro 
express range.  Both ranges boast a new contemporary 
aesthetic with sleek handles and minimalist chrome profi les. 
VERVE features 6mm toughened safety glass, door height of 
1900mm, Clearvue glass coating and a striking solid chrome 
handle design. An enhanced express fi t mechanism is the 
star feature of both ranges – this express fi t system ensures 
that installation is a one-person job for the fi tter. A range of 
door styles sizes are available across both ranges. Flawless 
in design and technically perfect, Hydro Express and Verve 
offer superb quality with a fast-fi t system that is a favourite 
with professional installers. 
The Verve range also features an impressive collection of 
11 different bathscreen styles, with something to suit all 
customer needs. 

For your copy of the Hydro Collections brochure, contact 
the sales team on 042 966 8000/ sales@fl airshowers.com or 
check out the Flair website www.fl airshowers.com.  

INTRODUCING
Superb quality shower door range with a fast fit system. 

VERVE 
1 DOOR OFFSET 
QUADRANT

Horizontal Profile

Guide Rail Feature

Punched 
Screw Port

Pre-Assembled
Longer Screws

Verical Profile

Telephone +353 42 966 8000
Email sales@flairsowers.com

In Part 2 of our Commercial Features section, The Hardware Journal looks at how

plumbing and heating are advancing with the evolving needs of the construction industry.
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Pipes for Life: Make the
Quality Connection with Pipelife’s 

NEW Qual-PEX Crimp System
Pipelife – formerly Quality Plastics (QPL) – is one of Ireland`s leading 
manufacturers and providers of plastic piping systems. Specialising 
in the extrusion of polyethylene (PE) pipes Pipelife offers industry 
leading products for the heating and plumbing, water pressure, 
electricity, cable ducting, gas and agricultural sectors.
Drawing on over 45 years of manufacturing experience from 
their production plant in Cork, Pipelife has been to the forefront in 
developing innovative products and has been an industry leader 
for many years. Quality and innovation continue to be the terms 
that defi ne their philosophy, and this is refl ected in the range of 
products and systems that they manufacture to this day. 
As well as being a leading-edge manufacturer (ISO 9001 2015) of 
pipe for the Plumbing and Heating Industry, they have developed 
an expertise in the design of heating systems to maximize the 
potential of Qual-PEX pipe. Many systems are straight-forward and 
are simply adapted from traditional metal pipe plumbing systems, 
but new methods of heating buildings are now being developed 
with the use of thermoplastic pipe in applications such as wall 
heating, ceiling heating and most especially Underfl oor Heating. 

Pipelife have recently developed an extensive range of quality 
crimp fi ttings which have complete compatibility with their Qual-
PEX pipe. The airforce grade annealed aluminium protective 
metal sleeve is precisely attached to each fi tting during 
production and is designed to provide a unique metal reinforced 
leak free joint.
The polymer fi ttings are made from a high-performance 
thermoplastic and can withstand high temperatures as well as 
being corrosion resistant. Users of Qual-PEX Crimp fi ttings will 
fi nd installation much quicker, easier and more economical than 
many other available systems.
Comprehensive range of fi ttings available in ½” and ¾” to suit 
every job.
Pipelife’s guarantee on the Qual-PEX CRIMP system against 
manufacturing defects is a minimum of 50 years.
The guarantee remains valid provided that the pipe and fi ttings 
are installed as per the company’s recommended installation 
guidelines and that the products installed were not damaged 
before, during or after installation.

Pipes for Life

Make the Quality 
Connection

with our NEW Qual-PEX 
Crimp System

For more information go to www.pipelife.ie
Pipelife Ireland Ltd, White’s Cross, Cork T23T992.  Phone: 021-4884700  Fax: 021-4884701  Email: ireland@pipelife.com

� � � � �

NO O RINGS NO PIPE INSERT NO SOLDERING NO BULKY TOOLS NO REAMING 
OF PIPE

Comprehensive range of fittings 
available in ½” & ¾” to suit every job.

• Sleek   • Affordable   •   Fast   •  Efficient 
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Tec7 plumb seals the 
deal for consumers

As the tagline goes: ‘It gets the job done fi rst time, every time.’ 
Tec7 even performs under water.
Because of its overall strength, fl exibility, sealing and mounting 
quality, customers know that Tec7 sticks to almost all building 
materials, including most plastics and – with each cartridge 
containing 310ml of product – they are getting better value 
compared to most other MS Polymer’s on the market.
With customers expecting high quality from the Tec7 range of 
products, the new Tec7 Plumb – introduced last year as part of 
the range – is no exception.
This relatively new product is a permanent fi x for all heating 

system leaks. One can is suffi cient for 75 litres of water – 
enough to do a standard three-bedroom home or 10 to 12 
standard radiators.
Simple to use, the can comes with an applicator, making it easy 
to pour into any radiator. If you have an open heating system, 
no problem. Plumb7 is ideal for use in both open and closed 
heating systems.
To see just how effective Tec7 Plumb and the full range of 
products are, contact Contech Buildings Products on 00353 (01) 
629 2963, simply log on to the website at www.tec7.ie, 
or connect with the company on Facebook.

Tec7 has become the Number 1 choice for both the
tradesperson and DIY enthusiasts alike because all its users have

supreme confi dence in its performance qualities.
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5-star South 
Coast Sales

Over the past 50 years, traditional pipe and fi ttings have 
come a long way. From soldered copper pipe and fi ttings to 
brass compression fi ttings and (in more recent times) push-
fi t systems. The advancements in technology, materials and 
applications take the industry a step forward every time. The 
introduction of press fi ttings and multilayer pipe goes back 20 
years. The need for a lighter, safer and more practical way of 
plumbing compared to traditional copper was needed.

Press fi tting technology and multilayer pipe are viewed as the 
way forward, offering faster installation times and less fi ttings 
required when compared to other conventional systems. 
With the demand increasing for high-quality press fi ttings and 
multilayer pipe, South Coast Sales is bringing the PF Press 
System to the Irish market.

1. Save time, Save Money
With the PF Press System, every connection is made in 
a fraction of the time when compared to weld, solder, or 
compression systems. On top of this, far less training is 
needed to use the press tool required for the installation. 
This means that every installation using the PF Press System 
requires less labour, which means less cost, especially on 
those larger jobs.

2. A Secure Seal in Seconds
Every press tool operates differently but one thing stays the 
same – the strength of the connection. All the installer has to 
do is Cut, Calibrate and Connect. The press tool will take care 
of the rest. The auto-cycle feature of most press tools will 
ensure that every joint is the same. No guess work!

3. Fully WRAS Approved
The PF Press System is fully WRAS approved and comes with 
a 10-year warranty. Only the best raw materials are used in 
the manufacturing of PF Press pipe and fi ttings, with fi ttings 
manufactured from CW617N Brass. Having the system fully 
WRAS approved means it has been fully tested for its effects 
on the taste, colour and chemical changes of water. Along with 
this, it is also rigorously mechanically and thermocycle tested 
to ensure it can withstand the toughest operational conditions. 

4. Installer Safety
The number one concern for any installer when on the job 
is safety. The PF Press System offers one of the safest 

installations on the market. Installation is completely fl ame-
free, resulting in no fumes or emissions while installing. This 
means no fi re hazard when installing in occupied premises or 
retrofi ts. When the job is all done, one can enjoy a faster clean 
up and no left-over waste fl ux, solder, or welding gas.

5. The PF Press System is Future Proof
The PF Press system is currently available in CW617N 
Brass and will soon be available in PPSU. PPSU is a strong, 
lightweight and corrosion-resistant plastic that will allow for an 
even wider use of the PF Press System – especially in those 
hard-water areas.

South Coast Sales give us 5 Reasons to choose the PF Press System.

Quick & Easy 
Just Crimp and Go 

Secure Installation 
For Added Peace of Mind

Cost-effective  

10 Year Warranty 

Approved 
By WRAS

Advantages

€
10
YEARS

Plumbing Made Easy

www.southcoastsales.com
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Getting Down to Business

Adopting a digital approach is not about buying new technology 
and plugging it into your existing mode of work and crossing 
fi ngers it will make your business effi cient or will make you 
more money. It’s about using technology smartly to discover 
new ways of working, of interacting with your customers in 
innovative ways, and pioneering new products and services to 
meet the needs of the modern consumer.
Digital technology has levelled the playing fi eld for smaller 
businesses who can now reach customers, lower their costs, 
and fi nd and retain top talent like never before, accessing 
resources that were previously available only to big businesses.
Prioritising digital technology within your organisation isn’t 
just for the benefi t of your customers, who are increasingly 
shopping, working and entertaining themselves through their 
mobile phones. Flexible working environments enabled by cloud 
computing, for example, tend to be more productive while larger 
businesses can become more agile. And studies from the likes 

of CapGemini and PwC have shown that “digital technology 
leaders” outperform their peers on key metrics like revenue 
growth, profi tability and innovation.
Logistics companies are using machine-to-machine (M2M) 
technology (like wireless systems) and data analytics to fi nd 
the best routes for the delivery of goods and services. At the 
same time, they can effortlessly track vehicles and devices in an 
urban environment. M2M technologies can provide insights into 
the relationship between multiple items in a warehouse, which 
previously had no way to communicate with one another, and 
can warn of impending equipment failure and automatically order 
new parts and materials.
By understanding how products are being used and tracking 
their performance, manufacturers can offer enhanced services to 
customers.

With reporting from The Guardian and ORM London

Wasp Launches Game-Changing Platform
Wasp Technologies Ltd has developed a powerful yet easy-
to-use IntelliBrand sales platform for DIY stores. Drawing on 
many years of experience in the food and drinks industry, 
Wasp worked closely with many DIY distributors to ensure the 
IntelliBrand 10” tablet solution matches how a typical DIY sales 
representative works with a customer. Wasp maintain that as 
well as allowing an order to be quickly captured, the solution 
also gives the salesperson all the information on products and 
customers that they need in the fi eld.
IntelliBrand includes a webshop option which can easily be 
added once the IntelliBrand Platform has been deployed 
allowing authorised ‘trade-only’ customers access to order as 
they wish, when a salesperson is not available.

Wasp is also experienced in tightly integrating IntelliBrand to 
all major accounting, Customer Relationship Management 
(CRM) and Enterprise Resource Planning (ERP) systems, further 
driving effi ciency and reducing unnecessary administration. All 
the expected features are supported, from the powerful digital 
media sale presenter to new customer prospect recording, 
surveys, shelf auditing, CRM, photo capture in call notes and 
objectives.
IntelliBrand also includes a full spectrum ‘automated 
distribution’ reporting suite on all areas of the sales process. 
The in-built reporting suite is further enhanced by the addition 
of the Microsoft Power BI option reporting, giving a live view of 
sales via dashboard reports.

In the third part of our Commercial Features section, we look at the
relentless digitisation of businesses, and what some of our key members

think about the essentiality of optimising one’s business systems.

 INCLUDES CUSTOMER WEBSHOP
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Shopping for software

Most merchant and retail operations rely on business management 
software, or ERP (Enterprise Resource Planning), to streamline their 
business processes and improve data visibility. But there are still 
companies that process sales manually or use older, less functional 
systems. 
There are literally hundreds of software providers claiming to offer 
the optimum solution, so how can one arrive at a manageable 
number that merits serious consideration as a long-term partner? 
And how does one go about extending an invitation for a system 
demonstration?
Peer recommendations and trade association approvals will form 
a useful starting point, as will the familiar companies with obvious 
domain experience and personable teams. It’s highly likely that all 
of these will be able to deliver the ‘must haves’ on your shopping 
list: fast product search and order entry, easy back-to-back ordering, 
slick management of your core stock and price fi les, multi-branch 
capability, support for special price agreements and robust business 
intelligence.
But how else might you differentiate between a huge list of 
providers who appear to offer similar solutions? And what deeper 
functionality could you also look for that will give you a real 
competitive edge?
Supplier rebates make an enormous difference to the profi tability 
or otherwise of a business, so you could do worse than adding 
‘integrated rebate management’ to your list of ‘must haves’. Anyone 
who has set up supplier rebates will know that it’s the easy part, no 
matter how ‘non-standard’ each agreement might be. The diffi culty 
comes when you are tasked with tracking them all and calculating 
the money the suppliers owe you. An integrated and function-rich 
rebate module will work silently in the background, recording what 
is due every time a purchase order is placed. Furthermore, it will 
manage the most multi-layered and complex schedules based on 
one or a mixture of criteria, calculating quickly and easily what you 

are owed at any time during the schedule period, so you can forecast 
or see how much you still need to purchase to meet a target.  
Your system should also be able to help you maximise your margins, 
by managing who is authorised to offer discounts, and keeping you 
aware of what products make you the most money. Think of the 
value of even a 1% increase in margin just by selling the correct 
product without increasing the sell prices.
You should also consider the difference it would make to your 
levels of customer service when your system lets you search for 
‘alternative products’ and ‘up-sells’. The offer of an acceptable 
alternative to an out-of-stock or obsolete product will make a 
considerable impression. 
When systems interface, there will always be pinch points which 
can limit the amount of data going either way, and you may already 
be aware of this if you currently use several systems to process 
sales, manage your fi nancial accounting, and to produce reports. A 
fully integrated ERP system saves you logging in and out of several 
systems and allows you, for example, to drill down to individual 
sales transactions when you’re resolving an accounting issue. 
Rather than retyping orders from your web shop, an integrated 
eCommerce platform will send them directly into your trading 
system for picking and delivery.
Small or medium sized businesses with no in-house IT expertise 
should also consider the ways providers can deliver their software. 
‘SaaS’ or ‘Software as a Service’ offers key benefi ts because you 
access the software over the internet with no need for servers on 
your premises. The software provider will also handle all system 
maintenance remotely, securely and unobtrusively.
A fully integrated solution will combine all the functionality, visibility 
and effi ciencies you need to manage your business. Match this 
type of system with a provider who is committed to the system’s 
ongoing development - and the needs of your growing business - 
and you’ll have a truly winning combination.

Matt Stapleton of Kerridge Commercial Systems discusses
the key elements of a successful software system for

businesses striving for more.
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Intact Software
Intact Software believe that businesses are at their 
best when they are supported by technology that fi ts 
their business perfectly. Through their agile technology 
and consulting services, they ensure your people, your 
customers and your technology connect to your commercial 
and strategic goals so that your business can always operate 
at its best.
Intact Software develops business management and ERP 
software designed for your industry and robust enough to 
grow and fl ex to the future needs of your business. Intact 
iQ and Intact XLine are end-to-end solutions based on new 
technology - using the latest development platforms. This 
means they are built to last and are constantly developed to 
stay ahead of business and technology trends.
In recent times, they introduced Intact cliQX, their integrated 
online ecommerce platform and Intact Access, mobile 
access to key business information and controls 24/7; valued 
additions to their software packages.

Looking beyond current issues, beyond specifi c features, 
Intact Software look at how your business relationships are 
supported through technology. They look at where your 
business is going and where it has come from. They use this 
knowledge to build your solution and implementation road 
map because technology that truly works for your business 
is designed for your business.
Their team is instinctively collaborative and transparent about 
project planning and costs and have an incomparable record 
of delivering projects on time and on budget. They work 
closely with you from pitch through completion to design 
and implementation of ERP technology that is the perfect fi t 
for your needs and for your business.
Intact Software’s ethos of the perfect fi t comes from their 
control over every aspect of their customers’ experience. 
The technology, sales team, implementation consultation, 
project management, customer care and innovation roadmap 
are all Intact Software’s own. This means no red tape, 
effi cient turnaround and accountability in one place.

Your business, at its best.
JUSTIN LAWLESS,
CEO, Intact Software

Business Management Software
for Merchants and Wholesalers

For more information contact us on 016260155 www.rnh.ie/merchant

Merchant is affordable, flexible and simple to use

Product & price management

Flexible sales functionality

Purchasing & stock control

Integrated ledger accounting

Trade & consumer e-commerce

Price & availability lookup



Elevate 
your business
With business software  
that works on every level.

To deliver on this ambition we’ve built 
software solutions to support your 
unique ways of working. By not shoe-
horning you onto a generic platform 
with generic processes, we’re able
to support your competitive advantage 
and unlock your greatest asset – your 
IT system – to create your central 
business hub; your single version  
of the truth.

Get started at 
intactsoftware.com
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Profi le Technology and 
Next-Level POS

The world of EPOS is changing fast, and proud member of 
Hardware Ireland Association Profi le Technology is leading 

the way with new remote options.

Profi le has a modern counter checkout system using 
features such as barcode scanning, touch screens, 
biometric identifi cation, digital customer signature capture, 
customer displays and many other new POS features. 
These features can all be used now on a remote POS 
device such as a tablet, allowing the sales staff to move 
around the store taking orders, checking products, and 
scanning without being tied down to the desk. Staff can 
also use smartphones and tablets to complete effi cient, 
live stock-takes with minimal effort.
Profi le Technology take the remote POS option even 
further by using handheld scanners for staff, meaning they 
can create live sales from your customer’s location or on 
the road. This dramatically cuts down on double entry of 
orders and frequent calls back to check stock levels as this 
is all done by the system in real time. 
A good POS software must be supported by a 
comprehensive back-offi ce system, which is the case with 
Profi le Technology, where a customised suite of modules 
looks after everything from customer and supplier 
accounts to stock control and purchasing. 
Profi le Technology allows a business to easily identify 
which products are selling well and – more importantly – 
where the business is losing money. This, coupled with 
the CRM module, means you can easily target customers 
for promotions and loyalty schemes, putting you streets 
ahead of the competition. A key feature of the system 
is that complete information from sales is automatically 
logged into the system. Misplaced invoices, credit notes 
or any other documents become a thing of the past as all 
information is permanently stored within the software. 
The multi-branch aspect of Profi le Technology means that 
your entire business can be managed centrally for sales, 
purchasing, accounting and more. This controls pricing and 
credit control across all branches in real time. The system 
also caters for transferring of goods between locations 
and provides branch profi tability and other management 
information for each branch.

The system is simple, intuitive, and easily integrates into 
any business environment because they manufacture the 
system themselves. Also of notable importance is the 
incredible speed of service they offer. Profi le Technology 
can custom fi t the system into your environment – don’t 
settle for anything less.
The above are just some of the benefi ts of the Profi le 
Technology system – designed for the discerning, well-
managed company – where POS is one important element 
of an overall business system.

IT’s the Business

For your FREE demo, call us today on:
ROI – 1800 701 701 / UK – 0800 0390269

sales@profteck.ie  |  www.profteck.ie

Complete Business 
Management Software 

Where You Need It The Most,
In The Store, Out In The Yard & On The Road
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Classifi ed Ads

O� ering exceptional 
value in two new 
advertising sizes:

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

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

THIS SIZE AD

THIS SIZE AD

73

Classified Ads

September/October 2017

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

The Official Magazine of Hardware Association Ireland

September/October 2017

Enhanced advertising opportunity for your business
The Hardware Journal Classified Ads

Guaranteed Irish 
Manufacturers
since 1971

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

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

Email: hycraft@eircom.net

Offering exceptional 
value in two new 
advertising sizes:

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

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

THIS SIZE AD

THIS SIZE AD

ADVERTISING ENQUIRIES: 
To advertise in The Hardware 

Journal and reach the key 
decision makers in the 

industry please contact: 
Bryan Beasley at 

01-709 6916 or email
bryanbeasley@ifpmedia.com

Hardware_Journal_Sept-Oct_2017_New.indd   73 03/10/2017   16:00

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  

The Offi cial Magazine of Hardware Association Ireland

July/August 2018

Enhanced advertising opportunity for your business
The Hardware Journal Classifi ed Ads

For more information
call 01 802 6300 or
visit www.kilsaran.ie

Build with
  onfidence

To advertise to key decision makers in the industry, contact
Jim Copeland at 01-298 0969 or email jim@hardwareassociation.ie 

Classifi ed advertisements (text plus logo) can be emailed to: jim@hardwareassociation.ie
and are to be prepaid, at least two weeks prior to publication.

LEADERS IN
HARDWARE DISTRIBUTION

www.josephmurphy.com
info@josephmurphy.ie

096 - 21344
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HAI Member O� er
FREE Employer Registration for the rest 
of 2018.
Standard rate is €100/year - which 
includes: 

 Unlimited job postings
 Dashboard access to monitor and fi lter 

applications
 Access to a growing pool of candidates who 

you can contact directly
 Added publicity through HAI’s social media.

Advertise your job vacancy
with Hardware Jobs

Hardware Jobs (www.hardwarejobs.ie) is HAI’s hardware

industry-specifi c job board website, which gives hardware

retailers, merchants and suppliers the platform they need to

reach out to ideal candidates for their roles.

Why advertise with Hardware Jobs?
 No more going through generic recruitment agencies
 Targets those interested in entering or upskilling through the hardware industry
 Find candidates for highly specifi c job openings
 Weekly promotion of vacant jobs through HAI’s social media activity

To fi nd out more and to avail of our member-exclusive o� er please contact
Aoife Kinsella at aoife@hardwareassociation.ie or call 01 2980969.
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