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message
from the CEO

A

It’s been a challenging time for business as we head 
towards the end of 2018 – a Budget that saw the demise 
of the Home Renovation Incentive scheme, due to end 
by the 31st December, with no response as yet received 
from the Department of Finance or Revenue as to why it 
wasn’t extended. Another rise in the National Minimum 
Wage due on the 1st January for the third consecutive 
year and the disaster for rural Ireland that is the rollout 
of the National Broadband Plan. This combined with 
the heightened anxiety over the outcome of Brexit 
negotiations and a drop in consumer confidence in 
September, the lowest since December 2016, means we 
may well see a tightening of purse strings for Christmas 
trading. Analysis on the outcomes of Budget 2019 is 
provided by Emeritus Associate Professor of Economics 
at DCU Business School, Tony Foley on pages 44-46.
On a positive note the business index results for Q3 are 
in and show a broad 9% increase across all member 
groups, more details on page 6. We look forward to 
summer 2019 when the Global DIY Summit arrives into 
Dublin in June and brings with it visitors from across the 
global Home Improvement and DIY world, we interview 
John Herbert on pages 38-40, General Secretary of the 
European DIY Retail Association (EDRA) and Global 
Home Improvement Network (GHIN) about why they 
chose to come to Ireland next year. In the meantime, we 
have our own show to deliver in February at Citywest, 
read all about what’s in store on pages 50-51 and register 
in advance at www.thehardwareshow.ie 
It may come as no surprise that our latest research 
confirms that Ireland is a nation of DIYers. We asked 
what plans were in the mix for the next 12 months and 
67% of adults claim they are planning on renovating or 

redecorating their house. Good news for our 
retailers focused on the home improvement/
DIY side of the business. Read about the latest 
research on pages 42-43.
HAI Board member and owner of KCR Builders 
Providers in Kimmage, Dublin, Dave Gavin shares his 
experience of Staff Misconduct on pages 52-53. Dave 
recently (and bravely) shared the impact of thieving on 
him and his business at the Hardware Conference in May 
to a packed break-out room and it turns out that there 
are many business owners/managers that have been 
through a similar experience. Once it was spoken about 
in public it caused a multiplier effect and quickly turned 
into a therapy and remedy session. Dave shares his story 
and what preventative steps can be taken as well as 
understanding that there is a support network available 
through membership of the Association – a problem 
shared is a problem halved.
We welcome our new editor, Adam Byrne, with this 
edition of The Hardware Journal and thank outgoing 
editor Dermot O’Shea for his energy and dedication 
to this magazine as it moved in-house 12 months ago 
with a new team in charge of bringing it to life every 
other month. I believe it is a better publication because 
of this move and will continue to evolve under Adam’s 
guidance.

Annemarie Harte
Chief Executive Officer – HAI
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158 member branches are included in the HAI Business Index. In Quarter 3 
2018, on average, member firms were up 9% year-on-year for the quarter. A 
year-on-year rise for Q3 is apparent for all member groups.
The monthly moving average for Q3 is 100%, highlighting a consistency 
in sector revenue over the three-month period. This consistency is evident 
across all member groups.
21% of member firms offer agricultural supplies (all located outside Dublin) - 
rising to 42% of rural members. 
50% of members indicate agricultural supplies are higher than last year; and 
38% expect sales of agricultural supplies to rise in the next 12 months. 

How to get involved
The more retailers and merchants involved in contributing to the index, the 
more robust the data. All raw data is kept confidential and never revealed 
to HAI. If you agree to participate in the monthly business index, you will 
receive an email from Behaviours and Attitudes, our research partner, once 
a quarter (usually at the start of the second week), asking for several pieces 
of information that will form the benchmark survey:
•	 Number of employees
•	 Location of business
•	 What type of area your business operates in, i.e. to get an urban/rural split
•	 Annual sales turnover (less VAT) for your business for 2017 broken down 

by month
•	 Sales turnover per month for 2018
Once this benchmark is complete you will only be asked for one piece 
of information each quarter thereafter, sales turnover per month for the 
quarter. Please call 01 298 0968 for more information and to participate.

What our members say
Padraic Rogers, Owner Topline Rogers, Ballymote, Co. Sligo
“We at Topline Rogers are finding Hardware Association Ireland’s business 
index a great help to our business. We are finding it great being able to compare 
our business performance against people in our region with a similar size 
business, it’s a great help. It helps us plan and project for where our business is 
going. It’s very timely for our industry, pity it didn’t happen years ago!”

Stephen Blewitt, General Manager Agribusiness, Aurivo
“The benefits to our business are:
1. With 35 retail outlets spread geographically across eight counties and three 

provinces, we find the breakdown of regions very useful in the report.
2. To be the best you need to compare yourself to the industry and 

the monthly benchmarks help us decipher the areas we are over or 
underperforming in versus the industry.

3. The fact it is completely anonymous gives us the confidence to be totally 
open with the figures we provide.”

bUsINEss INDEX – 
QUArtEr 3 2018 rEsULts

Market Intelligence

6

Are sales higher, lower, or 
the same compared with 

this time last year?

Will sales in the next 12 
months be higher, lower, or 

the same as past 12 months?

38%

50%

SAME

HIGHER
(50%)

LOWER

12%

38%
13%

SAME

HIGHER
(31%)

LOWER

49%
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Ph rOss 
Off tO 
wINNINg 
wAYs
Just one year since the unveiling of the brand new PH Ross 
Bathroom and Tile Showroom (part of the HPC Group) on 
Hanlon’s Corner, Old Cabra Road the PH Ross team were 
delighted to be finalists and nominated for two Award 
Categories at the 21st Retail Excellence Awards 2018 on 
November 10th in Killarney. The PH Ross Bathroom and Tile 
Showroom was shortlisted for the National Store of the Year 
and recognised as a #top30store and Maura Fahey picked up a 
Top5 Finalist Rising Star Award.  
Aine Mulvey, PH Ross Showroom Manager said “A lot of 
thought has gone into developing a showroom that is inspiring 
and enjoyable for customers to explore and we are absolutely 
delighted to be named as one of Ireland’s Top 30 Retail Stores 
by Retail Excellence this year.”
Dennis O’Connor Managing Director said, “We’ve invested 
significantly in the new PH Ross Bathroom and Tile Showroom 
and are delighted to receive our #top30Store Award. We 
wanted to create a Store that our team, our customers and 
the local community can be proud of, as we say serious about 
service. PH Ross has been part of the community in Cabra for 
over 40 years and proud local employers”.

Left to right: Sean McNamara, Dennis O’Connor, Maura Fahey, Aine Mulvey, 
Sean Moran, Cathy Orr.
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State forestry group Coillte increased its turnover by 16% in 
the first half of the year as a result of changes to the operation 
of the business over the past three years, a multimillion euro 
investment in new technology and a focus on higher-margin 
timber products.
Coillte has also secured two additional warehouses in Britain to 
stockpile its timber products as a contingency measure against 
a hard Brexit, and delays to goods being shipped through British 
ports. Some 70 per cent of Coillte’s exports are to the UK.
Coillte’s turnover rose to ¤173.4 million in the first six months 
of this year compared with ¤149.5 million in the same period of 
2017. The company, led by Chief Executive Fergal Leamy, also 
recorded a 62% rise in its EBITDA (earnings before interest, 
tax, depreciation and amortisation) to ¤57.7 million.
Importantly, the State company’s operating cashflow increased 
fourfold to ¤35.3 million, with its cash yield rising to 5.4% at 
the end of June compared with 1.5% a year earlier. “Part of the 

transformation that we’ve put in place is to put a real focus on 
operating cashflow, which is essentially what you’re generating 
from everyday activities and it doesn’t include any one-off 
sales” Mr Leamy said. “The business is performing well.”

Net debt down
Coillte’s net debt also reduced in the period from ¤169 million 
at the end of June 2017 to ¤134 million this year.
The forestry company expects to close this year practically 
debt free following its recent sale of wind assets to Greencoat 
Renewables for an equity value of ¤136 million. Staff numbers 
have also reduced, from 831 at the end of June 2017 to 805 
this year.
In relation to Brexit, Mr Leamy said: “We are doing everything 
we can that’s within our control but who knows where this 
is going to go. We have secured warehousing in Scotland 
and just outside of London. We’re also looking at getting 
optionality on shipping to ensure that we have got options to 
[move products] to the Continent [without using Britain as a 
land bridge].” Mr Leamy said the warehouse in Scotland has 
been secured on a 12-month deal while the length of term 
on the other is still under negotiation. He said each of the 
warehouses could hold a two- or three-week supply for the 
British market, if required.
“This gives us the necessary flexibility in the event of delays 
at ports,” Mr Leamy said, adding that the company has also 
resumed exports to the United States in a bid to diversify its 
customer base.

COILLtE PrOfIts UP

Over 150 people attended the Aviva Stadium for the first in 
a host of roadshow events for Kilsaran’s Essential Learning 
Series. Construction professionals including architects, engineers, 
specifiers, contractors and project managers were all in 
attendance on the day.
Delegates were given the opportunity to attend six different 
seminars over the course of the one-day event, with aggregates, 
concrete, blocks, renders & mortars, asphalt and SUDS all covered 
in detail.
Each module, designed to interpret current industry standards, 
sparked healthy debate and rigorous question and answer 
sessions. “Important questions were raised on the day 
regarding current industry practices, specification requirements 

and implementation of standards, with delegates leaving the 
event having a better overall understanding of current building 
regulations”, said Keith Goodwin, Group Technical Manager with 
Kilsaran International.
“Kilsaran’s Essential Learning series is an invaluable learning tool 
for all construction professionals. Their experienced technical team 
provide a wealth of knowledge and expertise that is a testament 
to Kilsaran’s dedication to manufacturing excellence and their 
commitment to best practice within the construction industry”- 
Tom Parlon, Director General - Construction Industry Federation.
The second instalment of the Essential Learning Series took place 
at Fota Island in Cork on October 17th. 
Please visit www.kilsaran.ie/learningseries for more details.

KILsArAN 
LEArNINg
sErIEs sUCCEss
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The Expert Hardware Group continue their impressive year-
on-year growth with the recent addition of Clarkes Builders 
Providers, Templemore, and Kehoe’s Hardware, Enniscorthy, to 
their group. This brings them to a total of 50 stores. 
Expert Hardware Group CEO, Gerry Fallon said “We are 
delighted to welcome Paddy Clarke and Jody Kehoe as 
valued members of our group as we continue our drive to 
support independent hardware retailers around the country. 
Our 50th store, Kehoe’s of Enniscorthy, is undertaking a large 
redevelopment, branding, and expansion of the current store 
which we expect to be completed in the next few months.”
In addition to the opening of their 50th store, Brent Pope has 
recently been announced as the new brand ambassador to the 
Expert Hardware Group. Brent is one of Ireland’s best known 
and respected media personalities and is widely recognised 
across Ireland for being one of RTE’s most highly respected 
rugby analysts since 1993. He is also an accomplished 
businessman and motivational speaker, not to mention a keen 
DIY enthusiast. 
Brent said “I am delighted to be asked to be the new Expert 
Hardware Ambassador because it reflects all the values I 
respect in business. It is about supporting local businesses that 
have local expertise and are at the heart of the community”. 

Commenting on the new appointment, Alan Grant, director of 
The Expert Hardware Group said, “As Brent puts it, go down to 
your local Expert Hardware and ‘get in, get out and get on with 
it.’ By providing the right products and expert knowledge, we 
are committed to helping consumers complete their paint and 
DIY projects successfully in one trip to our stores.”

EXPErt hArDwArE DOUbLE sUCCEss

W. Howard is a leading manufacturer and distributor 
of MDF profiles here in Ireland and throughout the UK.

Looking for modern or classical skirtings, architraves, window boards, 
door linings and door casings for your latest residential project? We 
can provide an easy to install, yet durable solution.

Our range is the largest in Europe, with over 200 items available  
from stock in Primed, Veneered, Wrapped and our  
exclusive KOTA™ finish.

whoward.eu 

sales@whowardkildare.ie +353 (0)45 877 671 
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sONAs 
bAthrOOMs 
LONg-tErM 
LEAsE sIgNIfIEs 
sUCCEss

SONAS Bathrooms are delighted to announce the signing of a 
long-term lease with IPUT Plc on 103 Northwest Business Park, 
Ballycoolin, Dublin 15. The deal, which is the largest logistics 
letting of 2018 comprises of 12,494 sq. m (135,000 sq. ft) high 
quality distribution. The 12mtr high modern warehouse facility 
is situated on a secure 6.45-acre self-contained site just 1.5kms 
from SONAS’ current distribution centre in Northwest Business 
Park Phase 3.
The move represents significant investment for the business, 
which has seen exceptional growth over the past number of 
years. The company’s expansion in recent times had led to it 
operating from two separate sites, with an additional 40,000 
sq. ft feeder warehouse to complement their 50,000 sq. ft 
distribution, sales and showroom facility in NW3.  
The decision to move the entire operation was taken following 
recent investment from MML Capital Partners as SONAS gears up 
for further expansion. As the largest provider of bathroom products 
in Ireland, the company has achieved a market-leading position 
by consistently offering superior service and order fulfilment to its 
customers. As construction output in Ireland continues to expand, 
SONAS is extremely well positioned to service this growth and 
continue to meet its customer requirements in the RMI, New 
House Build and Commercial Sectors.
The company will continue its transition to the new facility 
throughout Q4 2018 with an expected completion date of 
early January 2019. Further information on the move will be 
communicated to customers and suppliers over the coming 
months.

McINtYrEs CELEbrAtE 60 YEArs
Founded in 1958 by the late Eddie McIntyre, McIntyre’s Tools 
& Equipment may be celebrating their 60th anniversary in 
business during 2018, but their attitude to the ageing process 
has been fresh, energetic and full of laughter (as well as a little 
stress and excitement)! 
With a host of willing suppliers lining up to support the 
business in reaching this unique and impressive milestone, the 
team in McIntyre’s decided to host an anniversary celebration 
like no other. Opening the doors of their flagship Kilrea store 
for three fun-filled days in September and the same in their 
Dungannon store in October, McIntyre’s gave customers a 
unique opportunity to meet the professionals behind their 
impressive portfolio of brands, offered a range of exceptional 
deals, professional advice, an opportunity to see the new 
‘MacRobot’ welding robot in action and of course, breakfast 
baps and hearty lunches to keep the energy levels high!
Brands attending and playing an enormous role in each event 
included Hikoki Power Tools (formerly Hitachi), INE Welding, 
Lorch Welding, Jefferson Tools, MacGen Power Generation, 
Draper Tools, Master, DeWalt, Apache Workwear, Makita, Teng 
Tools, Snickers Workwear, Chicago Pneumatic, Draper, PCL, 
Translas, Jotun Paint and more.
Following the events, Owner and Director, Fergal McIntyre 
stated “The support from our brand managers and customers 
has been incredible. We wanted to use the event as an 
opportunity to welcome new and existing customers 60 

years on and celebrate everything that has contributed to the 
company’s success over the years”.
McIntyre’s Tools and Equipment specialise in the sale and 
distribution of a huge range of tools and equipment, while 
providing industry solutions to trade, wholesalers and the 
general public. McIntyre’s have just opened a brand new store 
in another great location in Belfast, so the celebrations are due 
to continue.
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AMAzON 
MAKEs fIrst 
INvEstMENt IN 
A hOMEbUILDEr
•	 Amazon	said	it’s	funding	homebuilding	start-up	Plant	

Prefab, marking its first investment in the space.
•	 Plant	Prefab	builds	prefabricated,	custom	single-	and	

multifamily homes.
•	 The	investment	follows	Amazon’s	launch	of	more	

than a dozen new smart home devices powered by 
Alexa.

Amazon has made clear that it wants to own the smart 
home space. Now the company’s going a step further, 
taking a stake in a start-up that’s building actual homes.
On Tuesday, Amazon said its Alexa Fund invested in Plant 
Prefab, a Southern California company that says it uses 
sustainable construction processes and materials to build 
prefabricated custom single- and multifamily houses. 
The start-up is aiming to use automation to build homes 
faster and bring down costs.
It’s a new market for Amazon and the Alexa Fund, which 
typically backs start-ups focused on voice technology. 
The investment comes less than a week after Amazon 
launched more than a dozen Alexa-powered smart home 
devices, including a microwave oven and an amplifier 
that can be controlled by the Alexa voice assistant. Earlier 

this year, Amazon acquired the smart doorbell maker 
Ring, and the company is also reportedly working on 
a secretive home robot.
The smart home market is expected to grow into a 
$53 billion industry by 2022, according to Zion Market 
Research.
“Voice has emerged as a delightful technology in the 
home, and there are now more than 20,000 Alexa-
compatible smart home devices from 3,500 different 
brands,” Paul Bernard, director of the Alexa Fund, said in 
a statement on Tuesday. “We’re thrilled to support [Plant 
Prefab] as they make sustainable, connected homes 
more accessible to customers and developers.”
Amazon joined Obvious Ventures, the firm co-founded 
by Twitter’s Ev Williams, in Plant Prefab’s $6.7 million 
financing round.

Source: CNBC.com

POrtLAOIsE PAINts 
fACADE ENhANCEMENts
On Friday the 12th of October, Laois County Council 
launched its new Facade Enhancement Scheme in 
Portlaoise. This is a pilot scheme, which follows on from 
the recent launches of the new Portlaoise brand logo ‘We’ll 
Meet You There’ and the Portlaoise ‘Me2You gift card’. 
The Facade Enhancement Scheme is an initiative which 
developed from the Portlaoise Town Team, the group 
established to implement the town centre renewal strategy 
for Portlaoise.
The first phase of the Facade Enhancement Scheme will 
focus on Lower Main Street, Bridge Street and the Well 
Road and will assist property owners to improve their 

premises by painting the exterior of both commercial and 
residential dwellings. Laois County Council will contribute 
up to 75% of the approved costs of the works up to a 
maximum of ¤750. 
The scheme is being introduced in association with Crown 
Paints who have developed a bespoke 42-colour paint 
palette specific for Portlaoise. 
Anyone interested in this grant scheme or seeking more 
information should contact Linda Meredith, Business 
Support Unit on Tel 057 8664133 or lmeredith@laoiscoco.
ie. Application forms are also available on www.laois.ie 
and www.connect2laois.ie 
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bOtAMENt OffEr sAfEtY fOr wEtrOOMs
Water is the ultimate source of energy for all life on Earth – 
and it is often used to express a kind of joie de vivre, or living 
in comfort. For builders and materials used in bathrooms, 
however, water can quickly turn into a nightmarish factor 
that poses huge challenges. Wetrooms or sanitation areas 
are therefore subject to particularly stringent specifications 
when it comes to structural design and materials to be used.  
Botament provides ideal system solutions for wetrooms that 
are reliable, ETAG-certified and all from a single source.
As a supplier of complete product systems for bathrooms and 
wetrooms, Botament has been producing top-quality building 
boards and innovative construction chemicals, all of which 
stem from the company’s own R&D. As a result, developers, 
contractors and planners benefit from perfectly matched and 
harmonised products and systems. 
Botament’s complete systems facilitate an easy assembly and 
installation, which in turn means quick work progress. What’s 
more, using the waterproof wall panels and shower boards 
reduces the area that requires waterproofing: only the joints 
need to be sealed and made watertight, not the entire surface 
area! Thanks to sealing tapes and adhesive sealants, which 

are part of the system, this is now a mere formality, saving a 
huge amount of time and money.
The recently achieved accreditation in accordance with the 
European Technical Approval Guidelines or ETAG for short, 
serves as additional guarantor, ensuring a safe and reliable 
outcome when using Botament’s wetroom solutions in 
wetrooms and sanitation areas. Using certified Botament 
systems gives both developers and workmen the security of a 
system that has Europe-wide approval.
The European Technical Approval Guidelines can be regarded 
as independent proof of excellent performance characteristics. 
That’s why Botament waterproofing kits carry the CE symbol – a 
further guarantor of maximum security for both the executing 
contractor and the developer in terms of performance and quality. 
From simple building boards right down to specialist tile 
adhesives – Botament has the right product for any type of 
wetroom need or scenario. Botament opens up a wealth of 
creative possibilities to design bathrooms and wetrooms to 
realise unique individual dreams.

For more details visit www.botament.com

LIVE IN COMFORT WITH
Qual-Pex Eco Underfloor Heating System

High Quality, Dependable Products

Phone: 021 4884700  
Email: Ireland@pipelife.com

www.pipelife.ie 

PIPES FOR LIFE

• Energy efficient heating solutions from a name you can trust
• Manufacturing and innovating in Ireland for over 45 years
• Professional Design Indemnity Insurance - Pipelife 

accepts full responsibility for the design of the 
system and the specification and supply of 
materials.

• Unbeatable 50 year warranty - As the pipe 
manufacturer, Pipelife guarantees our pipe for 
50 years, which is vital when the pipe is being 
buried within the floor structure for the lifetime 
of the building

• Working with the merchant, installer & home 
owner  before, during and after the project

Qual-Pex Underfloor Ad 10-18_Layout 1  12/10/2018  14:25  Page 1



November/December 2018

PrOAIr sIgNs 
EXCLUsIvItY 
DEAL wIth 
brOOKs AND 
brOMUr
Visionaries like Bill Gates and Steve Jobs spent countless 
hours in sheds behind their houses, trying to come up 
with something useful for the developing world. Few have 
managed to emulate their success, but ProAir, which was 
born in a similar way, has succeeded in becoming Ireland’s 
industry leader in heat recovery ventilation (HRV) systems 
over the past two decades or so. 
With this technology becoming integral in the fight against 
climate change and set to become a mandatory requirement 
for all buildings, ProAir needed to take a step upwards in its 
company development. It did this recently by signing a deal, 
which made the Brooks group its product distributor.
Brooks has been synonymous with timber products for over 
a century in Ireland, but since Galway man Mark Lohan took 
the helm, they have become one of Ireland’s largest general 
builder’s providers. 
In recent years, Brooks have become leaders in low-energy 
construction, with an emphasis on renewable energy systems 
such as heat pumps and HRV systems. Their mechanical 
partners, Bromur Energy, will deal with customers in terms 
of design and compliance, while also offering an installation 
service where required. On a practical level, the two 
nationwide networks built by Bromur and ProAir will merge to 
provide the full energy solution.
When the opportunity for Brooks and ProAir to work together 
arose, two key factors cemented the deal; Bromur and ProAir 
have benefited from a positive business relationship over the 
past four years and Brooks were excited by the innovative 
ProAir products, both current and future.
Mark Lohan, Managing Director of the Brooks group said 
“Our relationship with Bromur started in the Brooks Galway 
branch in 2013. Since that time and thanks to the unique 
and complete ‘Part L’ building solution they bring to our 
customers, Bromur now operates out of the entire Brooks 
network. Central to the solution is the HRV system developed 
by David McHugh and his team in ProAir. 
Galway brothers, James and Fergus Murphy developed 
this ‘Part L’ solution over the past five years.  James said 
that “Working with a nation-wide brand like Brooks offers 
us the opportunity to scale up, and the HRV component of 
our solution supplied by ProAir offers us security and quality 
of supply. These relationships are central to our strategy to 
benefit from the expected growth in this market”.

News & Products
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w.hOwArD 
DELIvErs stUNNINg 
rEsIDENtIAL PrOJECt
The W.Howard Group, which is this year celebrating its 
landmark 60th anniversary, has recently contributed to 
the delivery of many stunning residential showhome 
projects throughout Ireland.
Providing skirtings and architraves in many profiles such 
as the Primed Ovolo product, the profiles have been 
specified to complement the fresh and dynamic interior 
decor in many new homes.
Speaking about the project, W.Howard Kildare’s managing 
director, Paul McKenna said: “Our Primed Contemporary 
range accommodates modern interior trends with clean 
lines, shapes and form. There are many projects under 
taken this year which can be used as great examples of 
how our wide range of professional solutions can suit all 
design aesthetics.”
As well as the durable, easy to install KOTA offering, 
W.Howard also provides customers further choice with 
its more traditional Period and Classical profile range.
The W.Howard Group produces skirtings, architraves, 
window boards, door linings and bespoke items from its 
site in Kildare and has one of the largest ranges available 
in Europe. It provides solutions including white primed, 
veneered, foil wrapped and fully finished profiles as well 
as KOTA, following the Group’s acquisition of the Kildare 
plant in November 2016. 
KOTA has enjoyed significant growth in both the trade 
and retail markets throughout Ireland. As a factory 
finished product, it is an increasingly popular option due 
to its ease of use with a simple three step installation 
process whilst offering colour consistency, enhanced 
impact resistance and of course, no painting is required. 
With no VOC’s, it is also both durable and colour 
consistent, saving time and money overall.

For more information about W.Howard please 
visit http://whoward.eu
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UNItED hArDwArE 
AwArDINg EXCELLENCE

A number of hardware and builder merchant stores from 
the around the country have been honoured for achieving 
exceptional retail standards at the inaugural United in 
Excellence Awards, held recently in the 5-star Fota Island 
Resort Hotel in Cork.
Flynn’s Dungarvan won the highly coveted title of ‘Store of 
the Year 2018’, fighting off competition from over 150 other 
stores.
Patrick Cassidy, Group CEO of United Hardware said, “The 
‘United in Excellence’ Awards recognise and celebrate best 
in class offerings, standards and customer service across 
the industry. Our winning members have significantly 
raised the bar when it comes to excellence in retailing and 
have proven that they are the very best hardware stores 
in Ireland.”
Paul Flynn of Flynn’s Dungarvan said, “I am delighted to 
accept these awards on behalf of the team in recognition of 
all the hard work, dedication and determination they have 
put in to ensuring that Flynn’s Hardware continues to grow 
and meet the expectations of our customers.”
The event involved the presentation of 25 awards over 
various key business categories such as paint, customer 
service, light hardware, merchanting and best regional 
store.
As part of the nomination process, every group member 
store across the entire network must comply with a strict 
set of criteria, to ensure that the highest possible standards 
are continuously upheld. This involves an in-depth 
assessment which includes two independent mystery 
shopper audits by an external third party.

On the evening, ¤5,000 was raised for United Hardware’s 
chosen charity, the LauraLynn Foundation. 
United Hardware operates and supplies the Homevalue 
and ARRO retail brands on behalf of its members who, 
together, have over 150 stores across Ireland, catering to a 
diverse base of trade and DIY customers. United Hardware 
has a combined turnover of ¤400 million and has 1,300 
employees through its branded retail estate.

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

12 Homevalue and Arro stores across the country recognised
for retail excellence.

Cherrie Armstrong, Paul Flynn and Richard Armstrong of Flynn’s Dungarvan.
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Thus far in 2018, we’ve witnessed the arrival and departure of 
many trends. The kids’ obsession with Fortnite, the nightly TV 
debate of ‘World Cup vs Love Island’, the abundance of pop-up 
gin bars, to name but a few!
In terms of DIY, the trend that’s not backing down is that of 
repurposing and upcycling. The purpose of upcycling in its purest 
form is to reduce waste, and it’s done by transforming a tired 
or unwanted item into something of better quality or for an 
alternative use.
Fleetwood have introduced a new, incredibly low sheen product 
to their Advanced wood, metal and furniture paint for both interior 
and exterior. The low VOC, water based formula has received 
huge acclaim and praise within the trade.
 
Interior
Painters and interior designers have a penchant for a flat and 
powdery finish and have been calling out for the smoothest and 
flattest sheen for some time. Fully washable and virtually odour 
free, the Advanced range is a family and environmentally friendly 
paint product, with zero VOC content.

Exterior
The exterior use for this product knows no bounds. The fully opaque 
finish of the Advanced Eggshell makes this product perfect for use 
on everything from garden fences, sheds, front doors and exterior 
joinery to metalwork. Clean-up is minimal with this product, giving a 
touch dry finish in half an hour and recoat in less than 2 hours. 
 
Advanced in store
The opportunity to increase sales by add-on buys in this specific area 
is not to be missed. Create a quirky gift box with the upcycler’s tick-
list essentials: Fleetwood Washi tape for razor sharp edges and the 
Fleetwood Pro-D brush for a super smooth and clean finish.

Fleetwood social media channels have lots of inspiring images 
and designer advice on all things paint, for further information on 
this new product please contact your local Fleetwood Rep.

fLEEtwOOD 
PAssIONAtE
AbOUt 
UPCYCLINg

LAgAN Is NOw brEEDON
Following the acquisition of Lagan Group by Breedon Group 
earlier this year, Lagan’s brick, tile and bagged cement products 
have been rebranded as Breedon. 
The company manufactures a comprehensive range of concrete 
roof tiles, clay facing bricks and bagged cement which it supplies 
to builders’ merchants across the UK and Ireland. This newly-
branded range has enhanced the portfolio of specialist building 
products available through Breedon’s distributor network which 
also includes a variety of decorative aggregates, concrete 
products and its famous Welsh Slate.
Breedon Group plc operates two cement plants, around 80 
quarries, 40 asphalt plants, 170 ready-mixed concrete and mortar 
plants, nine concrete and clay products plants, four contract 
surfacing businesses, six import/export terminals and two slate 
production facilities. The Group employs nearly 3,000 people and 
has nearly 900 million tonnes of mineral reserves and resources.  
James Cousins, regional director responsible for Breedon’s 
specialist building products, said, “It’s a very exciting time to be 
part of Breedon. We’ve spent the last few months getting to 
know our new colleagues, as well as the products and plants 
within the group, and the rebranding from Lagan to Breedon 
demonstrates our commitment to the market to move forward as 

a single brand, leveraging the strength of the enlarged group 
to offer our customers high-quality products and the highest level 
of customer service. 
“It’s early days but one thing’s for sure: we’ll be continuing 
to grow and invest in our business in the coming years, with 
a continuing focus on our customers throughout the UK and 
Ireland.”

For more information please visit www.breedongroup.com or 
contact 028 9264 7100.
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Following a marked change in shopping preferences, online 
sales have grown dramatically in recent years.  With all 
sorts of items being delivered, often when the recipient 
is out, there has been a surge in demand for secure, 
reliable post boxes. In addition to preventing fishing of keys 
through the letter flap, mounting an external post box helps 
improve energy efficiency by eliminating a potential source 
of draughts.
To help retailers make the most of this increased sales 
opportunity, Burg-Wächter is promoting Europe’s largest 
range of stylish post boxes to the Irish market.  The Burg-
Wächter name is synonymous throughout the world with 
high quality, practical products.  Burg-Wächter post boxes 
conforming to the European standard EN 13724 assure 
superior performance, enhanced weather protection, 
greater resistance to attack, in sizes tailored for modern 
living.

Available in a wide range of designs, innovative materials 
and choice of colours there’s a Burg-Wächter post box 
solution for every building.  Stackable banked options meet 
the needs of apartment and office buildings, whilst the 
choice of either wall-mounted or free-standing models bring 
added flexibility to the range.  Customer appeal is further 
enhanced by the variety of materials available, including 
stainless steel, high quality plastic and powder-coated 
galvanised steel.
Offering profitable sales throughout the range, Burg-
Wächter’s extensive selection of security products is 
available through its dedicated Irish team on +44 1274 395 
333. Peter Walsh is the Area Sales Manager for Ireland 
(South), whilst Gerald Graham performs the same role for 
Ireland (North) and Northern Ireland.
Visit www.burg.biz/ie for further information about Burg-
Wächter’s range of over 4,000 security products available to 
Irish retailers, ranging from traditional safes, post boxes and 
padlocks to smart video surveillance, entry management 
and wireless alarm systems.

bUrg-wäChtEr 
PrOtECts POst

Crown Trade has extended its popular Clean Extreme range 
to offer some of the most scrubbable and stain resistant 
paint solutions on the market, helping to win the fight 
against stains, dirt, mould and bacteria.
The water-based range offers a selection of quick drying 
and low odour solutions to creating clean and hygienic 
surfaces, including Clean Extreme Stain Resistant 
Scrubbable Matt and Acrylic Eggshell.
Ideally suited to high traffic areas such as hallways and 
corridors, Crown Trade’s Clean Extreme Stain Resistant 
Scrubbable Matt has an impressive durability level of 
10,000 scrubs.
Crown Trade’s Clean Extreme Stain Resistant Scrubbable 
Matt has also been independently tested to ISO 11998 
Class 1 scrub rating for guaranteed results. Crown Trade’s 
Clean Extreme Mould Inhibiting Scrubbable Matt can offer 
long lasting protection from unsightly and unhygienic 
mould. 

For surfaces that need to be hygienically clean, such as 
healthcare facilities, food preparation areas or children’s 
play rooms, Crown Trade’s Clean Extreme Anti-Bacterial 
Scrubbable Matt provides a high quality anti-bacterial finish, 
enhanced through the use of the independently tested 
SteriTouch® silver ion technology which protects against 
the growth of bacteria. 

CrOwN trADE fIghts grIME
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Clarke’s began trading in the town of Bailieborough, Co. Cavan 
in 1928 and has been a cornerstone of the retail community 
and the social fabric of the town ever since. It started out its 
days as a general, groceries and hardware store by Michael 
Clarke in 1928 who gradually expanded the business into 
furniture and other homewares over the decades. 
Michael was followed by his son Francis and the second 
generation of Clarke’s began in the late 1960s. Francis 
continued the expansion into flooring and carpets and made 
a number of adjustments to the town centre premises. 
During this period, Clarke’s also expanded into building and 
decorating materials and continued to serve the community 
as a ‘go to’ store for most general supplies. 
Fast forward a couple of decades and it’s all happening again 
under Aidan Clarke’s stewardship. Aidan has picked up the 
baton from his parents Francis and Sheila after working 
in the store since he was a young lad. Having joined the 
Albany Home Décor group in 2004, Clarke’s invested in their 
business again. In 2015 they renovated the general hardware 
department and did a substantial revamp on the furniture, 
flooring, bedding and homewares departments.. 
“Aidan has brought a modern design feel to the business 
which is always a challenge when you have so many product 
categories to stock and display. The Albany format is to the 
fore as customers come through the entrance which is the 
‘soft’ end of the business. This helps bring a sense of colour 
and inspiration to the retail offering” said Padraic McGuinness, 
Albany Group Development manager. Aidan Clarke reports 
growth in all departments since the recent refurbishment. 
“The new look and emphasis on room-set displays to help 
sell furniture items and décor products is definitely working. 
Customers are inspired by the arrangements and it is helping 
them visualise the interior design scheme, we are very 
encouraged by the reaction.”
Congratulations and best wishes to Aidan and all the staff at 
Clarke’s of Bailieborough from all at the Albany Group, Expert 
Hardware and HAI.

Rathcoole-based Toner Transport & Logistics were recently 
crowned the much-coveted title “Irish National Haulier of the Year 
2019” at the industry leading annual Fleet Transport awards.
For over 85 years, The Toner Group have been providing a 
professional no nonsense transport, logistics and warehousing/
storage service on a B2B basis across the 32 counties of Ireland.
The business was started by the grandparents of MD Paul Toner 
in Newport Street - Dublin city centre in 1933. Recently, the 
fourth generation of the Toner family joined the business.
Toner Transport & Logistics are very proud to be a fully Irish 
owned and operated business, to be based in the capital of 
Ireland, to be on the fourth generation of the same family and to 
employ 60 people on a full-time basis across the country.
The TT&L team run their fleet of over 45 vehicles and 110 
trailers, with the main emphasis being placed on giving the best 
possible customer service to a loyal customer base, whilst always 
remaining focused on priorities such as Health & Safety and 
Environmental Issues.
TT&L are very focused on the full logistics offering and 
concentrate mainly on the hardware/ builder’s providers & DIY 
industries and work with related companies such as UEL/NIKO, 
Gyproc Saint- Gobain, Canadia Distributors Limited, and Glennon 
Brothers Fermoy.
Paul Toner recently commented: “Our successful business is 
built on supplying a professional, flexible no-nonsense service to 
all of our customers all of the time and this, we provide, thanks 
to our dedicated and loyal team. We recognise that working with 
such quality customers has very much helped in attaining this 
prestigious award.
Commenting on the recent award win, Paul Thompson, MD of 
Uppercross Enterprises Ltd, a TT&L customer, said, “it’s great 
to see an Irish Family Business receive this award in what is a 
very tough industry and also against increasing competition from 
international hauliers entering this space.  Supporting small local 
business is so important in our industry and we are delighted to 
have Toner Transport providing transport and storage services to 
us. Keep up the good work lads.”

90th ANNIvErsArY 
fOr CLArKE’s 
ALbANY

tONEr 
trANsPOrt 
tAKEs tOP sPOt
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Chosen by Dulux colour experts to reflect the 
new positive mood of the moment, Spiced 
Honey is a warm amber tone, inspired by the 
beauty and versatility of honey itself. This 
warm, welcoming and adaptable shade can 
be used across whole walls or as an accent to 
a new paint colour scheme as in the featured 
colours, Feather Pillow and Cobalt Night. 
Featured colours: Feather Pillow, Cobalt Night 
and Spiced Honey.
The “space to think” palette has warming 
Spiced Honey at its heart, combined with an 
inviting mix of rich neutrals and touches of soft 
pink and sophisticated deep blue. Polished 
woods, mid-century furniture, graphic rugs and 
textiles emphasise the smart, yet soothing, 
coherence of the look.

DULUX COLOUr Of thE
YEAr 2019 - sPICED hONEY
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IE Domain Registry, the company that manages and maintains 
Ireland’s country domain, .ie, has outlined the need for a 
national Digital Activation Campaign in the latest edition of 
its SME Digital Health Index, an annual survey of 1,000 Irish 
SMEs that measures attitudes to and use of digital assets like 
websites, e-commerce and social media.

According to the SME Digital Health Index’s “Digital Skills 
Assessment”, which measures Irish SMEs’ digital skills capabilities 
on an ABC grading system based on their response to survey 
questions, SMEs scored an average B grade in “communicating” 
and “transacting”, indicating a fair-to-good use of digital assets to 
communicate online with customers, facilitate e-commerce and 
manage other business transactions online. 
However, SMEs achieved an average C grade, the lowest grade, in 
the “boosting” category, indicating a “poor use or understanding” 
of digital assets like business productivity software, online 
messaging platforms, online marketing and promotion tools or data 
analytics software. This indicates a widespread inability of SMEs 
to use software and digital skills to improve business productivity, 
analyse customer data and promote an online presence.

According to the SME Digital Health Index, two of the biggest 
barriers to SMEs doing more online are a lack of time (24%) and 
a lack of the technical skills (11%) perceived as necessary to build 
a website, integrate e-commerce, or make use of productivity or 
analytics software. A quarter (25%) say that they are “doing all they 
can” online—even though only three in ten SMEs can take sales 
orders through their website.
Offline SMEs – those with no digital assets whatsoever - cite 
“no time” (43%), “lack of digital skills” (39%) and “poor Internet 
connectivity” (24%) as their barriers to going online.
In response, IE Domain Registry has recommended to Government 
the creation of a national ‘Digital Activation Campaign’ that 
demonstrates the value of e-commerce and digital to Ireland’s 
SMEs and micro-businesses. The campaign, led by government, 
would entail the provision of practical, hands-on workshops to teach 
SMEs how to install tangible digital tools on a website. 
Commenting on the Key Findings and Action Points, David 
Curtin, Chief Executive of IE Domain Registry, said: “Ireland’s 
e-commerce economy is worth ¤12.3 billion. However, the bulk of 
the e-commerce spend in Ireland is with foreign companies” (Virgin 
Media Digital Insights Report 2016).

BHETA (The British Home Enhancement Trade Association) held one of its popular 
networking forums on October 16th in Birmingham, which featured The Home 
Depot’s Managing Director of European Sourcing, Massimiliano Zampella, along 
with Clive Daley, Head of Development for the UK at ManoMano and Hardware 
Association Ireland, Head of Member Relations, Jim Copeland.
Jim set the scene for doing business in Ireland with his presentation “Trading with 
your closest neighbour”, where he outlined the opportunities of exhibiting at The 
Hardware Show in February 2019 and advertising in The Hardware Journal. Given 
the uncertainty surrounding the final outcome of Brexit negotiations, HAI and BHETA 
have been developing closer ties to co-operate on items of mutual interest.

IE DOMAIN wANts DIgItAL ACtIvAtION

hAI wELL rEPrEsENtED At 
bhEtA NEtwOrKINg fOrUM

Steve Wilkinson - N Smith & Co. , Jim Copeland - 
Hardware Association Ireland , Clive Daley - ManoMano,
Massimiliano Zampella - The Home Depot , Melanie 
Gividen - Spring & Autumn Fairs Birmingham, and Paul 
Grinsell - BHETA .
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Tegral welcome Joey Carbery as Brand Ambassabor as 
they announce news of ¤18million investment and a 
new “Slate of the Nation” campaign.

As part of their initiative to ‘raise the standards of roofing’ in 
Ireland, Tegral have been at the forefront of the industry in terms 
of product innovations, technical solutions, sustainable building 
and education. Continuously improving their process, earlier this 
year Tegral announced news of an ¤18million investment into 
their factory based in Athy, Co. Kildare.
The factory upgrade is now complete and they are delighted to 
announce they have welcomed Joey Carbery, professional rugby 
player, to the team as their Brand Ambassador, in line with the 
launch of a new, better than ever slate.
Speaking about Joey Carbery, Claire Kelly, Tegral’s Marketing 
Manager said - 
“It was an easy choice for us to make in choosing a Brand 
Ambassador to work with us. Athy is a small town and our 
community takes huge pride in seeing Joey, who is one of our 
own, going from strength to strength with his professional rugby 
career. His family hail from Athy, he played with the Athy RFC 

youth team for many years and so many members of our team 
here in Tegral know him. From a brand perspective, the synergies 
are clear too. It takes strength and endurance to weather the 
storm – I am talking about our slates now, not Joey!”
The new factory upgrade also brings positive news to the roofing 
and building industry as the Tegral slate range, including Thrutone 
Endurance and Rivendale, will now be better than ever with new 
technology and production processes improving the quality of the 
slates. 
“Our slates have long been the strongest on the market with the 
highest quality paint and finish, giving a product that outperforms 
any other. The new production process is resulting in an even 
better slate, one that is truly superior than any other out there. 
With changing weather patterns in Ireland, harsher winters, 
more storms and higher temperatures in summer months, the 
improved product is geared up to take on these challenges. 
Ireland is sitting on the edge of Europe, a windbreaker from the 
Atlantic, so it vital our slates are made stronger and more resilient 
than the European standard dictates”.
In line with all of the positive news, Tegral have launched a ‘Slate 
of the Nation’ campaign to support product and brand awareness, 
identify the product benefits and clearly differentiate them from 
the rest. Building for generations past and generations to come, it 
is an exciting time for Tegral.

thE bEst JUst gOt bEttEr 

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
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On the 24th of October 2018, the Sale of Illicit Goods Bill 
was debated in Leinster House, and was voted by the 
members of the Dáil to go to Committee Stage. The Bill, 
which received great support from Fianna Fáil, Sinn Féin 
and independent TDs, is a huge step in the fight against 
illicit trade in Ireland, and it has come at an extremely 
pertinent time.
The Sale of Illicit Goods Bill was introduced in April 2017 by 
Fianna Fáil deputies Declan Breathnach, Robert Troy and 
John Lahart. The Bill proposes to make it illegal for citizens 
to knowingly purchase illicit cigarettes, alcohol or solid fuel 
and enforcing this by introducing an on-the-spot fine of 
¤100 for the purchase of goods where taxes have not been 
paid. 
Revenue’s 2017 Tobacco Survey revealed that 13% of 
all packs of cigarettes held in Ireland are illegal – which 
amounts to approximately 520 million cigarettes consumed. 
This represents a loss to the Exchequer of ¤229 million in 
2017 alone. Revenue’s 2017 annual report showed that it 

also seized 95,021 litres of illicit alcohol with an estimated 
value of ¤0.91 million. Retailers against Smuggling (RAS) 
spokesman, Benny Gilsenan said: “The issue of smuggling 
has grown more apparent than ever in 2018, so the timing 
of this Bill is significant. 
“We saw the discovery of a massive cigarette factory in 
Louth this year, as well as two fuel laundering plants. With 
the recent tobacco excise increase in Budget 2019 and 
the smoky coal ban due to be implemented next year as 
well as a potential hike in carbon tax, the likelihood of an 
increase in tobacco and fuel smuggling over the border is 
extremely high.”
While RAS welcome the legislation, it says that Revenue 
Officials and An Garda Síochána need more resources to 
combat smuggling in the coming years. The next step for 
the Bill is for it to be debated at Committee Stage which 
will likely take place sometime in 2019. 

Source: The Dundalk Democrat and Retailers Against Smuggling.

ILLICIt gOODs bILL ADvANCEs

Grafton Merchanting, the owner of the Chadwicks and Heiton 
Buckley brands, intends to invest ¤500,000 in its Chadwicks 
brand this year with further investment planned for 2019.
Grafton Merchanting ROI will begin a store upgrade, with six 
branches due to be completed by the end of this year and a 
further six to be upgraded next year.
Earlier this year, the company also upgraded Heiton Buckley 
branches and, asked by The Irish Times whether the 
company was considering one brand, Chief Executive Patrick 
Atkinson said the company is “doing some work” on brand 
consolidation which will be complete by the end of this year.
Noting his “preference was for one brand” Mr Atkinson 
said the refresh is about “making it easier for the customer 
to do business with us”. He added that there has been no 
investment in these shops in the last 10 to 15 years.
Established in 1902, Chadwicks has 18 branches nationwide. 
The upgraded stores will see a “more accessible store layout, 
open counters where customers can touch and try products 
and digital signage with the latest product information and 
offers on display”.
Mr Atkinson added that the company is investing in its people 
and training, “to ensure that our customer service and product 
knowledge remains a key differentiator in this sector”.
“We also recognise the need to pipeline new talent and this 
month sees the launch of our Builders Merchant 
Traineeship. We have partnered with the Dublin and Dún 

Laoghaire Education and Training Board for this initiative, which 
we plan to roll out nationwide next year,” he said. The company 
anticipates it will take on 20 trainees across their Dublin 
branches as part of the programme.
With the construction sector in growth mode, Mr Atkinson said 
the company’s outlook “is very strong”.
“We hope to get high single digit growth over the next couple 
of years,” he said.

Source: The Irish Times

grAftON CONfIDENt
IN ChADwICKs



Lagan Products has become Breedon. 

One brand and one business  offering an 

enhanced, high-quality product range, 

backed by a service commitment designed 

to add value to merchants of all sizes on 

a nationwide scale.

And because we are now bigger and part of 

the Breedon Group, a leading construction 

materials company in the UK and Ireland, 

you can grow too. You can take advantage 
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TW Clarke is a family-run distributor of security, key cutting, 
hardware and engineering products. The company arose 
from informal beginnings in 1981, when Willie Clarke began 
accumulating stock in the family home in Rathfarnham and 
later in a warehouse in Terenure. The progressive expansion 
of the business eventually led to the purchase of the current 
warehouse situated in Bluebell Industrial Estate; a location 
connecting the business to its nationwide customer base with 
its proximity to the motorway network.
Willie’s two sons, Gordon and Neville, now run the business. 
The pair share their father’s meticulous approach to organisation, 
which means that they can pinpoint the location of every item 
in the warehouse at a moment’s notice. “There are times when 
we have to act extremely quickly to get an order out the door 
as soon as possible, so knowing the exact location of every 
item in the 3,500ft warehouse is vital”, according to Gordon. It 
is clearly this dependability that has maintained their popularity 
with customers throughout the years. “I always get a buzz out 
of fulfilling last minute orders”, Gordon said.
The team currently consists solely of Neville and Gordon, 
meaning that there’s always action and pressure in their job, 
which they thrive on, said Gordon. Their small team also means 
that they have a very close connection with their customers, 
who receive an unmatched level of service and the added 
benefit of speaking to a member of the Clarke family each time 
they call. Gordon said that there are no plans to induct his own 
kids into the business just yet, however, they have taken up 

roles as product testers from the family home for the interim 
period, ensuring that consistent high standards are met across 
the board. The Clarke brothers are a wealth of expertise in their 
field, with modesty to match. “We try and give people the 
best service we can give, doing everything possible to satisfy 
the customer. We’re very open with our clients when working 
with them to establish their exact needs, which we will always 
endeavour to accommodate” Gordon said. 
Gordon’s advice to families working together in business is 
that “It’s ok to disagree on things, but not to be disagreeable, 
otherwise it won’t work.” The Clarkes’ ability to read industry 
trends and predict demand stems from years of experience 
that has trickled down from one generation to another through 
knowledge-sharing and co-operation as a team. Day-to day, 
Gordon takes charge of paper work, administrative duties and 
processing orders, while Neville is involved with customer 
liaison, with a lot of overlap between their duties. According to 
Gordon, “customers are always asking ‘what’s new’, and we 
have to be very responsive to new product arrivals in order to 
keep our customers informed.”
Having spoken to Gordon, it is clear that TW Clarke is a company 
with a deep-rooted conscientiousness around the quality of the 
products they supply. The end-user experience is as important to 
them as it is for the retailer to whom they provide their products. 
This extra level of care is an undeniable element of their success 
as a company. The brothers have a discerning eye for the calibre 
of the products they sell. “We’re very particular when it comes 

The Hardware Journal Ireland editor Adam Byrne caught up
with Gordon Clarke of Dublin’s TW Clarke to unlock the secrets

to a successful family business.
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safe to say that service is key
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to choosing a supplier. We look for consistent product quality 
and a market leading brand name before bringing a new supplier 
on board” said Gordon. Their growing list of customers, some 
of whom have been with them since the business first began, 
acts as a testament to their reliability and care in all areas of their 
trade. Gordon is passionate about the products that he supplies, 
which is evident as he talks his way through the contents of the 
warehouse, with each section having its own anecdotal snippet 
of personality to it. 
TW Clarke has recently started a business relationship with the 
Italian security manufacturer, VIRO. “Their ethos of supplying 

quality products fits perfectly with our approach to servicing our 
customers needs. We supply these in full confidence, so that 
our customers - the hardware stores, locksmiths, key cutters, 
engineering merchants and industrial suppliers can all supply 
their customers, knowing we stand over everything we sell”, 
Gordon said.
In recent times, the pair have created their own brand of 
letterboxes and safes named ‘NGC’ (Neville and Gordon Clarke). 
They stand over their own brand in the same way they would for 
the other brands they supply. “Quality is extremely important to 
us. It took us six or seven samples to find the right letterboxes 
to put our name to”, said Gordon. Their beautifully crafted ‘NGC’ 
brand letterboxes are named after Irish rivers; one of which is a 
hat-tip to their father’s home county of Cavan, ‘the Erne’.
The economic downturn was tough on the company, as it was 
for many. The family bolstered their business by increasing the 
amount of stock that they held to stay ahead of the competition, 
maintaining their reputation of reliability that they had carved 
through decades of trading. “It’s rare for us to be out of stock 
for items that our customers need. The key to our business 
is having stock on the shelves. We and our customers can’t 
function if we haven’t got the right stock in the warehouse at 
any given time”, Gordon reflected. There was a time when the 
company supplied 30 or 40 types of keys, but that figure is now 
in the thousands, which serves as another indicator of their 
exponential success over the years.
TW Clarke is an excellent example of a great Irish family 
business. A well-oiled operation with a comprehensive level of 
service, forward-thinking ideas and a diverse range of products. 
The enthusiasm of the men behind the business is one of many 
signs that they have kept a fresh, unwavering approach to their 
company, which will keep them moving onwards and upwards 
for many years to come. 

If you have a story to tell as a supplier or 
manufacturer in the Irish market, please 
contact Annemarie on 01 298 0969 or 
annemarie@hardwareassociation.ie 
for more information.
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Situated just off the M1 exit for north Drogheda, minutes 
from Drogheda town centre, the Wogan Build Centre 
officially opened in September 2017. The site was acquired 
by the family in 2005 when their business began to outgrow 
their old premises on the Ballymakenny Road. With its high 
traffic flow and quick, easy access to the M1 motorway, 
the site was perfectly positioned for a full service builders 
merchants like Wogans.
Derek and Garrett Wogan are the current directors of 
the company. They succeeded their parents Gerard and 
Anita Wogan, who established the Wogan’s Hardware 
brand 26 years ago in Drogheda. “There’s an undeniable 
hardware pedigree in the family”, Derek explained, saying 
that his grandfather owned an all-in-one grocery, furniture, 
and hardware store in Dunleer where his father Gerard is 
originally from. According to Derek, “The Wogan name is 
synonymous with the building materials and furniture supply 
trade in the area and the family background is strongly-
rooted in the same industry”, a reputation which Derek and 
Garret are now proudly upholding.
Leaving the road and entering the driveway of the Wogan 
Build Centre, it’s difficult not to appreciate the grandeur 
of the scene. The morning sky is a hazy palette of azure, 

casting sunlight onto the edge-to-edge ocean of emerald 
foliage that stretches across the horizon, contrasting against 
a foreground of Wogans’ proprietary orange, white and grey 
colour scheme. A proudly-hung pair of ‘Wogan Build Centre’ 
signs are in place to invite you into the bustling compound, 
where trucks, vans and cars have already begun filtering 
in and out of the four-acre site as another busy day gets 
underway.
Entering the store, you’re greeted with a feast of colourful 
product displays and attractively constructed aisles that 
serve as a link from the pristinely-polished showroom and 
paint section on the left of the store to the ever-popular 
plumbing section on the right. The building consists of a 
beautifully airy, modern design where each aisle is numbered 
and labelled with its contents, allowing for a painless process 
of product perusal. The remarkably tidy and clutter-free 
environment makes for a soothing customer experience. A 
clever use of space throughout the building is a testament 
not only to the family’s background in the industry, but also 
to the extensive floor staff who meticulously maintain the 
glowing aesthetic both inside and outside the store. The 
staff are full of pleasantries, exchanging jovial chat with 
customers and offering advice where needed. Outside, the 

In this issue’s Store Profile, The Hardware Journal visited 
Drogheda’s Wogan Build Centre to speak with brothers
and company directors Derek and Garrett Wogan after

their first year in a new location.

‘The Complete Builders 
Merchant’ is wogans’ slogan
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building materials area is alive with the hums and dings of 
forklifts and trucks loading up customer orders. With overall 
staff numbers exceeding 50, there’s no shortage of helping 
hands in the Wogan Build Centre. As well as this, the store’s 
opening hours are ample for early risers, opening from 
7.30am-5.30pm Monday to Friday and from 8am to 5.30pm 
on Saturday, closing Sunday.
Garrett pointed out that the design of the store both 
internally and externally was carefully considered so that 
trade and retail customers can enter the store from different 
sides in accordance with their specific requirements and 
in correspondence to the type of vehicle that they require 
parking for. “The entrance at the building materials yard is 
positioned in order for trade customers arriving in vans or 
trucks to get in and out as quickly as possible and back to 
the job at hand, which is something that these clients put a 
lot of value on.” 
Atop of the aforementioned showroom and plumbing 
sections, the staff are distributed amongst several 
departments, which include, but are not limited to; building 
materials, plumbing, logistics, insulation & drylining, 
accounts, and the purchasing department. The company also 
has four sales reps out on the road at any given time, always 
looking for new business opportunities. 
Wogan’s places a large emphasis on employees having 
the ability to shape their own departments as they see fit. 
“Structured meetings with department managers allow us to 
review how progress has been and to receive feedback from 
staff with regard to sales figures, operational efficiencies 
and errors in order to allow employees to self-assess and 
give their own take on how the department is performing, 
affording them with the power to enact change in their 
specific departments”, said Derek. 
It’s clear that the company recognises the importance of 
handing over responsibility to employees, and both Derek 
and Garrett feel that the personal and creative development 
of their staff is of paramount importance. “The reason 
that this is important is it allows staff to drive the business 
forward, it ensures that they’re enjoying their positions, and 
it allows them to learn new skills and pass these skills on to 
other staff members. The company prides itself on a team 
with a high level of expertise and technical knowledge.” 

Derek said. The rapport between staff and management 
reflects this communicative approach very well. 
During the recession, several internal protocols were put in 
place to limit risk-factors in the business, like tighter controls 
on the provision of credit. As well as these protocols, the 
company implemented the roll-out of a ‘service solution’ 
mentality, whereby, rather than just selling products, the 
Wogan Build Centre became a full solutions package. In 
order to do this, the team began to focus on educating 
themselves, allowing them to be up-to-date with all of the 
latest products in the market. This, in turn, allowed them 
to offer technical advice and expert knowledge to their 
customers in accompaniment to their products. Garrett 
said that this process catalysed the creation of strong 
partnerships with businesses across the country, and further 
galvanised existing long-term customer relations. At a time 
when other companies fell at the feet of the economic 
downturn, the quick thinking of the Wogan brothers gave 
them a cutting edge, which resonated with their customers 
and allowed the company to grow during the recession, 
producing the current incarnation of the Wogan Build Centre 
that we know today.
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The development of the new store took shape with the help 
of the company’s buying group, Topline. “Topline played a 
big role in the move to the new site, offering both planning 
and operational support through their in-house revamp team. 
This was crucial in getting key elements of the store in tip-
top shape, such as shelving, signage, product selection and 
showroom design”, said Derek. Topline also offer feedback 
in terms of what’s expected to sell well going forward and 
which promotions to run at certain times throughout the 
year. In terms of online promotions, Derek said that the use 
of Facebook has proven beneficial thus far, with a successful 
composite decking promotion running recently between 
a local newspaper and online via social media. “This dual-
strategy approach allowed us to display the visuals of 
the product, as well as allowing us to explain the product 
benefits to the customer. This promotion was a major driver 
for sales in that category for the period that it ran, and 
Facebook allows us to generate awareness for our brand on 
an ongoing basis, which we’re always trying to improve on”, 
Derek said.
It’s clear that Wogan’s place a lot of value on their local 
community, which they’re an integral part of. They regularly 
get involved with charities like the Gary Kelly Cancer Support 
Centre and local GAA clubs to host barbecues and raffles at 
the store to raise money and lend support for different local 
causes. A recent free Halloween treat day and face-painting 
event for local kids serves as another example of Wogans’ 

efforts to generate some fun and spirit in the locality; a 
practice, Derek said, that the company is always looking for 
new ways to get involved with.
The uniqueness of the Wogan Build Centre is embodied in 
its multi-faceted business model, which serves the largest 
possible cross-section of the community. The build centre 
maintains a feeling of local warmth while catering for 
large construction projects across a far-reaching customer-
base.  Garrett said that his strategic ambition for the 
Wogan Build Centre is for it to be “the complete builders 
merchant for both trade and retail customers at all levels 
of building projects, “from foundations to painting”, and 
this is evidential from visiting the store. Wogans’ transport 
fleet also facilitate the delivery of building materials, with an 
army of lorries on-the-go, available to distribute to the wider 
Leinster area and beyond. “The retail side covers the local 
market very well, and the trade side of the business has both 
a local and widespread catchment area”, Derek said.
This Wogan Build Centre site may well be in its infancy, 
but the business minds behind the brand are well-versed 
in all things trade. Garrett’s sentiments for the future 
are inherently positive, and there’s no telling how far the 
company can go with the belief of the directors and the can-
do attitude of the team behind it. “The outlook on the market 
is strong, and we don’t see that changing in the near future”, 
Derek said, and judging by the way the business is run, it’s 
hard to argue with him.
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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 and also 
receives 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.
In the afternoon of the first day, there was more focus on 
technology but not to the detriment of focusing on your 
customers – at last a bit of sense in a world that appears 
to predict the downfall of bricks and mortar daily and 

that robots will soon take over the world. The focus on 
customers was how their expectations of your brand have 
increased over a smaller period of time thanks to technology 
(see Figure 1 below)
 

Figure 1.
Winning in the new world reflects on the same components but how they 
have shifted in line with changing customer demands (see Figures 2&3).

Annemarie Harte presents the second instalment of her coverage
of the 6th Global DIY Summit in June, where she represented

HAI and The Hardware Journal.

6th global DIY summit
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Figures 2 & 3 right.

Steve Jobs famously said ‘Start with 
the Customer Experience and work 
backwards’ so the title of Steven van 
Belleghem’s presentation ‘Customers 
– The day after tomorrow’ was fitting.
Since the birth of e-commerce, 
marketing experts have disagreed 
about the future role of brands. Some 
have predicted that digital technologies 
will hasten the demise of brands 
because customers will have ready 
access to information they need to 
make purchase decisions, and “brand” 
will therefore become less relevant. 
Others have prophesied an increasing 
importance of brand as a simple 
way to evaluate choices in an era of 
information overkill.
As the graph bracingly shows, brand 
valuations declined by nearly half 
(falling from 18% to 10%) while 
customer relationship values doubled 
(climbing from 9% to 18%) over 
a decade. All other categories of 
intangibles remained stable. These 
numbers reveal a dramatic shift in 
the strategic approach to marketing 
over the last 10 years. Acquirers have 
decisively moved from investing into 
businesses with strong brands to 
businesses with strong customer 
relationships.
That suggests that marketing 
resources now directed at brand 
building should be more fully integrated 
with those designed to reinforce 
relationships. The value of “brand” 
or “brand image” as an entity distinct 
from the offering itself, we think, will 
diminish. However, marketers should 
be careful not to take this too far and 
underinvest in classic branding. With 
brand messages becoming more and 
more individualized and diverse, brand 
equity needs to stay strong to perform 
its overall integrative role. Strong brand 
communications are and will remain 
important especially in attracting new 
customers and in enhancing desirability 
for higher price premiums.

Source: Steven van Bellegham (6th Global 
DIY Summit), Christof Binder, Dominique M. 
Hanssens (From Harvard Business Review). 
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The Declining Value of Brands
(and the Rise of Customer Relations)
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It’s all gone very quiet hasn’t it? Since the announcement 
of store closures and job losses in August, we’ve not 
heard much from Homebase and industry commentators 
like myself, competitors and employees alike are eagerly 
waiting to see the direction that the Homebase business 
will now take.
But what are the options, and can Homebase survive in a 
market that certainly from a UK perspective, is not helping 
big-box DIY retailers?
The announcement that Australian conglomerate 
Wesfarmers were selling the 250 store Homebase chain 
occurred on the 25th May 2018 and just three weeks later 
on 12th June, the business was disposed of for the princely 
sum of £1 to Hilco Capital. On their website, Hilco describe 
themselves as a UK based business that provides advisory 
services to a range of clients including retailers, with the 
aim to improve profits or sustainably reduce operating 
costs.
The list of companies that Hilco have purchased or 
advised in the past, doesn’t make comfortable reading 

for Homebase’s remaining 11,500 employees across the 
UK and Ireland. They include Woolworths, Somerfield, 
Littlewoods, Borders, British Home Stores and HMV – the 
latter being the only retail business that has survived and is 
still operating as a bricks’n’mortar business.
And Hilco certainly has its work cut-out. In the full year 
to February 2016 (the year prior to the Wesfarmers 
acquisition) Homebase’s turnover declined by 3.1% to 
£1.433bn and its operating profit was just £23.5m. It’s 
understood that over £20m of the £23.5m profit was 
generated by the in-store concessions Laura Ashley and 
Habitat. Following the well-documented mistakes and 
errors of Wesfarmers, in the 12 months to the point of the 
Hilco takeover in June this year, Homebase turnover had 
declined to less than £1.1bn and it had generated a loss of 
more than £150m.
With the business in a precarious state, the Hilco team 
got to work immediately to cut costs across the business, 
including 300 head redundancies from their store support 
centre in Milton Keynes (June 2018) and the closure of 

Insight Retail Group’s Steve Collinge shares his take on the 
dwindling fate of the DIY superstore brand.

homebase - so what 
happens next?

Homebase
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their horticultural buying office in Swindon (August 2018). 
On the 14th August, the company announced that 
following a comprehensive review, it had concluded its 
current store portfolio mix was no longer viable and that 
rental costs associated with stores were unsustainable, 
with many stores’ loss making. The vehicle increasingly 
used by distressed retailers, a CVA (Company Voluntary 
Agreement) in the words of a company statement “would 
enable Homebase to make the essential changes to its 
store portfolio, reducing its cost base and providing a stable 
platform on which to continue its turnaround”.
Damian McGloughlin, CEO of Homebase, said: “Launching 
a CVA has been a difficult decision and one that we have 
not taken lightly. Homebase has been one of the most 
recognisable retail brands for almost 40 years, but the reality 
is we need to continue to take decisive action to address the 
underperformance of the business and deal with the burden 
of our cost base, as well as to protect thousands of jobs. The 
CVA is therefore an essential measure for the business to 
take and will enable us to refocus our operations and rebuild 
our offer for the years ahead.”
The implementation of the CVA led to the business 
announcing the closure of 42 stores including two branches 
in Dublin (Fonthill and Naas Road) and the branch in 
Limerick with the loss of a total of 1,500 jobs in the UK 
and Ireland and a further 70 ‘amber’ stores whose future 
survival depended upon negotiations with the landlords. 
The outcome of these negotiations and news on further 
store closures are expected any day now and we expect 
there will be further store closures.
So, what happens next? There’s plenty of industry talk 
about the future of Homebase; whether it actually has a 
future and if so, what the business needs to do to compete 
against a rejuvenated Woodies, a strong independent base 
in Ireland and the juggernaut that is B&Q.
I’ve picked up a growing consensus across the industry 
that taking Homebase back to where it came from, a 
softer, more female shopper focused approach is the 

key. Homebase certainly used to have a clearer position 
in consumer’s minds. They were strong in Home 
Enhancement and Gardening and with an offer supported 
with in-store concessions and a more pleasant shopping 
experience than the large warehouses, they appeared to be 
onto a winner – or were they?
We’ve already established that even then, the company 
was barely breaking-even, sales were in decline, as were 
shopper numbers. Wesfarmers activities in the intervening 
years have achieved nothing other than to alienate the 
female shoppers they may now be looking to attract. 
Consumers are confused by what the Homebase brand 
stands for and have been let down by a poor shopping 
experience. To win these customers back is going to be 
one hell of a challenge at a time when even some of the 
strongest retail brands like Marks & Spencer and John 
Lewis are finding it tough.
Across the pond, Lowe’s is still a successful business with 
exactly that kind of softer Home Improvement positioning 
versus The Home Depot. In Central Europe, Leroy Merlin 
achieves the same and therefore it’s fair to assume that 
Homebase could with the right strategy and long-term 
investment achieve the same in the UK. However, Hilco is 
not the kind of company that is likely to support long-term 
investment in a deeply unprofitable business and is unlikely 
to want to invest heavily in a business to simply take it 
back to at best a breakeven position.
What Homebase really needs now is a total renovation of 
its business. Not so much a DIY makeover as a gutting of 
the current business, a total rebranding of Homebase, a 
new positioning and a new exciting offer for customers. 
Without this, survival beyond the end of 2019 is difficult 
to envisage. For the sake of the 11,500 employees and 
the once loved Homebase brand, let’s hope the new 
management team are given the support and resource 
needed to make this happen.
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Industry professionals Eoin Madden and Rachel Reddin 
give their take on the impacts that pre-built structures 
are set to have on the ever-changing face of the Irish 
construction industry.
“The increasing demand for housing in Ireland has placed 
pre-built homes front-and-centre in a sea of expanding 
options for both building materials and methods. With 
top-level energy efficiency ratings and vastly reduced build 
times, pre-built structures are set to become a big-hitter in 
the industry, but not without a fight”, says Rachel Reddin 
of Kelly’s Homevalue Hardware, in Dublin’s North Strand.

Deviation from traditional methods
“Irish builders can be slow to adopt innovations in 
construction”, according to Rachel, who said that many 
of her customers haven’t adopted the pre-built business 
model at this point in time. “I haven’t yet felt a big impact 
on my business from pre-built structures. The big builders 

are still using heavy build materials”, Rachel said. “The 
overall cost of pre-built structures seems to be more-or-
less the same, however, the large saving here is time and 
space. All you need is the hoisting machinery and workers 
to install the structure.”
Eoin Madden, Managing Director of FrameSpace Solutions 
Ltd, said it’s only a matter of time before pre-built 
structures are rolled out en masse. “I’ve been predicting 
this for a long time”, Eoin said, referring to the recent 
upward trend in the purchase and utilisation of pre-built 
structures and a move away from “the stranglehold of 
ancient processes” in construction.
Drawing attention to construction work in Dublin City, 
Rachel Reddin said, “The construction at Dublin’s 
South Dock has not been done with this pre-built type 
of business model, and I don’t foresee companies like 
FrameSpace being heavily involved with the construction 
of the North Dock either, which is the next phase of the 

Pre-built structures set to change landscape of Irish construction
industry in coming decades.

Pre-built structures

Pre-built structures
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build. As of now, they’re still using heavy build materials, 
for example the EXO building beside the 3 Arena is all 
precast concrete, and that’s in the centre of Ireland’s 
capital city”, said Rachel.  

Self sufficient
Both Rachel and Eoin agree that local builder’s merchants will 
not be shouting from the rooftops about the arrival of pre-built 
structures. Reflecting on a recent build that he completed, 
Eoin said, “We bought absolutely nothing from the local 
builder’s merchant. I wouldn’t know who they are or where 
they are, I didn’t need them. We don’t require cement or lime 
and we buy all our steel from abroad.” According to Rachel, 
“these pre-built structure companies have everything they 
need. It’s basically plans and drawings that are entered into 
computers by one or two people, and the machines get to 
work using whatever materials they input.”

Energy efficiency and fire safety
Sharing some of the advantages of these pre-built 
structures, Eoin said that they are “completely non-
combustible”, bringing reference the issue of fire safety; 
an ever-relevant topic after the Grenfell Tower tragedy 
of 2017, which has “pushed fire safety forward”. 
Eoin’s structures don’t use any oil-based insulation, 
but rather a mineral wool variety. These structures are 
“thermally superior and airtight”, said Eoin, citing the 
fact that “thermal ratings regulations have changed 
dramatically in recent times, which is making it difficult 
for traditional block-work to match up to pre-built 
structures”. Additionally, Eoin said that his structures offer 
an advantage over timber-frame builds, which “have a 
tendency to move and are naturally flammable”.

Streamlined process
There is a significant logistical advantage to pre-built 
structures, according to Eoin. “If you think of a traditional 
construction site, you’re going to have a 100 sub-
contractors arriving in 100 different vans at different 
times all over the site, and the coordination of that is just 
horrendous. We can stick 70% of that work in a factory 
that can operate 24/7, where all elements of the build 
are put together under one roof. We can do tiles, joinery, 
window fitting, plasterboard and external insulation. We’ll 
also look after everything from fire safety, structural 
engineering, acoustics, thermal etc. all in a controlled 
environment.”

Going forward
According to Eoin, builder’s merchants aren’t going 
anywhere in the near future. “Our pre-build sector only 
makes up 2 or 3% of the construction industry at this 
point, and it’s a big job to get people to change from 
traditional construction. Nobody needs to be thinking 
they’re going to be bust in a year, absolutely not” said 
Eoin.
Rachel’s closing forecast suggests that builder’s merchants 
will need to adapt to the changing market, saying, “These 
pre-built structures are becoming popular in the UK, and it 
would be accepted amongst the Irish construction market 
that what becomes fashionable in the UK will eventually 
move over here. I wouldn’t be surprised if in maybe 10-20 
years time that I don’t recognise this industry for what it 
used to be.”

Pre-built structures



The EU directive to cease production of 
Halogen light bulbs came into effect on 
September 1st 2018 but Market leader, Solus 
have ensured that they have full stocks 
available to facilitate a smooth and gradual 
transition for the consumer from Halogen 
to LED. Whilst some in the industry are 
struggling to cope with the transition from 
Halogen to LEDs, stocks running out and 
Brexit, Solus have several million light bulbs 
in stock in their Irish Warehouses. The phase-
out of Halogen bulbs will be a gradual one 
and it is important to note that the ban is on 
production, not sales. Solus were very much 
part of the process, at government level, 
back in 2009 when the EU members agreed 
to phase out both incandescent and Halogen 
light bulbs. The key learning was that 
customer education is key and the process 

should be a gradual one. To facilitate this, 
Solus have over 1,200 SKU’s available and a 
full LED and Halogen range available. Under 
EU law, Retailers are perfectly entitled to sell 
these until stocks run out and consumers are 
fully educated and ready to move to LED.
            
As part of the education process, Solus 
launched their pioneering new Customer 
Lighting Experience display in Dairygold Co-Op 
Superstores with Donnacha Murnane, Retail 
Buyer at Dairygold Co-Op Superstores, David 
Reynolds, Sales and Marketing Director of 
Solus and Former Miss World Rosanna Davison 
(pictured).

Co-Op SuperStores is the retail division of 
Dairygold Co-Operative Society Ltd which 
now operates 35 retail stores across Munster 

Pictured is David Reynolds, 
Sales and Marketing Director 
of Solus with Former Miss 
World Rosanna Davison and 
Donnacha Murnane, Retail 
Buyer, Dairygold Co-Op 
Superstores, at the Launch 
of the new Solus Customer 
Lighting Experience Display 
Stand at Dairygold Co-Op 
Superstores Mallow on 9th 
November 2018. 

Advertorial

Solus won’t leave
you in the dark!
Dairygold Co-Op SuperStores lighting the way with 
the new Solus Customer Experience Displays



stretching across counties Cork, Limerick, Tipperary 
and Clare. In addition to being Munster’s largest 
supplier of Farm Inputs, their stores offer an 
extensive range of Building Supplies, DIY, Paint, Fuel, 
Electrical, Household, Garden, Pet & Equine and 
Workwear.
 
Market leader Solus were the first in Ireland to 
introduce the XCross™ Filament LED range with 
patented technology. Solus next generation LED 
bulbs with XCrossTM filament design create a 
compact 360 degree light source that looks and 
lights just like the old favourite incandescent bulb.
It works just how you would expect it: instant light, 
using up to 90% less energy, with a natural warm 
light and up to 20,000 hours lifespan. Solus have also 
invested heavily into packaging and display solutions 
with helpful on-pack guides and new high-level Retail 
Experience display stands which take the customer 
experience in-store to a whole new level.  
 
After over a year of research and design, Solus found 
that customers were often overwhelmed by the 
complexity of choice in the light bulb sector with 
lots of different considerations including wattage, 
fitting, product type, energy benefits and more. 
Experiential Marketing is all about exciting peoples 
minds while aiming to create memorable sensations 
and emotional attachment. For most consumers, the 
need to trial a product before making the purchase 
is very compelling. The Solus displays act as a ‘silent 
shop assistant’ informing and educating consumers. 
 
The new Solus Customer Lighting Experience
display stands are both interactive and informative 
and the design and production is of the highest 
quality. These innovative new high-level display 
solutions allow customers to press a button to 
‘try me’ and see exactly what the light bulbs look 
like when lit in various surroundings. The new 
Solus Retail Experience displays predict and answer 
the user’s questions in a simple, friendly way. The 
customer is brought on a journey with clear visuals 
and descriptions from Halogen and LED to the 

new premium Solus XCross™ Filament LED range. 
Various shapes including the classic bulb, candle, 
reflectors, round and fluorescent each have their 
own wattage guide and fitting options; be it bayonet 
or screw fit. The interactive ‘try me’ stations are 
a pioneering move and a first for the category, as 
customers can see exactly what the bulb looks like 
when lit in a familiar room setting.

Solus is an Irish owned company that has been 
established for over eighty years. It now supports 
63 jobs in Ireland and sells one light bulb every 6 
seconds. Solus are proud to be one of the only light 
bulb companies with a directly employed Irish Field 
sales team, and the company recently upgraded 
its fleet to Mercedes Benz Sprinter Vans to reduce 
carbon emissions. Solus is committed to providing 
a complete range of energy saving lighting products 
for all applications possible and is a market leader in 
Ireland.  Each light bulb is individually tested before 
packing to ensure the highest quality standards 
and Solus are proud to have achieved the NSAI 
ISO9001:2015 standard. This standard encompasses 
a quality audit on every aspect of the business 
and ensures that Solus meets the highest quality 
standard in the industry. Quality is at the centre 
of everything they do. This has been recognised 
across the industry. Solus were the proud recipients 
of the overall Supreme Award for Innovation and 
Best Home Product at the HAI awards. Solus were 
finalists for 2 years in a row at the Checkout FMCG 
Awards and at the Sustainable Ireland Awards. To 
encourage other companies to reach the high quality 
standards that Solus sets itself, they were proud to 
sponsor the National Q Mark Awards for quality and 
excellence this year.

Solus have several 
million light bulbs 
available in their 

Irish warehouses to 
facilitate a smooth 

transition from 
Halogen to LED.

The phase-out 
of halogen bulbs 
to LED will be a 
gradual one and 
it is important to 

note that the ban is 
on production, not 

sales.

The interactive
‘try me” station is 
a pioneering move 
and a first for the 

category. 



Can you tell our readers about your background 
(education, career) and how that experience has 
helped you in your current roles as General Secretary 
of the Global Home Improvement Network (GHIN) 
and the European DIY Retail Association (EDRA)?
I left school in Easter 1956 just before my 15th birthday and 
began working for a local Co-op grocery store. As it turned out, 
joining retailing was one of the best decisions I have made in 
my life. I had the greatest luck possible in having a manager, 
Mr Johnny Appleton, who was completely devoted to giving 
an excellent service to the customer, and he also treated us 
employees with the maximum amount of respect.
The experience I gained 62 years ago has been the foundation 
of my own career, I owe a lot to this manager.
I joined the army in 1962, and was stationed in Bielefeld, 
Germany. In 1965 I joined the NAAFI , the retailing arm of Her 
Majesties Forces and quickly moved up the ranks to become 
the district manager of a large region of Germany looking after 
the stores and canteens for the soldiers and their families.
In 1975 I left the army and took a position of departmental 
manager in a German hypermarket, later to become the store 
director of the first sales centre hypermarket in the United 
Kingdom operated by Sainsbury’s and British Home Stores in 
1977. This was at 36 years of age.

On my return to Germany in 1979 I joined hypermarkets retailing 
once more, before taking the position of CEO of Knauber in 1983, 
a family owned chain of Home Improvement stores based in 
Bonn. I was there for 17 years. It was during my time at Knauber 
that it was voted by the American Home Centre Magazine, a 
leading trade publication, as one of the world’s best stores.
In 2000 I was appointed the Divisional President of the Home 
Depot EXPO responsible for the West Coast of America. In 
2002 I returned to Germany and took the position of General 
Manager of the BHB, the German association for Home 
Improvement Stores. Shortly after my appointment the 
German and French associations decided to create a European 
Association, this was the start of EDRA, the European DIY 
Retail Association.
For the first two years EDRA was managed by the French 
Association, and I took over responsibility in 2004. In the first 
eight years of my tenure at EDRA we built it up to include 
most European DIY retail companies. In 2009 we had requests 
from Home Improvement Companies outside of the EU to join 
EDRA, this resulted in the foundation of GHIN, the Global Home 
Improvement Network. In the past 14 years I have travelled 
over 400 times to Home Improvement Companies all around 
the world and today EDRA/GHIN has 177 Home Improvement 
Members operating in over 70 countries.

The Hardware Journal recently touched base with European 

DIY-Retail Association and Global Home Improvement 

Network General Secretary, John Herbert to find out more 

about the man behind the Global DIY Summit.

Q&A with John herbert
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Can you tell us a little about both organisations and 
how they would be beneficial to Irish DIY and Home 
Improvement retailers?
EDRA was formed in 2002 through the joining of the BHB 
and FMB, the German and French home improvement 
associations. There are currently 101 members of EDRA and 
our members cover around 90% of the Home Improvement 
Market in Europe. Of the Top 15 European DIY Retailers by net 
turnover (2017), 14 are members of EDRA. EDRA’s primary 
role is communicating between members and developing and 
facilitating common positions amongst our European members 
to create a strong voice and representation in Brussels for the 
Home Improvement Industry.
GHIN is the international branch of EDRA. All members of 
EDRA are automatically members of GHIN. With members 
operating in over 70 countries globally, and with eight of 
the top 10 global DIY retailers by net turnover (2017) being 
members of GHIN, we truly have an international reach. With 
this we can share information regarding best practices, current 
developments and new and successful concepts between 
our members internationally. We aim to facilitate collaboration 
and co-operation, but strictly ensure there are no competitive 
issues involved.
With the recent additions of the IHA, the International 
Hardware Association, representing hardware stores globally, 
and EDIN, a facilitator in the B2B sector, EDRA/GHIN now 
represents almost all aspects of the Home Improvement 
Industry.
Our members also benefit from access to exclusive study 
tours to various countries, and the organisation of country 
specific study tours should they wish to learn more about a 
specific market. For example, at the beginning of this year 
we organised a study tour in which I accompanied 28 top 
global CEOs and executives of some of the largest Home 
Improvement Stores to Japan. We learnt about, and saw, 
some the newest concepts of retail in Japan.

We keep our members up to date by providing each member 
with a copy of the annually published DIY retailers Handbook, 
produced by Dähne Verlag, which provides statistics for the 
European and Global Market. We also provide each member 
with a copy of the Fediyma EDRA Global Home Improvement 
Report and other brochures pertaining to the Home 
Improvement Industry.
Our members in Ireland include Woodie’s, Topline and 
United Hardware. These members have benefited from their 
membership by attending previous Global DIY Summits, 
networking and meeting some of the biggest players in the 
Home Improvement Industry.

As we edge closer to the leaving date of the UK 
from the EU, what do you consider the most 
significant obstacles in the next two to three years 
in the European/Global market?
It’s my opinion that we are currently living in a period in which 
greater co-operation and partnership is needed; global markets 
have evolved to such an extent that no company can now rely 
solely on their internal market. This is clearly shown in that the 
largest retail companies; Tesco, Walmart, Auchan, Carrefour, 
LIDL, ALDI… are all working internationally.
I deeply regret that the UK is leaving the European Union. I 
consider this to be a very bad decision, not only for the EU, but 
also for the British consumer.

The Global DIY Summit is coming to Dublin next 
June 2019. Can you explain why the Summit was 
established and what it hopes to achieve?
The Global DIY Summit was established in 2010, and at our 
first meeting, in Vienna, we had 300 attendees. In all the years 
since we have managed to attract more people, and we are 
expecting at least 1,100 delegates to attend the 7th Global DIY 
Summit in Dublin from over 50 countries.
Not only has the attendance increased, but also the quality of 
attendees. All the largest firms that have a stake in the Home 
Improvement Market are present at the Global DIY Summit, 
sending their CEOs and Senior Management teams, which 
is why it has become the principal networking event in our 
industry.

Interview
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The main aim of the summit is to inform attendees of the best 
practices, and theorise on future market trends. If a company 
is to succeed and grow in these times it is key to look to 
the future and determine how they can evolve to be at the 
forefront of developments relevant to their field.

Were you surprised by the success that you’ve 
experienced in terms of attendance and interest in 
the Global DIY summits?
I would not say we were surprised at the success as I believe 
we have found the perfect formula for such an event. An 
excellent facility for learning is key to this, and the CCD is a 
perfect example of this.
Having a top programme of speakers, both from the Home 
Improvement industry and other sectors, as well as giving 
our delegates plenty of time for networking by creating a 
get together taking place the evening prior to the event, a 
VIP Cocktail party and also a tour of the local stores, has 
contributed to this winning formula. When it comes to service 
excellence we make no compromise.
We work in very close co-operation with our partner 
association Fediyma, the European Federation of DIY 
Manufacturers, in the preparation and running of the Global 
DIY Summit. This plays a key role, as working in co-operation 
with Fediyma results in a world class event with both the 
biggest retail players and manufacturers of the Home 
Improvement Industry present.
We also spend a great deal of time in choosing the venue 
for the Global DIY Summit, and the surrounding events. 
For example, last year we held the Global DIY Summit in 
Barcelona, and the gala dinner took place in the MNAC 
Museum, with an astounding view over Barcelona.
Venues and cities are only picked if they have a truly 
international draw, and the attendees are then given the 
chance to vote on where they would like the next Global DIY 
Summit to be held.
So, I can’t say I am surprised by the success of the Global 
DIY Summit. With such a outstanding team working so hard 
to bring the event together I was always sure that the Global 

DIY Summit would be a success, and the feedback we receive 
each year demonstrates this quantitively.

How would you encourage local retailers to attend?
The Global DIY Summit can play an important role for local 
retailers, particularly for those with a vested interest in the 
home improvement market, but also those who want to learn 
more about the retailing landscape more generally.
It offers the chance to network with some of the largest 
players in the Home Improvement industry, from both the 
retailer and manufacturing sectors, and learn about the future 
of the industry.
Local retailers can benefit greatly from this networking and 
learning opportunity. If they wish to improve their standing in 
either the local market, or the global market, I would say that 
their attendance of the 7th Global DIY Summit is a complete 
necessity.
Personally, I think it would be a pity if local retailers decide 
to not experience this event as it is taking place on their 
doorstep.

What does the future hold for the home 
improvement industry?
We are living in a period of substantial transformation for 
all sectors of the retail industry. With the continued growth 
of e-commerce, there are many opportunities presenting 
themselves. However, to truly take advantage of these 
opportunities we must strive to remain at the forefront of 
trends and developments.
If the e-commerce sector does continue increasing its market 
share as it currently is we may see a reduction in footfall on 
the high streets all across the world. Shopping malls may 
become a thing of past, unless they re-design themselves to 
offer a truly enticing shopping experience.
It is for this reason that events like the Global DIY Summit and 
associations such as EDRA/GHIN and Fediyma, are becoming 
increasingly important. Companies need to co-operate more 
strongly with one another, and associations such as these 
enable them to do so.
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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

Rockwool Limited
Chiswick Tower,
389 Chiswick High Road, Chiswick, 
London, W4 4AL
Ph: 086 8198644
Contact: Mark Doyle
Business: Insulation Manufacturer 

Greenline Plumbing Supplies Ltd
Unit 22a Mulllaghboy Industrial Estate, 
Old Athboy Road, Navan,
Meath
Ph: 046 9022533 
Contact: Ray Purfield
Business: Builders Merchants, 
Hardware, DIY, Garden & Homewares

Bearfoot Flooring
Knockmitten Lane,
Western Industrial Estate
Dublin 12
Ph: 014567129
Contact: Ciaran Keely
Business: Flooring Distributor

Burg-Wachter UK LTD
Eurocam Technology Park,
Chase Way, Bradford, West Yorkshire
BD5 8HW
Ph: 0044 1274395333
Contact: Matt Parkes
Business: Manufacturer of Safety/
Security Products 

Calpeda Pumps (Ireland) Ltd
Unit 5 Old Quarry Campus
Blanchardstown
Dublin 15
Ph: 018612200
Contact: Graham Fay
Business: Distributor of Pumps and 
Plumbing Material

Henkel Ireland Distribution Limited
Tallaght Business Park, Whitestown,
Tallaght, Dublin 24
Ph: 01 404 6444
Contact: Crevan Byrne
Business: Adhesives Manufacturer

Cargo Workwear Limited
Unit 1-4 Spilmak Place,
Bluebell Industrial Estate,
Dublin, D12 HX73
Ph: 01 429 9519
Contact: Edwina Clancy
Business: Workwear Distributor

Coillte Panel Products T/A MEDITE 
SMARTPLY
Persimmon House,
Anchor Boulevard, Dartford, Kent
Ph: 0044 1322 424900
Contact: David Murray
Business: Manufacturer of Timber 
Sheeting

Polylok Ltd
Dublin Road, Athy
Kildare
Ph: 059 8631524
Contact: Alan Wright
Business: Distributor of Hardware/
Drainage Products

hAI Is DELIghtED tO wELCOME Its 
NEwEst 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
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There were some interesting findings from the ensuing survey 
report, such as the fact that word of mouth is the most likely 
means of choosing a tradesperson, with 80% of survey-takers 
likely to pursue this method. Just over 6 in 10 (61%) of those 
surveyed claiming they would choose based on previous 
experience. Also, females and those aged 35-44 are more likely 
to choose DIY because it is a cheaper option, while males (23%) 
and those aged 65+ are more likely to cite that they have the 
expertise for DIY. The key findings of the report are outlined 
below.

•	 Two	thirds	(67%)	of	adults	claim	they	are	planning	on	
renovating or redecorating their house in the next 12 months. 
Those aged 55-64 (78%) are most likely to be planning to do 
so. Three quarters (75%) claim they are planning on doing 
some interior/exterior painting, with just over half (51%) 
planning on doing some general repairs and renovations. 
Garden upgrading and landscaping is next on the list, with 
34% of participants showing an interest in this field.

•	 Three	quarters	(75%)	claim	they	are	planning	on	doing	
some interior/exterior painting, with just over half (51%) 
planning on doing some general repairs and renovations. 
Kitchens remain an important factor for DIYers, with 25% 
of survey takers planning to renovate. Attic conversions and 
home extensions were lesser priorities, with 4% and 6% of 
survey takers having these plans respectively.

•	 Almost	two	thirds	(65%)	are	planning	on	spending	up	to	
¤5,000 with 16% spending between ¤5,001 - ¤10,000.  
Those aged 18-34 are most likely to be planning on 
spending in excess of ¤15,000 (18%). Just over 8 in 10 
(81%) claim the motivation for renovation/redecorating is a 
general update/refurb, with 11% claiming they can’t afford 
to move so they’re renovating instead.

HAI and Empathy Research recently conducted a survey to see what
DIY and renovators plans are for the next 12 months.

Market Intelligence

Ireland - a nation of DIYers
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•	 There	is	a	preference	for	DIY	
(61%) over hiring a professional 
tradesperson, with just over 
6 in 10 (61%) opting for DIY. 
Those aged 18-24 (72%) are 
most likely to opt for DIY, with 
the preference for DIY lowest in 
Dublin (53%).

•	 Almost	4	in	10	(37%)	claim	they	
choose to do DIY because it’s 
cheaper, with almost a quarter 
(24%) claiming they like having a 
hobby and working on a project. 
Nearly 3 in 10 (29%) claim they 
hire professional tradespeople 
because some jobs require 
too much special equipment 
and skill, with almost a quarter 
(24%) claiming it’s cost and time 
efficient and the same proportion 
(24%) claim they wouldn’t know 
where to start.

•	 Almost	1	in	5	(18%)	claim	to	have	
had a DIY disaster in the past, 
with males, Munster residents 
and those aged 25-44 (22%) 
more likely to have experienced a 
DIY disaster. 

Market Intelligence
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HAI CEO Annemarie Harte and Emeritus Associate Professor of

Economics at DCU Business School, Anthony Foley,

give their analyses of the 2019 Budget.

Post Budget Analysis

“HAI is disappointed with this October’s Budget 
2019 announcement, as no extension was 
granted to the Home Renovation Incentive 
scheme introduced five years ago, meaning that 
it will conclude at the end of this year.

HAI has been in contact with the Department 
to understand its decision, considering the 
scheme is effectively cost neutral given almost 
¤2 billion has been spent on works through the 
scheme since it was first introduced five years 
ago. The cumulative total of tax credits available 
to be claimed by those who have completed 
qualifying works under the HRI scheme is 
¤137.66m. HAI CEO, Annemarie Harte said 
‘Surely it would have been a simple decision to 
continue it and support homeowners who

choose works such as improving energy 
efficiency and extending/renovating their home 
whilst moving homes still proves prohibitive 
in an under-supplied market. Overall a 
disappointing and anti-business Budget.’
Unfortunately for employers, the hourly 
minimum wage will be increased to ¤9.80 
further to the recommendation of the Low Pay 
Commission, making this the third increase in 
as many years.
Positive Budgetary measures included an extra 
¤950 million to support Business and SMEs 
through the Department of Business, Enterprise 
and Innovation and the weekly threshold for the 
higher rate of employer’s PRSI will be slightly 
increased from ¤376 to ¤386.”

Annemarie Harte – HAI CEO

2019 Budget is 
bittersweet for business
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Post Budget Analysis

Budget 2019: The Broad Economics Perspective 
Anthony Foley, Emeritus Associate Professor of Economics 
at Dublin City University Business School shares his 
economic budgetary analysis.

The 2019 public finances before budget day changes 
On the Saturday before budget day the government 
published the Estimates of Receipts and Expenditure for 
2019. This document contained its projections of what the 
2019 public finances would be in the absence of the budget 
day decisions the following Tuesday. These projections 
showed that 2019 would have a total expenditure of 
¤62.721 billion and a tax and other income total of ¤61.052. 
On the exchequer balance accounting definition this would 
result in borrowing of ¤1.669 billion. From a public financial 
policy and EU rules perspective the relevant accounting 
concept is the general government balance which on the 
pre-budget figures was a surplus of ¤640 million. The 
simultaneous existence of a large exchequer deficit and 
a general government surplus is confusing but arises 
from accounting rules for issues such as equity and loan 
transactions, accruals, the Irish Strategic Investment Fund, 
the surplus on the Social Insurance Fund, local government 
borrowing/lending and the rainy day fund. 

Budget 2019 increased taxes and increased expenditure 
The budget day decisions increased the 2019 tax burden 
on the economy, increased public expenditure substantially, 
increased the exchequer deficit and turned the general 
government surplus into a small deficit. In effect it was a 
tax and spend budget and was not quite as prudent and 
responsible as stated by the minister for finance. 
There were tax reductions of ¤365 million. This was mainly 
comprised of income tax reduction ¤138 million, USC 
reduction ¤105 million and ¤27 million for increasing the 
self-employed allowance. But these were offset by ¤715 
million in additional taxes of which the biggest was the 
increase in the hospitality VAT rate which generated ¤460 
million. Excise generated an extra ¤130 million including 
higher cigarette and betting tax. Compliance measures 
related to the operation of the new Revenue PAYE system 
are expected to generate ¤50 million and the higher training 

levy on employers generated ¤69 million. Overall, therefore, 
the net increase in the overall tax burden was ¤350 million 
because of the budget. 
On the other hand, Government expenditure in the budget 
increased by ¤1.4 billion which was made up of ¤1385 
million in services and ¤35 million in capital. 
This approach repeated that of budget 2018 which had 
tax reductions of ¤335 million which were offset by ¤830 
million in tax increases and had an expenditure increase of 
¤1080 million. On the other hand, budget 2017 measures 
reduced the tax burden by almost ¤300 million and 
increased expenditure by ¤1 billion. 
The big tax revenue increase idea in budget 2018 was 
stamp duty and budget 2019 had hospitality VAT. Will there 
be a big tax increasing idea in 2020? 

A prudent and responsible balanced budget? 
Despite budget day spending a lot more than its net tax 
increase, the 2019 budget is balanced on the general 
government definition (a deficit of ¤75 million becomes 
0% of GDP on a rounded basis). It also has a large current 

CSO statistics show a steady reduction in general Government gross and net debt from Q1 2015 to Q2 2018.
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account surplus (normal government services and revenues) 
which finances capital expenditure. It is intended to run 
surpluses from 2020. This is a vast improvement from a few 
years ago and would seem to be prudent and responsible. 
In 2012 the deficit was 8.1% of GDP. However, in recent 
years the deficit has changed only slightly; it was 0.2% in 
2017 and 0.1% in 2018. The minister said he “will run a 
budgetary policy that will see a budget balanced and will be 
designed on the basis of what is right for the economy at 
each stage of the economic cycle” and which manages the 
public finances responsibly. In addition, we have the new 
rainy day fund. 
However, we have to look at the economy context in 
assessing the prudence of the budget. Over several years 
the economy has been performing very well and we should 
have improved the public finances to a greater extent. We 
should have operated surpluses over recent years. But, 
we have to recognise that this would have meant less 
spending and/or lower reductions in tax which would not 
have pleased voters, taxpayers, nor interest groups. 
Between 2012 and 2017 Gross National Income modified 
which is a more appropriate performance measure than 
GDP increased in current terms by 43.4%. Employment 
increased by over 330k persons or 18% over the same 
period. 2018 is expected to be another excellent year with 
Government forecasting 7.5% growth in GDP and 5.9% in 
GNP. We have had low interest rates for government debt 
and windfall corporation tax receipts in recent years. In 2018 
corporation tax receipts were ¤9.6 billion compared to ¤4.3 
billion in 2013. Servicing the national debt cost ¤6.0 billion 
in 2018 compared with ¤8.1 billion in 2013. Those two 
items are a combined gain of ¤7.4 billion for the exchequer. 
The last few years are as good as it gets in growth terms. 
There are substantial domestic and external risks to the 
future performance of the Irish economy including interest 

rate increases, corporate tax reform in USA 
and elsewhere, possible disruptions to world trade, lower 
global growth, Brexit, domestic competitiveness, housing 
shortages and overheating. At the same time, while annual 
government spending is balanced with income we have a 
very high level of government debt which is the legacy of 
past borrowing and the economic collapse. 

The future 
Hopefully the economy will continue to perform well and 
facilitate the future generation of surpluses. Hopefully the 
several significant threats will not materialize. Unfortunately, 
if the economic performance falters significantly the 
absence of a lower debt burden and the absence of 
significant public financial surpluses over recent years 
will be a substantial impediment to implementing the 
appropriate policy response.
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40th Anniversary

Eurometals Ltd is a family-owned company that has been 
designing and manufacturing beads and profiles for the Irish 
and international plastering industry since 1980.

We don’t cut corners - we make them! 
Established in Saggart Co. Dublin in October of 1980, 
we began to produce galvanised steel products for the 
Plastering and Building industry. We decided from the 
outset that we weren’t going to cut corners - we were 
going to make them! We started out in a small workshop 
with just two people and one machine with which we 
produced high quality Angle Bead.

High Quality Products
As the years passed, we grew larger, added more machines 
and took on extra staff to accommodate our customers’ 
demand for our high quality products. We then went on to 
make Mini Mesh, which became our largest selling product. 
Today we are the only manufacturer of Mini Mesh in Ireland 
and employ 15 full-time staff.

Extensive Range
We continued to expand by adding extra products over the 
years, resulting in us having a large range for our customers 
to choose from, which meant that Eurometals gained a 
large share of the market.
Our sales team are happy to source additional products, 
or our manufacturing team have the ability to design and 
produce various metal straps and profiles to meet your site-
specific needs.

New Products
During the well-documented downturn in the building 
industry, we endeavoured to keep supplying all of our 
customers with a top quality product. We are constantly on 
the lookout for new products to add to our range and will 
introduce new products as we source them.

Commitment
We are proud of our roots and strive to maintain our core 
values. We are and always will be committed to giving 
our customers the very best service we can provide. 
Eurometals are looking to the future and we remain 
confident that we can stay customer focused in an ever-
growing market.

For more information go to 

www.eurometals.ie

In the latest instalment of our Anniversary series celebrating

HAI`s 80th birthday – family owned company Eurometals Ltd sees

four decades in business and is the only manufacturer of Mini Mesh

and galvanised plaster beads in Ireland.

Eurometals Ltd - Almost 40 
years in business...

November/December 2018
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1st Prize winner Eddie O`Shea receiving his prize 
from HAIGS President John Phelan.

Class 1 Winner David Bolger accepting his prize 
from Bob Boxwell, Sponsor  Tucks O`Brien. 

Ladies Winner Barbara O`Connell being presented 
with her prize by Bob Boxwell, Sponsor Tucks 
O`Brien.

The August outing of Hardware Association Ireland’s golf 
society took place on Friday 31st August 2018. The trophy in 
question on this occasion was the society President John 
Phelan’s Prize at the Millicent Golf Course.

The event was kindly sponsored as usual by Tucks O`Brien 
and very well supported by members at the beautiful Kildare 
venue.

gOLf DAY At
MILLICENt gOLf CLUb

OVERALL
First Place Eddie O`Shea 37 points handicap 19 
Second Place Peter Morrissey 35 points handicap 15
Third Place Liam Webb  35 points handicap 22

CLASS 1
First place David Bolger 33 points  handicap 15
Second place Paddy Kelly      33 points handicap 15

CLASS 2
First place PJ Gunn  30 points handicap 17 
Second place Bob Boxwell     28 points handicap 18

CLASS 3
First place John Hassett   34 points handicap 22  
Second place Paddy O`Leary    32 points handicap 22

FRONT NINE
Jim Cuddy  18 points

FRONT NINE 
John Phelan 22 points

LADIES  PRIZES
First place Barbara O’Connell  29 points 
Second place Brid Gunn  21 points

hArDwArE  AssOCIAtION  IrELAND  gOLf  sOCIEtY 
PrEsIDENt  John Phelan`s  PrIzE

Friday 31st August 2018 – Millicent golf Course
sponsors – tucks O’brien
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1st prize winner Paddy O`Leary receiving his prize
from Peter Morrissey, Bostik.

2nd Overall John Phelan being presented with
his prize by Peter Morrissey, Bostik.

The Denis Burke Memorial Cup was held on 28th September  
2018 at Druids Glen Golf Club, and kindly sponsored by 

Bostik. Members enjoy a pleasant day `s golf in Wicklow at 
one of the society`s most popular venues.

OVERALL
First Place Paddy O`Leary 39 points handicap 22 
Second Place John Phelan 36 points handicap 11
Third Place Sean Brennan  33 points handicap 16

CLASS 1
First place Tom O`Connell  32 points  handicap 15
Second place Sean Moran      31 points handicap 15

CLASS 2
First place Liam Webb   31 points handicap 21 
Second place Michael O`Donohoe 29 points handicap 22

CLASS 3
First place Paddy Brady  31 points handicap 24  
Second place Alex Taylor    28 points handicap 26

LADIES  PRIZES
First place Breda Phelan   
Second place Cathy O`Gorman
Third place Barbara O`Connell   

VISITORS
First place Matt Jennings 28 points 
Second place Brian Holmes 27 points

FRONT NINE
Martin Rowe  18 points

FRONT NINE 
Frank McKeon 22 points

thE DENIs bUrKE MEMOrIAL CUP PrIzE wINNErs
28th September 2018 – Druids Glen Golf Club

sponsors – bostik

New members are welcome, please contact William Dixon for details 086 0708761.

hArDwArE 
AssOCIAtION 
IrELAND 
gOLf sOCIEtY 
(hAIgs) 
fIXtUrEs fOr 
2019

Hardware Association Ireland President’s Prize
(Sean Moran) 17th May Carlow Golf Club, Sponsor: Crown Paints 

HAIGS Captains Day
(Brian Wogan) 28th June - Ardee Golf Club, Sponsor: Irish Abrasives

HAIGS President’s Day
(Tom Glancy) 25th July - Mullingar Golf Club, Sponsor: Tucks O’Brien

Social Outing (Overnight) Team Event  15th & 16th August - Slieve Russell Golf Club, 
Cavan, Sponsor: Tegral Building Products 

Denis Burke Memorial Cup
27th September - Millicent Golf Club, Clane, Sponsor: Bostik 
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Registration now OPEN at www.thehardwareshow.ie

The Show kindly supported in 2019 by Intact Software has 
become the largest and most important event for the sector, 
both in Ireland and the wider UK/Ireland marketplace. The 2017 
Show at the RDS Simmonscourt was the largest show ever 
with 163 exhibitors, over 3,800 sqm of space sold, and 2,000+ 
visitors during the course of the two-day event. With increased 
activity in both the commercial and residential building sectors 
as well as continued growth in the renovation, maintenance 
and improvement of buildings and homes, the 2019 Hardware 
Show will continue to be the leading show for retailers and 
merchants across Ireland to visit for Home, Garden Build and 
DIY inspiration and to connect with current suppliers, discover 
new ones and find innovative products.

Location
In 2019, the Show returns to Citywest in Saggart, Co Dublin. 
Just 25 minutes by car from Dublin Airport and Dublin City 
Centre and located alongside the N7/M7, Citywest is easily 
accessible internationally and from anywhere in Ireland. The 
hotel, with over 750 bedrooms, is the largest in the country and 
with extensive parking facilities onsite, this venue and location 
has everything needed to organise a top-class show in one 
location.
If you require a bedroom, Citywest is offering the following 
discounted rates during the Show:

¤90.59 single BB
¤106.21 twin/double BB
(¤20.83 extra for Superior rooms)

Please call the hotel directly quoting The Hardware Show on 
+353 1 401 0500 to book your room.

Hardware Association Ireland Member Zone
We’re conscious that time is precious at the Show both for 
exhibitors to speak to their existing and potential customers and 
for visitors to relax and gather their thoughts on what they’ve 
seen and heard. Therefore, HAI is focusing their stand at the 
2019 Show on welcoming members with a free cuppa and 
comfy seating. We will be open and ready to welcome you from 
9.30am on the first day of the show to 5pm on the final day. So 
please stop by the stand, based in the centre of the Show area, 
and relax.

Innovation Awards
One of the top three reasons for visiting the Show includes 
finding new products and the Innovation Awards are an ideal 
platform to showcase new and innovative products on the market 
to visitors. Comprising of five categories – Home, Garden, Build, 
DIY and Overall Winner. The Awards are judged by a Dragons’ 
Den style panel of industry buyers. The judges for 2019 include:

Dennis O’Connor, CEO, HPC Group
Gareth Whelan, Group Purchasing Manager, McMahons Builders 
Providers
Liam Phelan, Manager, Grange Builders Providers, Dublin
Tom Finn, Commercial Head, Topline

This year we have introduced two new awards - ‘Best Supplier 
Customer Experience’ which will be voted by visitors to the show 
via a link through the newsletters that will be sent in advance 
with the only entry condition that the supplier must be exhibiting 
at the Show.
The other new award will be ‘Best New Irish Product’ which 
must be made on the island of Ireland. The winner will be chosen 
from the existing entries to the Innovation Awards.
The winners are presented with their awards at the President’s 
Ball on the evening of Sunday 17th February. The winning 
products are showcased at the entrance to the Show for the full 
two days of the exhibition.

Italian Pavilion
This year we welcome suppliers from Italy at our exclusive Italian 
Pavilion. HAI is building strong relations with colleagues in Italy 
that see Ireland as a growing export market. Identified with style 
and quality, we look forward to viewing over 20 Italian suppliers 
who have invested in exhibiting at the 2019 Show and will bring 
their unique Dolce Vita over the two-day Show duration.

The President’s Ball
The President’s Ball Gala Dinner and Dance takes place on 
Sunday 17th February at Citywest Hotel. This social highlight 
of the industry calendar is the perfect setting to rekindle old 
friendships and make new connections. The Ball is also the first 
opportunity for the industry to welcome the new 2019/2020 HAI 
President, Sean Moran, Group Chief Executive of HPC Group, 
who will be hosting the Ball and personally invites all in the 

Sunday 17th February and Monday 18th February 2019
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industry supply chain to attend and enjoy the evening.
Tickets for the Ball are now available at ¤95 each and can be booked 
at www.thehardwareshow.ie 

Skills Zone
The young apprentices from the Dublin Institute of Technology (DIT) 
and Cork Institute of Technology (CIT) make a welcome return to 
the show following their debut in 2017. The Skills Zone is where 
these talented apprentices will show off their skills in the areas of 
Brickwork, Electrical and Plumbing. The development of these skills 
is now critical to the continued growth of the construction industry to 
cope with demand now and in the future.

Exhibitors
Over 80% space sold at time of going to press, The Hardware 
Show is recognised for bringing together leading brands across the 
hardware and building materials sector. Companies who have already 
booked space include:

Amalgamated Hardware Plc - T/a Topline
Ames True Temper
ARC Building Products
B&G
Barley Stone
Bolle Safety-Ireland 
Bostik 
Botament Systembaustoffe
Burg-Wachter UK & Ireland
Calor Gas
Canadia
Cargo WorkWear
Charles Hughes Ltd
Classic Hardware Ltd
Collins Srl.
Cottonmount Workwear 
Crown Paints
Curust Industries Ltd.
Dargan Tools Ltd
Deanta Door
DFE Ltd. / Leon Boots
Donal Lynch Hardware
Dosco
Draper Tools 
Drew Brady
DS Supplies Ltd
Dulux Paints Ireland
Duracell Lighting
Dycon Limited
ECC Timber Products
Ecocem Ireland
Elite Fence 
Finsa Forest Products Ltd.
Fleetwood Paints
FloGas
Galco
Glennon Brothers
Goldcrop
Henkel Ireland Distribution Ltd
Hennessy Timber Group
Herbst Software
Homeline
Hygeia Chemicals Ltd 
I.S. Varian & Co.

IGAP - Grandsoleil 
International Tool Industries
Irish Cement
Irish International Trading Corporation
JB Key
Jeffreson Professional Tools & Equipment
John Murphy (Castlerea) Ltd
Joseph Murphy Ballina Ltd
Karcher Ireland
Kerridge Commercial Systems 
Kilsaran
Kingspan Insulation Ltd 
Larsen Building Products
LAVORWASH S.p.A. 
Laydex Building Solutions
LMT srl LUX 
Locks & Hardware
Mark-John Limited
Mascot International
McLoughlinRS
Mercer Agencies Ltd
METALY 
Mullinahone Co-op
N & C Enterprises Ltd
NAD Ireland
OHRA Racking Systems 
Olympic Fixings Ireland Ltd
O’Neill Wholesale
Origo
P.G. Srl 
Paul Small Wallcoverings Ltd
Piplelife Ireland Ltd.
Polylok Ltd.
Powerline Vendek Powerline
Proud Paints
Rawplug Ireland Ltd
Rhino Distribution
RNH Software Solutions
Ronseal Sherwin Williams 
Safety Solutions NI LTD
Saniplast Spa
SEBA
Shannonbridge Pottery
Shop4Choice

Sika Ireland Limited
SME Sales Ltd
Snickers Workwear (Hultafors Group IRL)   
Solus Lightbulbs
Squire Ltd.
Stafford Fuels
T.I.Midwood & Co Ltd (TIMco) 
Tec7 - Contech Building Products
Trendiswitch Ltd
Tucks Fasteners & Fixing
Tucks O’Brien Ltd
TW Clarke Ltd
United Hardware
Uppercross Enterprises Ltd
W. Howard
Walteco DE GmbH
Wavin 
Westaro Hosing Limited
Westland Horticulture
Whiteriver Group
Wood Mouldings
Xtratherm
ZIPPO
Zircon
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Back in April, I mentioned to Annemarie about my lightbulb 
moment that might help someone else in the association avoid 
what I went through. If it does happen, then members know 
what steps to take and also know that through HAI, there is a 
support network there to help. 
Looking back, it’s easy to be critical of what happened at KCR 
Builders Providers and to blame myself for not spotting the 
problem earlier, but I now look at it as a learning experience, 
and one I hope is never repeated. If it is, we all will know how 
to react and what actions to take. To make this work, we will 
need HAI members to share their experiences, to help improve 
our workplace security, the platforms and procedures, and the 
way we hire staff; therefore helping reduce the opportunities 
for fraudsters to work in our industry. 

A quick background of KCR Builders Providers: 
•	 Small	growing	family	business
•	 Based	in	South	Dublin	
•	 With	the	rising	economy	we	have	ambitious	growth	plans	

which we were already implementing 
•	 Second	premises	led	to	distraction		
•	 Everything	was	going	to	plan	-	steady	growth,	customers,	

suppliers and staff all seemed happy, I was also very 
positive and looking forward to the future 

One area where we constantly struggled with was stock 
control, so we installed intact IQ to get the latest software 
in order to improve growth potential in late 2014, although 
the annual stock take was never correct, despite the new IT 
platform. 
In late January 2017, by accident, I discovered one incident 
of gross misconduct by the fraudster, involving the 

misappropriation of cash and stock. In early February 2017, 
enough incidents of fraud were identified to start disciplinary 
procedures. This was done with the help of a HR company. 
All staff had contracts of employment so it made it easier to 
follow procedures. It took six weeks to dismiss the fraudster 
and another six months to allow for the fraudster to appeal. 
After this I started to look at the reasons why it happened and 
how to prevent it happening again. The ‘Fraud Triangle’ which 
is a widely recognised theory explains why fraud happens. A 
simple triangle explaining why a fraudster acts in the manner 
they do 
•	 Pressure,	financial	or	emotional,	on	the	employee
•	 Opportunity,	ability	to	execute	a	plan	and	get	away	with	it
•	 Rationalisation,	personal	justification	of	the	fraudster’s	

actions (I deserve it)

Why and how did it happen:
I gave too much trust to one person on long service. We are 
a growing business and the controls that were in place were 
insufficient for a larger business. I didn’t follow my instinct; if 
you think there is something amiss, there probably is.

Who was affected:
Other staff that remained working after the fraudster was 
removed were affected for a number of reasons. The initial 
lack of information available to them in line with employment 
law and the HR process led them to be let down, as I couldn’t 
openly discuss the fraud. As well as this, new procedures 
were implemented, such as better cash security and new 
goods-in protocols, which led to additional paperwork. 
The remaining staff also felt that they were being unfairly 
watched. For this reason, staff morale was low, resulting in an 

HAI Board member and owner of KCR Builders Providers in Kimmage, 
Dave Gavin shares his experience of the effects of staff misconduct

and some preventative measures.

the Cruciality of vigilance

Business Support
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exceptionally high level of turnover. Within six months, all the 
trade counter staff had changed. The only advantage to this 
was it was easier to implement new procedures and they did 
not know previous staff. 
In addition to the aforementioned procedural changes, several 
other protective measures were taken. Cash on delivery was 
abandoned, new warehouse dockets were introduced, a ‘no 
money no goods’ policy was strictly adhered to, and hand 
written dockets were no longer allowed.

Other measures taken
•	 If	a	credit	customer	was	on	stop	that	meant	no	goods	of	

any sort.
•	 Warehouse	staff	not	allowed	to	start	loading	customer	

until they had an official docket.
•	 Credit	notes	procedures	reviewed.	
•	 Till	cash-up	process	tightened	up.
•	 Stock	that	never	seems	right	monitored	closely	

Customers were also impacted:
•	 Customers	don’t	like	change,	they	like	a	familiar	face,	and	

someone who can read their minds!
•	 As	with	staff,	no	one	could	explain	to	customers	what	had	

happened to the fraudster.
•	 Customers	heard	stories	in	the	local	community	as	to	

what happened, and they didn’t know what to believe.
•	 New	inexperienced	staff	and	new	procedures	led	to	a	

slower customer service. 
•	 New	staff	did	not	know	customer	habits	and	how	to	

manage customer moods.
•	 Not	all	cash	customers	liked	having	to	pay	when	they	had	

no cash or card on them.

I was affected, along with my family: 
I still remember the day I discovered the fraud like it was 
yesterday, it’s not something that one forgets too easily. I was 
very upset and let down, there was a major breach in trust 
with a long -term staff member who I considered somewhat 
a friend, which then felt like a messy divorce. I was constantly 
behind trade counter trying to train new staff and deal with 
an expanding business; the stress of which caused many 
sleepless nights and the necessity to micromanage everything 
about the business 24/7. There was no time off for holidays.
Some days I just didn’t want to get out of bed and face into 
another day of feeling like I lost control of the business. It took 
months for me to regain a level of comfort within the business 
again. My staff employer relationship is more formal now. As I 
had recently taken over the business from my family the circle 
of people I could share problems with was reduced leading to 
a feeling of isolation.

What have I learned from this?
I was ill prepared for an event like this. My advice is to assume 
this will happen and be prepared as best you can. Have a 
fraud plan in place, such as a simple list of items, e.g. review 
who are the key holders; Do building access and alarm codes 
need to be changed? Inform staff but don’t worry them; Call 
security/monitoring company; Let key holders know of any 
changes; Inform insurance company and accountants; Forensic 
accountants to see financial loss; Move quickly. 

Key Points

• Controls are necessary and must be followed 
through once implemented. 

• Always keep a staff/employer relationship strictly 
business. 

• It doesn’t cost a lot to have a good HR company to 
support you in a situation like this.

• Be prepared for worst case scenario - what 
do I need to do in the case of suspected 
misappropriation of assets or fraud.

• Proper stock control is essential. 
• Proper CCTV is a great help.
• Incidents like this affect everyone in the 

organisation.
• I have learned that there is no obvious place to 

turn to for help if a business was faced with a 
similar situation.

• That controls must be put in all parts of the 
business not just sales and stock.

• Culture – understand what and where are peoples 
pressure points 

• Encourage positive communication within the 
workforce, some might call this whistleblowing. 

• Show that gross misconduct is punishable.
• Ask different and straight questions at interview 

stage.
• Always follow up on references.

Positives 
HAI gave me the opportunity to share my experiences at The 
Hardware Conference in May and the support I got from the 
industry and my peers was outstanding. From this I have 
formed friendships and made contacts that I would never 
have thought possible. The business still grew. I lost weight 
from the stress of it all (this was on my To Do list anyway) 
Now there is a strong dedicated team working with me who 
understand the new procedures and policies. 

If you have been affected by this and want to talk to 
Dave please contact HAI on 01 298 969 or email
info@hardwareassociation.ie  
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training review - Autumn 2018

This Autumn saw the return of HAI’s classroom training. 
We were pleased to welcome an eclectic mix of hardware 
industry professionals, including new-on-the-job trade 
counter and floor staff, senior sales reps and seasoned 
Admin and Accounts staff, who were all looking to refresh 
their minds and their approaches to their roles. 
Our Autumn schedule saw the introduction of some new 
trainers and new courses, all tailored to the needs of hardware 
retailers, merchants and suppliers. In this issue we look back 
on some of those courses and the participants’ feedback: 

NEW: Essential Selling Skills: Advanced Selling Skills B2B
This two-day course kicked off with Frank O’Toole, a returning 
trainer to HAI, delivering a highly interactive masterclass in 
Advanced Selling for seasoned sales reps. In this course he 
covered everything from securing a lead to handling objections 
to securing the final sale. 

“If you’re in the sales business I would recommend 
attending…it will really improve your sales techniques”
– Paul White, DS Supplies Ltd

Credit Control: From Start to Finish
Declan Flood returned with his popular Credit Control 
workshop, giving financial controllers and business owners the 
tools and strategies to build a concrete credit management 
policy that helps protect their businesses while maintaining 
customer relationships. 

“Very informative”
– Angela Aird-Mash, Topline Doyle’s

NEW: Workshops on Wood Flooring
Beginners: HAI welcomed John McCabe to deliver the first 
of his two workshops on everything about wood flooring, 
including product specification, maintenance and choosing 
the right product. The Introductory course was designed for 
anyone new to the area or looking for a boost to their skills. 

“Great course, would highly recommend it”

Advanced: The second Wood Flooring Workshop was tailored 
to more experienced staff who were looking to optimise their 
knowledge and become their store’s go-to wood flooring 
expert. 

“I’ve been selling wood floors for 5-6 years and I thought 
getting a bit more knowledge would be helpful...You’re 
giving advice to customers, so you want to give them the 
best knowledge that you can.”
– Roger Cleary, TJ O’Mahony

Digital Marketing and Social Media
Greg Fry returned to HAI with his popular one-day workshop, 
where participants were taken on an in-depth tour through 
developing and expanding their own digital marketing strategy and 
used in-class app and tool demonstrations to reinforce learning. 

“Excellent day, very informative”
– Derek Doyle, DS Supplies Ltd

Stock Control
Keith Harford’s workshop covered the fundamentals of how 
any hardware business can manage their Stock and resulting 
costs more effectively. Keith demonstrated this by pointing out 
that everyone in the business is responsible for Stock Control. 

“Excellent course on the basics and foundations of 
stock control.”
– Conor O’Dwyer, Topline

Customer Service Excellence
Participants in this workshop got to explore how to implement 
their own customer service strategy and to reflect on their 
own ideas on promoting their business and reaching out to 
their customers. 

“I found it very informative and enjoyable…very relaxed 
atmosphere.”
– Wayne Guildea, Davies Ltd

Consultative Selling Skills: Suppliers
This workshop saw a group of entry-level/developing sales 
reps come together to find out how they can optimise 
their selling strategies. The trainer, Terry Harmer, took the 
participants through key strategies and tips, including his 
famous “Seven Strategies for Closing The Sale”. 

Interested in attending any of the above courses?
Take a look at our newly launched Spring 2019 training 
schedule on the next page. 
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All courses will take place at HAI’s offices in Blackchurch Business Park, 
conveniently located off Junction 5 of the Naas Road (N7)

in Rathcoole, Co. Dublin.

spring 2019 Classroom 
Training Schedule

For more information about all our courses visit www.hardwareassociation.ie/training-and-development. 

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.

Date Course Title Tutor Course
Duration

Cost 
(HAI Member)

Cost
(Non-Member)

January 17th, 

24th

Essential Selling Skills - 

Advanced Selling Skills B2B

Frank O’Toole 2 Days ¤420 ¤470

January 22nd Credit Control: From Start 

to Finish

Declan Flood 1 Day ¤110 ¤170

February 7th Stock Control Keith Harford 1 Day ¤210 ¤270

February 28th

March 14th

Leadership and 

Communication Skills

Noel Davidson 2 Days ¤450 ¤500

March 6th Customer Service 

Excellence

Terry Harmer 1 Day ¤210 ¤270

March 7th Digital Marketing and 

Social Media

Greg Fry 1 Day ¤210 ¤270

March 13th Consultative Selling Skills: 

Supplier

Terry Harmer 1 Day ¤210 ¤270

March 26th Performance Managing the 

Sales Team

Terry Harmer 1 Day ¤210 ¤270

April 2nd Merchandising Techniques Keith Harford 1 Day ¤210 ¤270

April 3rd Creating a Selling 

Environment In-Store

Terry Harmer 1 Day ¤210 ¤270
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Credit Management can drift along in silence week after week, 
month after month, and as long as there is enough coming in to 
pay the bills, all is well.
Some companies still see credit management simply as “billing 
and collecting” and anyone who has been reading my articles 
or attending the training courses over the years will know that 
there is much more to it than that. 
Over the years working in credit, I have come across a number 
of company failures, which is always a source of sadness. Every 
failure is a tragedy and the extent of the tragedy is linked to the 
amount it ended up costing you.
The demise of Sammon Group was linked to the collapse of 
Carillion and there are a number of sub-contractors around 
the country who are not only suffering from the effects of a 
significant financial loss, but also from the loss of a significant 
amount of business. This in turn will impact on the suppliers 
who are owed money from these sub-contractors and so on ad 
infinitum.
So, what can you learn from this that you can put into effect 
straight away to protect yourself in the future?
 
1. Cash is King
It is interesting to note that both Carillion and Sammon Group 
closed their doors because they ran out of cash. In both cases, 
they looked to their bankers to provide additional working capital 
and it was not forthcoming, leading to closure. I have always 
maintained that your source of working capital should always be 
your debtors ledger, and collecting what you are owed when it 
is owed is the best and cheapest way to remain solvent.
 
2. Over reliance on one customer
No single customer should account for more than 33% of your 
business. You must ensure your own survival by spreading 
the exposure across as many different customers as you can. 
In 2017 Carillion was reported to be over 65% of Sammon’s 
business.
 
3. Enforcing your credit limits and terms
Every business should set out the rules for granting credit in 
two simple measures: 

1.  What is the maximum amount of money I am prepared 
to extend to this customer? Sometimes called a credit 
limit, a line of credit or a credit facility. This should be 
set and adhered to. Of course it has to be reviewed 
constantly, by setting out your criteria for review, you 
will protect yourself from spiralling losses. 

2.  Every business should set out how long they are 
prepared to continue to supply a customer, if payment 
hasn’t been received. I was struck by a number of sub-
contractors who haven’t received a penny for any work 
carried out this year, and still they were prepared to 
keep going, keeping the exposure growing, in hope that 
something will happen. I am sorry; wishful thinking is 
not a good basis for doing business. Set out your rules 
and adhere to them.

We all know that doing business involves taking a risk. While a 
working crystal ball would be handy, sadly there is no such thing. 
There are times when the writing is on the wall - in the case of 
Carillion prior to their collapse, they had nearly £900 million of debt 
and posted half year losses of £1.15 billion, not to mention the 
£587 million pension deficit. So you wouldn’t need a degree in 
accounting to work out how that was going to end. Sammon was 
different, most commentators believed that they had a future; they 
survived the worst recession in the country’s history and were 
increasing turnover year on year. Yes, things were tight; they had 
about ¤10.5m in liquid assets and creditors (including Revenue) of 
around ¤16m. Had the cash continued to flow and new contracts 
added, there was every chance they could have traded their way 
out of trouble. Even Ulster Bank, who you would expect to have 
expertise in risk, put ¤3.35m into the business last November. 
After the collapse, Oireachtas Finance Committee Chairman 
John McGuinness said a group of more than 60 creditors of the 
collapsed Sammon group estimates they were owed ¤14m. I am 
sure there were more. 
One figure that was given to me by James Riordan of Credit Risk 
Brokers was that almost ¤2m was paid out by the three major 
credit insurance companies in Ireland to Sammon creditors who 
had credit insurance. What about the others? What about the small 
family businesses and sub-contractors who were owed the ¤12m? 
A simple credit insurance policy would have protected them from 
the pain of financial loss. After so many years working in the area 
of credit management, I cannot understand the reluctance of all 
business to insure their debtors. It is often the largest asset in the 
business and it is also often the most insecure, as it is out of your 
own control. You insure all other assets: your buildings, your cars, 
your vans, your equipment - why not your debtors? 
In my experience it is the best way to control your potential losses 
and to help you grow your business in a risk reduced world. One 
thing we have all learned is when it comes to the construction 
industry, anything is possible.
I hope you will benefit from the lessons above and do 
something to protect your own business, before it is too late.

sammon group -
The lessons to be learned

DECLAN FLOOD 
Irish Credit Management 
Training

In PaRTneRshIP wITh

There is nothing like a high profile company failure
to propel the topic of credit management to the

top of most people’s agenda.
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JOHN BOURKE
NTI/Thompson

John Bourke of NTI/Thompson insurances passes on his 
insurance prowess to Hardware Journal readers.

when it comes to Property Insurance, 
prevention and mindfulness are

often better than cure. 

In all my years working in the Insurance business, I have never 
come across a policyholder who was happy to report a claim. 
However, when that claim is reported, and it is settled quickly and 
fairly, policyholders tend to be pleased that they have bought a level 
of cover that saw them get back to business without fuss.
Minor property claims can cause serious disruption to a business, 
but a severe fire, flood or even a break-in can have a very negative 
impact. An insurance policy provides monetary protection, and 
the aim is to get the business back up and running as quickly as 
possible. Having said that, loss prevention measures implemented 
by a policyholder can reduce the severity of a loss, and can often 
mean that while a claim is being adjusted and settled, a business 
can continue to trade, albeit on a restricted basis. Methods of 
reducing property damage, risk and consequential loss are;

•	 Installation	of	a	monitored	fire	and	burglar	alarm.
•	 Having	a	sufficient	number	of	serviced	fire	extinguishing	

appliances available and training all staff and management in 
their use.

•	 Ensuring	water	pipes	are	lagged	and	in	good	condition.
•	 Having	the	wiring	and	electrics	regularly	checked	by	a	qualified	

and registered electrician.
•	 Restricting	the	use	of	cutting	equipment	and	hot	works	to	

confined, appropriate areas.
•	 Having	strong	physical	security	on	all	access	points.

There are a number of misconceptions about key areas of insurance 
cover i.e. property damage and consequential loss, also known as 
business interruption. When seeking cover, you should note;

•	 Cover	for	stock	or	goods	stored	in	the	open	and	in	open	sided	
buildings is generally restricted to fire, lightning, aircraft and 
explosion only. Storm and flood are generally not available.

•	 Also,	insurers	will	generally	not	provide	theft	cover	for	stock	
stored in the open or in open sided buildings. If cover is to be 
considered the applicant will need to show a high standard of 
security, including, but not limited to: CCTV, static or mobile 
patrol and good physical security.

•	 During	the	period	of	heavy	snow	in	March	2018,	a	number	
of claims were made where snow had gathered on the roofs 
of buildings, and the sheer weight had caused those roofs to 
collapse, sometimes bringing the building down with it. This 
did not cause a problem as the weather event was a storm and 
therefore standard property damage policies will have provided 
cover, assuming the peril of storm was included. However, 
there have been claims presented where a snowfall, not 
deemed to be storm, has caused damage to buildings in poorer 
condition and this is often not insured. 

•	 Flood	cover	is	becoming	a	big	issue	for	insurers	and	many	have	
invested heavily in flood mapping technology and will always 
refer to this when deciding whether to grant flood cover at a 
particular location. What was approved for flood cover in the 
past may no longer be suitable.

•	 For	a	business	interruption	policy	to	provide	cover,	there	must	
have been underlying property damage. This is known as the 
material damage proviso or warranty. 

• Example 1 -  an insured party suffers burst pipes at their 
business following a cold spell. As a result, stock is 
destroyed and beyond use; and there is some damage to 
contents and the building itself. The business has to close 
while repairs are carried out and therefore loses turnover 
and profit as a consequence. This business interruption 
cover will operate for the duration of the indemnity 
period or to when the policyholder gets back to a pre-loss 
turnover position.

• Example 2 - Referring back to the snow earlier this year, 
a business had to close for concerns over staff safety 
and although staff wanted to do so, they simply could not 
make it in to work. As a result, the business lost four or 
five days’ turnover and profit. The business interruption 
policy will not cover this loss as there was no damage to 
the property.

• Another misunderstanding relates to loss of rent 
receivable. This cover protects the policyholder if the 
premises becomes uninhabitable or unusable following 
damage caused by an insured peril.

• Example 1 - following a fire, the premises is wholly or 
partly unusable. The tenant moves out and as a result the 
landlord is not in receipt of rental income. This is covered 
until the end of the indemnity period or when the landlord 
lets the premises again, whichever comes first.

• Example 2 - A tenant stops paying rent and refuses to 
leave the premises. This is not a situation that loss of rent 
insurance is designed to cover. The only way this can be 
resolved is by the landlord and the tenant.

Understanding your exposures as a business person or in a 
personal capacity is vital when deciding what insurance cover 
you need and should definitely have. It is a worthwhile exercise 
to review your cover every year, be aware of the exposures your 
business has, ensure your sums insured are adequate and discuss 
the cover you have, or don’t have, with your broker or insurer at 
least once per year.
Liability claims can also be prevented, and I will delve in to this 
difficult topic in my next contribution.
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ROS Retail Services was established by Redmond O’Sullivan 
in 2002 in the midlands town of Athlone to provide a 
merchandising service for the grocery sector, setting up new 
stores and facilitating existing store revamps. The company has 
evolved over the years to expand to other sectors, and in the last 
five years  has seen a sharp rise in demand for merchandising 
expertise in the hardware sector. We operate across the island 
of Ireland, providing a wealth of retail experience to both small 
retail clients and larger retail outlets alike.
In the last ten years, the typical hardware store has evolved 
from what was very much a traditional builder’s providers to 
now offering a diverse range of products for a wider market 
including homewares, electricals and seasonal products. An 
effective merchandising strategy will engage the customer, 
creating a positive first impression; it encourages people to 
come into the store, and can help guide them in finding the right 
product for their needs.

What is Retail Merchandising?
Retail Merchandising involves the process of examining human 
behaviour and their buying habits in order to determine the 
best way to layout and display your stock. It is a process where 
you arrange a group of products in order to highlight those that 
you want to sell fast or those that you want people to notice. 
Merchandising consists of product display, pricing, store layout, 
signage, promotional events and all manner of other sales-
driving techniques aimed at raising the profile and the profits of 
your small retail business. 
The process of retail merchandising involves evaluation, planning 
and presentation of merchandise in a retail environment.

Evaluation:
On the initial visit to the hardware store, the merchandising 
team will work closely with store managers, gathering 
information regarding the local customer base, and analysing 
sales information. The existing store layout, shelving and 
displays are analysed and the store manager is advised on how 
best to position shelving, promotional/seasonal displays and a 
recommended plan of action is prepared.

Planning: 
Once a plan of action is agreed, the merchandiser will assist in 
finalising arrangements with the store manager/store owner 
e.g. the acquisition of new shelving/display units. Third party 
companies such as electricians, or flooring suppliers may 
also need to be booked in preparation for layout changes. 
Merchandise layout is devised and confirmed with the 
hardware store, and commencement date(s) is scheduled.

Presentation:
Merchandising / re-merchandising involves the stocking of 
shelves and building displays in such a way that it stimulates 
interest and entices customers to make a purchase. It 
is important to ensure that merchandise is displayed 
appropriately with proper signage, favourable shelf placement 
and clearly displayed pricing.

Retail Merchandising Benefits:
More customers – customers are enticed to come into a 
store, and with increased traffic may come increased sales, 
and repeat customer business.

Maximize space – With the right layout, shelving, and product 
displays, a hardware store can expand its retail space without 
having to move locations or invest in costly renovations. 
Effective merchandising can make a space look more attractive 
and work more efficiently. 

Increased sales – The bottom line is that a pleasant shopping 
experience which gives customers what they want at the 
prices they want translates into more sales. Increased visibility 
will ultimately lead to increased sales, and a happy retailer!

Refer to page 55 for details of the next HAI Merchandising 
course.

Retail Merchandising:
theory & Principles

REDMOND O’SULLIVAN, 
ROS Retail Services

Redmond O’Sullivan of ROS Retail Services shares his 
merchandising mastery with The Hardware Journal readers.
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In their latest Digital Health Index, the IE Domain Registry 
revealed that “e-commerce is transforming industry sectors 
and disrupting business models”, they also revealed that it 
was worth at least ¤12.3 billion to the Irish economy in 2017. 
Consumers expect Irish businesses to be online; they want to 
be able to browse and shop on the internet 24/7. Despite the 
opportunities available to SMEs, only 3 in 10 can take sales 
orders through their website. 

Breaking through Perceived Barriers
Why aren’t SMEs taking on e-commerce? According to IEDR 
and their research among over 1000 SMEs nationwide, digital 
knowledge and training are at a deficit. Timing is also a factor, 
as business owners say they simply don’t have the time to 
research the steps involved in digital and e-commerce and 
many of their misconceptions about the cost, time and skills 
required go unchallenged. But getting e-commerce enabled 
can be as straightforward as:

•	 Using	a	sitebuilder	with	built	in	e-commerce	functionality	–	
e.g. Blacknight BaseKit

•	 Activating	a	plugin	on	an	existing	website
•	 Integrating	a	service	like	PayPal,	Stripe	or	any	card	other	

online payment service into a website 
 
The above options can be set up within minutes and include 
easy-to-use templates to add product and price information 
and photos. No knowledge of programming or web design 
is required, and most solutions are inexpensive (Blacknight’s 
BaseKit website builder starts at as little as ¤8/month and you 
can build your e-commerce website from start to finish in as 
little as 20 minutes). 

Support Available
As technology continues to advance, an increasing amount 
of cheaper (and in some cases free) tools and services 
are becoming available to businesses. The best advice for 
business owners is to do their research and plan what’s the 
best tool for their business needs. SME owners are also 
reminded to reach out to their Local Enterprise Office (LEO) 
and enquire about the Trading Online Voucher Scheme to 
help them grow their business through developing their 
website. 

Your e-commerce checklist
Matrix Internet, a creative digital agency with expertise in web 
development, e-commerce and more, have provided a handy 
checklist for any business considering adding e-commerce 
to their website, or launching a new dedicated e-commerce 
webpage:

1. Get a professional email address (i.e. not Hotmail, Gmail, 
Yahoo, etc.) – 64% of Irish consumers have little to no trust 
in businesses that use free email addresses

2. Register your domain – 77% of Irish people say they trust 
businesses with a .ie domain

3. Install an SSL certificate on your website – 85% of online 
consumers avoid websites that are not secured

4. Get your business active on social media – 56% of Irish 
consumers trust companies with a website and social 
channels

5. Make sure your website is mobile friendly – 79% of 
online shoppers take action on their phone prior to purchase

6. Choose your products – Choose your best selling products 
that you want to sell online, and be ready to rotate or 
replace based on their performance

7. Choose your payment gateway (Paypal, Realex, Stripe, 
etc.) – 50% of online shoppers will abandon at checkout 
stage if their preferred payment option is not available. 
Matrix Internet recommends that you offer consumers at 
least 2 payment gateway options

8. Choose your shipping method (Click-and-Collect, free 
shipping, next-day delivery) – 61% of online shoppers will 
abandon a purchase if free shipping isn’t available, 56% 
would shop locally with a Click-and-Collect service, and 
52% expect next-day delivery.

OPTIMISE
Earlier this year, HAI partnered with IE Domain Registry to 
provide their OPTIMISE programme to a selection of eligible 
member SMEs to help them develop their online, digital 
and e-commerce activity. Participants attended a one-to-one 
meeting with an industry expert who provided a detailed audit of 
their website, and results showed a huge collective shortfall in 
e-commerce (average scoring among this group in e-commerce 
was 30%) but after participating some attendees took on the 
phenomenon of e-commerce for their business. 

Online Content

In the last edition of The Hardware Journal, HAI collaborated
with the IE Domain Registry to provide a simple guide to help

SMEs get their business online. In this edition, we cover all things
e-commerce and offer advice to anyone considering

implementing it into their business strategy. 

A Simple Guide to…
e-Commerce for sMEs
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“Skerries Hardware has always and will always be a family run 
local business, but it’s my job to bring that local experience 
online, so I would say it is very important to have an online 
presence to make sure our customers, far and wide, are 
getting the customer service they desire.” – Liz McKenna, 
Skerries Hardware and Pet Supplies, HAI member and 
OPTIMISE participant.
Thanks to initiatives like this, SMEs in the hardware sector are 
getting the opportunities and the facilities to take action and 
put in place the interface that their websites need to reach out 
to their communities. 

Online Retail Scheme
On September 20th this year the Department of Business, 
Enterprise and Innovation (DBEI) launched the Online Retail 
Scheme, a fund administered by Enterprise Ireland to enable 
eligible SME retailers to increase their customer base and 
build a more resilient business in the domestic and global 
marketplace both online and offline.
Successful applicants will be awarded funding to support 
a maximum of 50% of the project eligible costs with a 
maximum grant of ¤25,000. Typical elements involved in 
developing a sophisticated and transactional online presence 
include research, consultancy costs for strategy development/
implementation and training costs.

Who can apply?
Applicant companies must be an Irish-owned small or medium 
sized retail enterprise that has the potential to create jobs, 
generate growth in sales and internationalise their business. 
The business must also:
•	 have	an	existing	online	presence	(e.g.	website	or	social	

media)
•	 have	a	retail	outlet	and	derive	the	majority	of	revenue	from	

the retail outlet(s)
•	 Must	employ	at	least	20	employees	in	the	Republic	of	

Ireland (on a full-time equivalent basis)

Eligible activities supported by the fund
Typical elements involved in developing a sophisticated and 
transactional online presence include:

Research - In-depth analysis of the company’s current and 
potential online presence and capabilities, target audience and 

brand to help the applicant make informed decisions about the 
online activity and what tools they use.

Strategy development -
• Development of a written digital strategy and a roadmap 

for implementation including resource and business 
process considerations;

• Identifying how the company’s value proposition should be 
demonstrated online;

• Ensuring that the company’s online presence is being fully 
utilised / optimised to fulfil its overall potential; and

• Consideration of omnichannel offering (including 
marketplaces and social media).

Implementation - Optimising the company’s online presence 
to ensure international visibility (e.g. web enhancement and 
localisation, associated business process enhancements, 
search engine optimisation etc.);

Training - Undertaking training to successfully enhance 
and maintain a robust online retail operation, for example 
accounting, e-marketing, catalogue management, e-commerce 
systems etc.

How to apply
Applications for funding will be invited through two public 
Calls for submission of projects. The first Call opened 
on Wednesday 24th October 2018 and the deadline for 
submissions is Wednesday 5th December 2018 at 3pm. The 
second Call will be launched in 2019, following completion of 
the first call.
Applications must be made via the Enterprise Ireland online 
Application system, available on the www.enterpriseireland.ie.
during the Call open dates. Applications can be started and 
saved to revisit at a later date but it’s recommended that 
applications be started well in advance of the deadline. 
Further information about the Online Retail Scheme and what 
it covers and how to apply can be found at www.enterprise-
ireland.com/retail, and for any other queries interested SMEs 
can contact Enterprise Ireland at retail@enterprise-ireland.com 
or 01 727 2166.

Online Content

Jimmy Walsh from Matrix Internet and Liz McKenna from Skerries Hardware 
and Pet Supplies after her OPTIMISE website audit at HAI.
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brexit Assistance
As Brexit approaches, The Hardware Journal has gathered
available Goverment resources to prepare for its impact on

Irish businesses.

InterTradeIreland
Launched in 2017, InterTradeIreland’s Brexit Advisory Service 
was set up to assist SMEs to navigate the uncertainties 
caused by Brexit and to become better equipped to manage 
the potential impact it may have on their business by 
providing free, impartial, independent and up-to-date Brexit-
related information to any business located in Northern 
Ireland or Ireland.
InterTradeIreland is currently encouraging companies to 
prepare for Brexit. Planning can begin with basic questions 
around the freedom of movement of goods, services, people 
and how that impacts a business.  What might the impact 
be if tariffs or non-tariff barriers are introduced?  What is the 
potential tariff that could be levied on my products? Do I 
know what rules of origin certificates are and what they cost? 
InterTradeIreland offers 100% financial support up to 
£2,000/¤2,250 (inclusive of VAT) towards professional advice 
in relation to Brexit matters. This support can help businesses 
get advice or to attend training on specific issues such as 

Incoterms, Tariff Classifications, importing and exporting 
amongst others.
Critically, we are encouraging business owners to engage 
widely throughout the Brexit process. Talk with industry 
representative bodies, with industrial support agencies like 
InterTradeIreland, lenders, your workforce, customers and 
suppliers.  
InterTradeIreland is a one-stop-shop for help, support and 
events on Brexit, as we work across so many areas - from 
policy and strategy to sales and marketing in the cross-border 
arena, we are in a unique position to provide information and 
guidance. 

www.intertradeireland.com/brexit or contact 
brexit@intertradeireland.com

Enterprise Ireland 
Enterprise Ireland is supporting its clients in preparing for the risks and 
opportunities that Brexit poses. Despite the uncertainty, Irish businesses 
can and should be taking immediate action to mitigate the potential risks and 
position themselves to take advantage of any opportunities as they arise. 
These actions will increase a business’s resilience and make practical 
business sense, irrespective of Brexit. 

To learn more about how Brexit will affect your business, what steps you 
can take today and what supports are available, visit our website at www.
prepareforbrexit.ie.

Department of Foreign Affairs 
Brexit has long been one of the most talked-about subjects in Ireland. We are now in the 
final stages of negotiations and on 29 March 2019 the UK will formally leave the EU.
 It is important that businesses plan and prepare for Brexit and the change it will bring. The 
Government has put in place a number of supports to help businesses, of all shapes and 
sizes and across all sectors of the economy, to prepare for Brexit.
 
For further information on getting your business Brexit ready, check out dfa.ie/Brexit
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TO BOOK AN APPOINTMENT CALL: 

01 298 0969

Foreign Exchange 
Health Check

About the FX Health Check

RationalFX will better your currency rates with 50% 
discount against your current provider. With no 
transaction fee charges, the savings could be significant. 
HAI members who haven’t used RationalFX will get 50% off 
SPOT & forward transactions based on the margin charged 
by your current provider. This will be assessed during the 
foreign exchange health check. 

To qualify please bring:

Your last two currency transactions with date & time 
quoted to assess how much margin your current provider 
charges.

Book an appointment to find out how we can help on 
01 298 0969

About RationalFX
RationalFX is a global foreign exchange broker and 
payments provider independently owned, founded 
in 2005 by Paresh Davdra and Rajesh Agrawal. 
RationalFX has no debt and possesses an enviable 
track record of profitability and growth.

Key facts
Transferred in excess of $10Billion to 173 countries 

in 48 currencies

FCA Authorised 

Client funds held at Barclays Bank

Member of SWIFT

Offices in London, France & Spain

“RationalFX have proved unique in their approach 
and expertise, taking the time to understand the 
complexities of our business and formulate a 
bespoke hedging model to meet our objectives. 
Along with their market insight and level of 
personal service, I have found them to be a 
valued partner in the management of our foreign 
exchange.”
Cedric PAQUES, CEO
MMGENTERTAINMENT LIMITED, Dublin 

50% off SPOT & forward transactions

Brexit is set to damage Ireland's economy no matter what 
deal Theresa May agrees, according to analysis produced 
by the Irish government. 

Ireland's GDP will take a 4.3% hit in a free trade 
agreement-style Brexit, and a 7% hit if the UK walks away 
from talks without a deal

Forward contracts will avoid this risk, Make sure you get 
the right protection.
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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 official 
publication of Hardware Association Ireland (HAI).

Support Reinvested

Your support of The Hardware Journal allows Hardware 
Association Ireland to invest in increased services and benefits 
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  specific 
research.

 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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Tools of the trade
Tools play a pivotal role in our industry. Each year brings with 
it an abundance of technological advancements; from larger 
batteries to more powerful drill motors and better cutting tools, 
to name but a few. With so many big players competing for a 
cut of the market share, the competition is fierce, which is good 
news for retailers and consumers alike.
A recent report by AMA research analysed the UK market 
for portable power and hand tools, for use in building, home 
improvement and garden applications. According to the report, 
higher levels of non-domestic construction, house-building and 
RMI work (repair, maintenance & improvement), along with 
product innovations all supported value growth in 2013 and 2014. 
These trends continued in 2015 and 2016 when the market saw 
growth of 3-4% per annum. The improving UK economy, higher 
levels of construction & RMI activity and increasing consumer 
confidence & spending assisted market growth.
Tool distribution comprises of a mix of large national players 
competing with many regional and local companies, in both 
trade and consumer channels. Buying behaviour, influenced by 
digital technology, has seen a change in the way companies 

deliver their proposition. Operating a transactional website has 
become increasingly important, and this has meant an increase 
in multi-channel and omni-channel retailing, with the Internet 
emerging as a key channel.
Prospects for the overall market are generally positive, with 
moderate growth expected in the domestic sector and also 
across some non-domestic construction sectors. Steady 
demand in the garden tool sector is also expected to underpin 
the market. It is estimated that the tools distribution market will 
continue to grow by around 3% per annum to 2021.

Draper Tools has launched Storm Force 20v, a brand-
new power tool range, featuring a convenient, multi-tool 
battery system. The interchangeable battery system 
powers every tool in the range.

fantastic value
This latest generation of Draper Storm Force cordless tools 
offers 20 volts of power and 2.0Ah or 4.0Ah Lithium Ion 
batteries at a competitive price that’s sure to appeal to your 
customers. 

The new Storm Force 20v series will appeal to a wide range 
of customers, it’s ideal for a wide variety of jobs or repairs and 
well-suited for the serious enthusiasts. 
 

New Packaging
The smart new Storm Force 20v packaging stands out on shelf 
and clearly communicates the range’s benefits, with handy 
icons highlighting key features and details of the battery and 
charger options.  

great Deals
Based around the core 20V combi drill kit with 2 batteries 
and a one-hour charger, there are some great value packages 
and deals to take advantage of. These include the Twin Pack 
Kit (deal no: 40429), featuring the 20v Combi Drill, plus a 20v 
SDS+ Rotary Hammer Drill. 
For more information, stockist details and trade enquiries visit: 
www.drapertools.com. 

Feel the force of this brand 
new multi-tool battery system

For more information about becoming a Draper Stockist call our Sales Hotline on:
0044 23 8049 4333  or visit drapertools.com/become-stockist

new multi-tool battery system

The latest generation of Draper Storm Force cordless tools offers 20 volts
of power and 2.0Ah or 4.0Ah Lithium batteries at a competitive price.
Ask for copies of the range leafl et to pass on to your customers.

To fi nd out more, visit drapertools.com/hwj-nov

Hardware Journal NovDec 2018.indd   1 08/10/2018   12:04

Draper tools launches new generation of
Storm Force 20V cordless power tools
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Ironmongery: where art meets 
function in construction

Many of us, at some stage or another, will have experienced a 
sense of nostalgia upon encountering a familiar door knob, knocker 
or handle, which we may associate with any number of emotions, 
memories, or even people. The same can be said for the visual and 
aural experience that ironmongery items offer, from a decorative 
design that sets a hall door apart in a sea of similarity, to an 
assuring Sunday morning ‘thud’ to announce the arrival of family 
or friends knocking on the door. These items have the unique 
ability to offer a sense of personality to an individual space, and 
consumers are inherently aware of this. It is for this reason that the 
importance of ironmongery should never be overlooked. Thankfully, 
many great Irish distributors and suppliers are on hand to assist 
with projects of all sizes, which we cover in our ironmongery 
section in this edition of The Hardware Journal.
As well as the visual element of ironmongery, there are equally 
important elements which are usually hidden; often literally behind 
closed doors. These come in the form of hinges, door closers and 
other items often found on fire doors. These lesser-spotted parts 
are particularly relevant in the wake of the Grenfell Tower fire, 
which highlighted the need for constant and meticulous review of 
building and hardware standards for the purpose of preventing a 
repeat of the incident. The Hackitt report, an independent review 
of building regulations and fire safety, was recently welcomed 
by the Guild of Architectural Ironmongers (GAI). Some of the 
guild’s comments on report’s findings are as follows: “the GAI is a 
strong advocate of ensuring that fire doors are properly specified, 
inspected and maintained as well as fitted with all appropriate, 
correct and compliant ironmongery.”
The GAI also pointed out that they had an increased emphasis on 
competence – “The GAI’s education portfolio has been developed 
over 50 years and is the only recognised programme in the 
world that leads to a qualification in architectural ironmongery 
to British and European standards. This is in the form of its 
highly respected DipGAI Diploma course as well as the RegAI 
CPD scheme, which demonstrates commitment to continuing 
professional development. The GAI also provides timely technical 
updates to its membership on relevant product standards, codes of 
practice, building regulations and fire related safety.”
In recognition of the importance of architectural ironmongery the 
GAI, in conjunction with the Royal Institute of British Architects 
(RIBA), announced the latest rendition of their biennial Architectural 
Ironmongery Specification Awards. These awards are designed to 
identify and reward excellence in the specification of architectural 
ironmongery.

Architects, specifiers, building contractors, clients and their 
architectural ironmongery advisers and suppliers across the world 
were able to nominate projects up until mid-November 2018. 
The winners, which we eagerly await, will be announced at a 
celebratory lunch in March 2019.
David Stacey, president of the GAI, said: “The Specification 
Awards ceremony is one of the Guild’s most highly anticipated 
events. The calibre of entries is always incredibly high and shows 
architectural ironmongery at its best. The GAI is always proud 
to see its member companies involved in so many complex 
projects. These awards are unique because they reward the whole 
specification team, highlighting the importance of the professional 
partnership between architects and architectural ironmongers.”
For each category there will be a winner, second and third place. 
The judges will also decide on an overall ‘winner of winners’. At 
the 2017/18 Specification Awards, this accolade went to Kings 
Gate, a residential project by architectural ironmongers izé and 
by Lynch Architects.

Source: BuildingProducts.co.uk and GAI.org.uk

The tactile nature of ironmongery is what gives it uniqueness in a build. The 
increased awareness surrounding the tangible properties of every-day items 

from smartphones to steering wheels brings a whole new set of considerations 
into play when it comes to the ‘hands-on’ parts of any home. Factors such 
as ergonomics, combined with the use of a wide range of materials and 

extravagant designs have opened up a wider range of options to a larger 
group of consumers than ever before.



COMMERCIAL FEATURE

66
September/October 2018

TW Clarke Ltd are very 
pleased to be associated 
with the Italian security 
product manufacturer, 
VIRO. 
VIRO’s motto of “Don’t 
Save on Security” fits very 
well with the philosophy 
of TW Clarke Ltd. 
A long-established, Irish 
family run and owned business, TW Clarke Ltd are synonymous 
with well-known brand names and quality products. 
The value of the item being secured and the cost of securing that 
item are inextricably linked. Why would you lock a ¤2000 bike 
with a ¤20 lock? Why would you store ¤5000 worth of tools in 
the back of a van without a high-quality van lock?
The VIRO Van Lock provides the ideal solution to the person that 
values their belongings. Made from one-piece electropolished 
Stainless Steel, the Viro Van Lock can be fitted to both hinged 
and sliding doors.  The unit comes with a brass 7 pin cylinder, 
hardened steel, anti-drill plate and all fittings. VIRO even provide 
an assembly video on their website www.viro.it 
VIRO are committed to producing products of the highest 
standard, complying with EN 12320:12. Details of these products 
and the standards they meet, can also be found on their website. 
Security isn’t just a deterrent – it buys you time. The longer a lock 
takes to be cut, the more likely the would-be thief will move on to 
an easier target. 

Remember, false economy gives false hope. 
Don’t Save on Security
 
Viro products are available from 
TW Clarke Ltd, Unit D2B, 
Bluebell Industrial Estate, Dublin 12. 
Tel: 01 - 450 3004 
Fax: 01 - 450 3009.
Email: twclarke@eircom.net. 
Web: www.twclarke.ie  

Don’t save on 
security

Unlock More sales 
Potential with the 
145 Kasp Marine 
Padlock Range

If your customers are looking for a high quality, durable, 
weatherproof, price competitive padlock, then look no further. 
Kasp, the leading brand in security from Carl Kammerling, has 
launched its superb high quality Kasp 145 Marine Padlock 
Range, which is already exceeding sales expectations. Perfect 
for withstanding corrosive salty air conditions in coastal areas. 
Kasp 145 Marine padlocks are available in two security levels, 
40mm and 50mm, standard and long shackle, both keyed to 
differ and keyed alike combinations.
Key Features & Benefits
Ideal for a multitude of applications, the 145 Marine Padlocks 
offer a secure padlock with exceptional weather resistance 
(exceeding ISO 9227 salt spray requirements, showing no sign 
of corrosion or mechanical failure). The mirror chromed solid 
brass body, rust-free internal components, 316 stainless steel 
shackle and rubber shackle seal, combine to provide corrosion 
resistance in the most extreme environments.
Security is paramount and, with a double bolted shackle to 
resist torsion/pull attack and a 5 pin anti-pick cylinder, the 145 
Marine padlock is also designed to withstand manipulation.
There’s also a compact, eye-catching counter display available, 
designed to encourage impulse purchases at point of sales.
Ordering is also quick and easy, backed by the friendly and 
helpful customer service that Carl Kammerling International 
offers.” Call us now for more details on 01758 704704 or visit 
www.kaspsecurity.co.uk



Unit D2B - Bluebell Industrial Estate - Dublin 12 - D12KX24 - Ireland
Tel: +353 1 450 3004 - Fax: +353 1 450 3009
Email: twclarke@eircom.net - Web: www.twclarke.ie

Visit our Stand T7 at The Hardware Show 2019,
Citywest Conference Centre, 17th-18th February 2019

DON'T SAVE ON SECURITY
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Fasteners and Fixings 
performing well

tucks - better together

New research by Plimsoll into the financial performance of the UK 
fasteners and fixings sector has revealed how the industry’s top 
companies have performed throughout 2017. The report told that 
the UK fasteners and fixings industry is the fifth fastest growing 
metals industry and on average, each of the fasteners and fixings 
companies analysed in the December 2017 study improved sales 
by 3% throughout the last year. 
Speaking of the results, Plimsoll’s senior analyst, David Pattison, 
said: “My feeling is that the industry is going through quite a 
change. On the surface, it looks like the fasteners and fixings 
market is doing well – in fact, we’ve ranked it as the fifth fastest 
growing industry in the metal sector. However, profits seem to be 
under pressure. Looking ahead to 2018, fasteners and fixings firms 
face a challenge to protect their margins.”
In addition to this, the Autumn meeting of the British & Irish 
Association of Fastener Distributors (BIAFD)  focused its 
discussions on the implications of the UK leaving the EU, and the 
apparently increasing risk of a ‘No Deal’.

With Brexit looming, BIAFD this time drew on the expertise of 
members, who have established their own Brexit risk management 
teams, to catalyse discussion. Putting aside longer-term benefits or 
disadvantages of leaving the EU, this meeting concentrated on the 
very real potential for short-term supply chain disruption. 
Topics considered included UK and EU preparedness for customs 
inspections and documentation processing, and the risk of border 
delays, both across the English Channel and with Ireland. Recent 
disruption at the container port of Felixstowe, which rapidly 
knocked on to other UK ports, resulted in significant delays in 
receiving containers.
Other considerations included the increased importance of rules 
of origin, import VAT and the potential for renewed sharp currency 
fluctuations. With member companies in both Ireland and Northern 
Ireland, and many supplying these markets, concerns over the 
form an Irish border might take were understandably acute.

Source: Torque Magazine and BIAFD.org

Tucks Fasteners & Fixings, having been recently acquired by the 
Dormole group, are going from strength to strength and have 
some very exciting developments.
Tucks Fasteners & Fixings are expanding their range to ensure 
customers can outperform their market by offering a wider and 
deeper range at a time when we are experiencing exponential 
growth in a growing market.
As part of our ‘Better Together’ strategy, Tucks Fasteners & 
Fixings are now offering a range of Forgefix Trade pack products in 
Trade bags. This new range offers an alternative to the traditional 
loose bin stock that has been the standard offering in the Irish 
Market. The Trade Bagged range includes standard Nuts, Bolts, 
Washers and also includes a range of Fixings including Concrete 
Screws, Through bolts, Screw bolts and Project and Loose bolts 
to name but a few. 

Tucks Fasteners & Fixings are also expanding their offering on Gas 
Nails including the ever Popular Paslode Range if IM260 Nails and 
Tools as well as the traditional IM350 range of Gas nails and tools 
and SPIT Pulsa and both SPIT and DeWalt PAT ranges to offer a 
real alternative to Hilti to builder’s merchants all over Ireland.
The very popular Reisser Schraubentechnik Tub range also include 
a top quality bit with 2 x Wera Pz2 bits included in every single 
tub! There is growing frustration from tradesmen who get inferior 
screwdriver bits included with other tub ranges – the response 
from the merchants to the Reisser R2 Tubs, a quality screw with 
cutting point included and 2 Wera bits as standard has been 
phenomenal. Please contact your sales representative for further 
details or contact 01-8845100, email sales@tucksfasteners.ie to 
explore the many opportunities available to help you grow your 
sales with their top quality brands.

BETTER TOGETHER
The most comprehensive range of products and services in fasteners and fixings in the Irish market.



BETTER TOGETHER
The most comprehensive range of products and services in fasteners and fixings in the Irish market.
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The Trojan XPS Folded insulation underlays are available 
in 3mm & 5mm thicknesses. High density and high tog 
rating which means that they not only reduce noise but 
also insulate your living space where your new wood or 
laminate flooring is being installed.  
The folded foam packs are easy to carry and allow for a 
quick installation. Simply cut where necessary using a 
retractable knife. All products meet the requirements of the 
EPLF (European Producers of Laminate Flooring).
 
Benefits include:
•	 Levels	uneven	subfloors
•	 Reduces	Impact	sound	and	rebound	walking	sound
•	 Insulates	the	room	&	protects	against	heat	loss
•	 Moisture	resistant
•	 Heavy	load	resistance
•	 Easy	to	install

Bigger expansion gaps? – no problem, Trojan have the 
perfect solution, Big Foot extra wide cover strips. 
60mm wide, Big Foot is ideal for covering wider gaps 
between floors coverings or as a transition strip suitable for 
up to 18mm height difference. Suitable for laminate, semi 
solid, solid wood, lino or vinyl flooring, this universal profile 
can solve many problems with ease. Their  next generation 
direct print process ensures their timber effect profiles last 
significantly longer than traditional foil wraps. As with all their 
self-adhesive ranges, they are manufactured with a peel & 
stick high quality hot melt flexible adhesive that is easy to 
install yet strong enough to keep it permanently in place.

DS Supplies new wood
floor underlays!

 
 

BIG 
FOOT

Wide Self adhesive   
floor cover strips for 

 BIGGER gaps!

T: 01 4011 666 
E: support@dssupplies.com 

W: dssupplies.com

Wide 
60mm

Lengths 
1m & 2m

Perfect for different levels 

GOLD SILVER BRUSHED ANTIQUE
OAK

OAK

Levels 
<18mm

Quality Adhesive

Peel 
& 

Stick

3mm Trojan XPS Folded insulation underlay.

5mm Trojan XPS Folded insulation underlay.
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John Rawlings was a visionary, an inventor & an 
entrepreneur. He was a true Renaissance man in the field 
of fixings. He went down in the construction industry by 
inventing the first plug in the world, the history of fixings has 
been inextricably linked with the RAWLPLUG brand. For him 
good was never good enough. As he adopted this attitude 
while creating his Guide to Modern Fixing, he clearly stepped 
ahead of his times & promoted a new customer service 
standard to be applied in the fixings industry.
Rawlplug is renowned for its high quality products & 
technical expertise within the building industry. Their 
technical personnel liaise with construction professionals 
daily, ensuring the most appropriate anchoring solutions are 
selected & that future product developments reflect the 
trends within the industry. Rawlplug’s focus is on delivering 
the highest quality products effectively.

Latest product developments 
Rawlplug Ireland has expanded its range of Stainless Steel 
Throughbolts & launched the Rawlplug HPT11 A4 Stainless 
steel through bolts. Rawlplug HPT11Throughbolt has high 
performance in cracked & non-cracked concrete confirmed 
by ETA Option 1 & can be used in applications requiring fire 
resistance up to 120 minutes. Rawlplug HPT11 Through 
bolts are suitable for reduced embedment to avoid contact 
with reinforcement & embedment markings help to ensure 
precise installation of the anchor. 

Did you know if you use non-approved fixings or change 
a specification to another anchor without following the 
full selection process, you could be held accountable if 
an accident occurs?

Technical advisory service 
Rawlplug’s technical advisory service provides a complete 
package of technical support, from the design stage of a 
project to its completion. Rawlplug’s service involves the 
recommendation of an appropriate product taking into 
account the structure, life expectancy, location, load applied, 
and other related criteria. 

Rawlplug’s Trade Range continues to grow:
The Rawlplug Trade range offers innovative solution for both 
builder’s merchants & DIY stores, with colour coding, durable 
anti tamper packaging & barcoding for correct pricing.

Over the last 12 months they have added more categories 
into the range to allow retailers replace the current bins 
system in-store.

November/December 2018

100 years of 
rAwLPLUg

 

rawlplug.com

years of 

 

rawlplug.com

years of 

 

rawlplug.com

years of 

3mm Trojan XPS Folded insulation underlay.

5mm Trojan XPS Folded insulation underlay.
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Trufix, one of Ireland’s leading distributors of fixings are delighted to 
introduce Trufix Xtra-Drive, a high-performance woodscrew designed and 

manufactured to deliver quality and reliability every time. 

Special features include a deep pozi recess (which prevents 
cam-out), a long cut point, a reinforced collar and 6 Ribs. 
A special thread design with wax coating enables fast 
penetration and fitting. 
All Xtra-Drive screws are precision manufactured using high 
quality hardened steel for ultimate tensile and torsional 
strength.
Available in a wide range of sizes, the screw is suitable for 
chipboard, softwood, particle board, MDF and hardwood.  
Housed in a shock-proof plastic tub with innovative see-
through split lid, each Xtra Drive tub comes with 2 free high 
quality pozi bits. 
TRUFIX is an established and highly regarded name in 
the fixings industry, supplying a wide range of fixings to 
the construction sector. Their stringent quality control 
combined with a policy to use only the best raw materials 

available ensures products that meet the highest 
performance standards. With over 30 years’ experience, 
they have a reputation for superior quality and technical 
innovation. Their nail manufacturing process developed 
over many years is singular in solving the issue of 
Hydrogen embrittlement in zinc plated hardened masonry 
nails making it the strongest and most reliable masonry nail 
available anywhere in the world. No other process comes 
close. TRUFIX masonry nails, screws and fixings products 
are manufactured to the highest production quality 
standards. TRUFIX has been supplying world leaders in the 
fixing industry for many years. They take pride in a unique 
manufacturing process including the selection of materials, 
heat treatment and plating processes. When they source 
from other manufacturers they use their own mechanical 
and chemical expertise to evaluate their materials, 
manufacturing process and quality control procedures. This 
enables them to choose the best producers to ensure the 
highest quality standards.
This latest product is already proving extremely popular 
with the industry as it returns to growth. Trufix Xtra-Drive is 
another product consistent with the trusted Trufix brand. 
The Trufix Xtra-Drive is available now from all Trufix Suppliers. 

For all info contact sales@trufix.ie now!

Trufix proudly presents…

High-performance woodscrews designed 
and manufactured to deliver quality and 

reliability every time.  

INTRODUCING XTRA DRIVE 

2x
FREE POZI 
DRIVE BITS 
INSIDE

HIGH PERFORMANCE
WOODSCREWS
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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
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Leaders in 
hardware distribution

www.josephmurphy.com
info@josephmurphy.ie

096 - 21344



HAI Member Offer
FREE Employer Registration for the rest 
of 2018.
Standard rate is €100/year - which 
includes: 

 Unlimited job postings
 Dashboard access to monitor and filter 

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-specific 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 specific job openings
 Weekly promotion of vacant jobs through HAI’s social media activity

To find out more and to avail of our member-exclusive offer please contact
Aoife Kinsella at aoife@hardwareassociation.ie or call 01 2980969.



Visit Your Local Paint Specialist

COLOUR OF THE YEAR 2019

SPICED
HONEY
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YOU’LL EVER USE

For more details and to order your display please contact your local 
Fleetwood rep or call 049-854 7209
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2019 DIY TrenDs
revealeD
Exclusive HAI research survey reveals DIYers 
plans for the coming year


