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new zealand made

Country of origin – who cares?

New Zealand-made building products 
could face increased competition after 

the Government announced temporary 
changes to tariffs and anti-dumping duties on 

imported building products. What impact might this 
have? And who cares where something is made  

these days? Phil Weafer reports.
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LOOKING AT CONSUMER opinion collated by Roy Morgan, “NZ 
made” is quite important to many consumers. Indeed 61% of 
Kiwis surveyed say they would “try to buy New Zealand made 
products as often as possible”. (See page 30 for full details of the 
Roy Morgan data.)

And, speaking to suppliers around the market, country of origin, 
especially if it’s local, certainly continues to be something to thump 
your chest and be proud of. It’s definitely something that suppliers 
are quick to champion about their products. 

Patience & Nicholson General Manager, Kevin Donovan, says 
it’s very important to highlight the New Zealand made products 
the company produces. However, he tempers this patriotic outlook 
somewhat by underlining that the products also need to tick all the 
other boxes.

“We don’t want to rest on our laurels and make [NZ Made] our 
only competitive advantage. But we do get some very good support 
from nearly all of the major hardware chains and part of the reason 
they choose to support New Zealand made products is if all the 
other criteria are met.”

Bostik’s Key Account Manager, Paul O’Reilly, says the company 
continuing to manufacture in New Zealand is a big deal for the 
company.

“We’re very proud of the fact that we are probably one of the 
few companies that are still manufacturing, certainly sealants and 
adhesives, in New Zealand and that we are able to supply the market 

with New Zealand made products. Certainly one of our flagship 
products, Wallboard Gold, has been made here since 1959.”

But NZ manufactured isn’t just a touchy feely thing – it can also 
bring with it tangible benefits for consumers or major end users. 
Bruce Kohn at the Building Industry Federation (BIF) outlines some 
factors he feels are behind the strong performance of New Zealand 
made products.

“I think there are a few reasons why a buyer – especially in major 
projects – should look at New Zealand product. One is assurance 
of supply, one is overall good quality and the capability to access 
support in the sense of use and performance of the product.” 

DOES RECESSION BREED PATRIOTISM?
The Global Financial Crisis affected many businesses negatively and, 
even though the hardware market is showing strong growth this 
year, many are still feeling the effects of the crisis. 

Where does country of origin fit when times are tough? 
Interestingly, Roy Morgan data collected over the last 10 years shows 
a peak of Kiwi consumers preferring to buy New Zealand made 
products between early 2009 and early 2010 – around the time that 
the economy was at a low ebb. 

The Buy New Zealand Made programme’s PR, Promotions & 

Marketing Executive, Scott Willson, says that is something which 
has informed the work Buy New Zealand Made has put in to raising 
awareness of New Zealand made products. 

“Each time there has been a downturn in the economy there 
has been an increase in the interest levels of buying, wanting to 
join the campaign and then the activities of members in actually 

actively promoting the fact that their products are made in New 
Zealand. I guess another aspect is the sentiment of the general 
public to buy New Zealand products noticeably increases in times of 
economic struggle.”

Kevin Donovan of Patience & Nicholson says that despite the 
recession, demand from consumers and support from retailers has 
been a big positive: “The market is tough for everybody and even 
though some of the Chinese and Eastern European product that 
is here is considerably cheaper than ours – yes there are quality 
differences as well – but people are more sympathetic to the ‘Kiwi 
battler’ element.”

BIF’s Bruce Kohn is another to agree that support for New 
Zealand products is particularly strong during times of economic 
downturn.

“It is always good to rely on New Zealand suppliers where they 
are competitive. And the basic reason that they are competitive 
is that there have not been for some time any specific barriers to 

“I think there are a few reasons why a buyer 
– especially in major projects – should look 
at New Zealand product. One is assurance 
of supply, one is overall good quality and 
the capability to access support”

INSTANT EXPERT  
– NEW ZEALAND MADE
•	 Kiwis support locally made 

products more in hard times.

•	 Quality is perhaps the common 

driving force behind support for 

locally made products.

•	 Does the average trade account 

holder also think like this? 

•	 Yes, when it’s a high-risk 

component, but possibly not 

when it comes to generic, low-risk 

products…

•	 Still – woe betide locally made 

products that don’t stand up to 

scrutiny…

•	 Looking past the usual hoary 

old chestnuts, buying 

NZ made should not be 

dismissed as mere flag 

waving!
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FORMICA® TOP SOLUTIONS
Style and simplicity in a jiffy

Formica® Top Solutions are the perfect answer to your next benchtop, worktop or desk 
application. Available in a range of 12 genuine Formica® laminate colours in a selection of 
convenient blank sizes. Stylish, durable, easy to clean and something else quite brilliant - they 
are covered by a 7 year warranty.

For more information please call 0800 303 606
 
For samples please contact 0800 99 99 39
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imports and our standards are comparable with those playing in 
other OECD countries.”

Plus, he adds, business is business and the reality is that importers 
are “facing the same issues as local manufacturers of supplying a 
thinly spread market outside of Auckland that has a high cost to 
service.”

From his company’s perspective, Damar Industries’ Dale Young 
doesn’t feel that times of economic downturn have an effect in 
business: “The current exchange rate supports importers so we’re 
losing a lot of our business to importers from Australia.”

ASSA ABLOY’s General Manager, Simon Ellis, says the company, 
another local manufacturer, please note, noticed strong home 

support from Kiwis during the recession. 
“We saw during the difficult economic conditions how New 

Zealanders themselves take pride in what we do, and their 
willingness to support our products as a result. We would like to 
believe that there is no good reason why customers and consumers 
alike would see any less value in this going forward.”

LOCAL PRODUCT FITS THE LOCAL CLIMATE
One key point that was continually mentioned when speaking to 
suppliers is that anything manufactured in New Zealand should be 
fit for our market’s specific requirements. 

This is one point strongly emphasised by Troy Smith, Marketing 
Manager for Winstone Wallboards. Smith says: “I think the crux of it 
all is that although there is some weight to being New Zealand made, 
the more important thing is that products and systems are designed 
and made specifically for our unique climactic conditions and the 
New Zealand Building Code.”

But there is also local advantage to be had outside of the Building 
Code, says Troy Smith: “Because we and others manufacture locally, 
we know what issues can occur and we design products to make sure 
that they don’t.”

Meeting the requirements of the New Zealand building standards 
and going above and beyond the performance required for the 
rugged climate New Zealand experiences means that consumers 
know that they are getting products built to last and sustain the 
conditions. Many suppliers point to the need to withstand the wind 
conditions and UV ratings that are part of the comparatively unique 
environment for building products. 

Scott Willson of Buy New Zealand Made agrees that those 
members of the programme which are involved in the hardware 
channel are one of the strengths of the campaign for precisely that 
reason.

Simon Ellis of ASSA ABLOY adds: “Just as importantly we see 
how building is becoming highly customised, with consumers 
putting their own panache to their family home. The range of joinery 
styles and hardware to match has grown considerably over the past 
5-10 years. 

“Being New Zealand made grants us the ability to offer a broad 
range of styles in pretty much any desired colour, all keyed alike in 
order to meet the ever changing demands of consumers,” he says.

Bostik’s Paul O’Reilly also talks about the ability to produce 
products capable of withstanding the climate being a focal point of 
New Zealand made products. 

“We have things like very harsh UV in this country so when 
we’re developing our new products we’re developing them to fit the 

Continued on page 32 8

WILL THE BUDGET FUDGE-IT?
What of the 2014 Budget announcement, with the Government 

temporarily cutting tariffs and anti-dumping duties on imported 

building products to zero as part of efforts to improve housing 

affordability? 

Included in the duty cuts were plasterboard, reinforcing steel 

bar and wire nails, and the tariffs have fallen to zero for roofing, 

cladding, insulation, paints, electrical and plumbing and fittings. 

All key components of the building materials channel.

With these changes coming in, how much of an affect will it 

have on local manufacturers competing against importers? Not 

many people around the hardware channel in the days following 

the Budget announcement were expecting major implications. 

The Building Industry Federation’s Bruce Kohn for one doesn’t 

foresee any issues arising as a result of the changes: “We don’t 

see the abolition of tariffs and import duties as having a major 

impact on New Zealand suppliers. 

“The reason for that is that they became accustomed to very 

harsh market conditions and have adapted their businesses to 

take account of a very difficult trading situation over the three to 

four years prior to the current upswing in the industry’s fortunes.”

Kohn also speaks about how New Zealand businesses are 

operating in a highly competitive market and are accustomed to 

dealing with competition and new market entrants. Therefore, he 

says, these businesses are capable of and familiar with adjusting 

their marketing and supply to competition.

Troy Smith at Winstone Wallboards, one such company that 

could face increased competition, echoes these sentiments and 

feels that there is already evident competition in the market.

“New Zealand has always been an open market and had quite 

low barriers to importers and this might be a tweak but there is 

competition in the market already.”

www.budget.govt.nz

“Being New Zealand made grants us the 
ability to offer a broad range of styles in 
pretty much any desired colour, all keyed 
alike in order to meet the ever changing 
demands of consumers”
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Bostik Wallboard Gold Original & Gold Ultra Construction Adhesives, Bostik Tuf As Nails Construction Adhesive range, 

Bostik Shower Grip Adhesive, Bostik Fill a Gap, Bostik Tradesman’s Filler, Bostik Kwikpaint Glazing Putty and many more

www.bostik.co.nz   0508 222 777

Bostik has a new visual identity, the showcase for an 

extensive makeover of its brand positioning. This identity, 

designed to streamline the company’s brand portfolio and 

strengthen its global visibility, is a core element of Bostik’s 

ongoing growth strategy.

SMART ADHESIVES

Bostik’s new tagline ‘Smart Adhesives’ re ects the 

company’s positioning on developing intelligent and 

innovative adhesive solutions that are more functional and 

ef cient. Bostik’s new logo features the gecko, renowned 

for its remarkable bonding abilities that allow it to cling to 

almost any surface, run up polished glass and support its 

entire body weight with a single toe. The gecko logo 

symbolises Bostik’s smart adhesive solutions that are 

 exible, ef cient, dependable and adaptive.

REFLECTING WHO WE ARE

“ The new logo re ects who we are,” says Bernard Pinatel, 

Bostik’s Chairman and CEO. “We are a technology leader 

that has been developing innovative adhesive solutions 

for more than a century. We know how to make smart 

adhesives – functional products that can do a lot more 

than just stick things together.”

“ The Bostik name will become synonymous with smart 

adhesives,” continued Mr. Pinatel. “We develop and apply 

innovative adhesive technology to address pressing 

economic, ecological and demographic issues, and our 

advances in material science will contribute to a more 

sustainable world.”

The new Bostik brand identity will start rolling out in 

New Zealand from mid-2014 onwards. This will include 

distinctive new-look packaging, point of sale, advertising 

materials and website.

ABOUT BOSTIK

Bostik is a leading global adhesive specialist in the 

construction, consumer and industrial manufacturing 

markets. For more than a century, Bostik has been 

developing innovative adhesive solutions that are 

smarter and more adaptive to the forces that shape 

people’s daily lives. From childhood to the golden years, 

from home to of ce, Bostik’s smart adhesives can be 

found everywhere. Worldwide, Bostik has a presence in 

more than 50 countries.

ABOUT BOSTIK NEW ZEALAND

Since 1959, Bostik New Zealand has been manufacturing 

and supplying innovative, high quality adhesives,  llers, 

sealers, water-proo ng and associated products to the 

construction, consumer and industrial manufacturing 

markets. Bostik New Zealand encompasses 

many market-leading and iconic brands, 

including Wallboard Gold, 

Blu Tack, Amos, Simson, 

and ASA.

Bostik is a company of Total.

ANNOUNCEMENT

Bostik launches new brand 
positioning in New Zealand

Proudly made in New Zealand
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New Zealand’s fickle relationship with NZ made

Looking at extended Roy Morgan Single Source New Zealand (January 2001-January 2014) data around the statement “I try to buy New Zealand 

made products as often as possible” tells a story of peaks and troughs coinciding roughly with economic highs and lows.

Interest in NZ made reached an all-time low around the middle of 2006 to the middle of 2007 (circa 56%) and attained an all-time high 

between early 2009 and early 2010 with just under 64% of those polled. The latest level sits at around 61%.

Roy Morgan Single Source New Zealand data for Kiwi householders who try to buy New Zealand made products “as often as possible” for the year to 

January 2014 shows a distinct increase along with their stage in life and a particular lift in agreement as children perhaps leave the nest…

The same data shows that homeowners who have paid off their debt are most interested in buying NZ made.

Is it a coincidence that four of the top five hardware related merchants whose customers show the most interest in buying NZ made have a 

substantial trade base? www.roymorgan.com. 
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NZ conditions are unique, so you need to know that the building materials you use 
are designed and tested to withstand whatever’s thrown at them.

GIB® Plasterboard Systems have been lining Kiwi homes for more than 85 years.  It’s 
this vast amount of local knowledge and experience that means you can confidently 
use GIB® Plasterboard, Compounds and Adhesives and be 100% certain that they 
meet or exceed the stringent NZ Building Code requirements.

GIB® is a registered trademark. 

GIB® PLASTERBOARD, COMPOUNDS AND ADHESIVES:
MADE IN NZ, FOR NZ CONDITIONS.

Visit gib.co.nz/products or call 0800 100 442.
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New Zealand conditions because they can be very different to the 
European conditions for example.”

TURN A NEGATIVE INTO A POSITIVE
As consumers seek ever more information (and ever more bargains) 
online, is NZ made becoming less important? Could this impact 
negatively on New Zealand made building products? Gauging the 
mood of suppliers on this topic there is an unmistakable air of 
positivity when it comes to Kiwis online. 

Troy Smith at Winstone Wallboards says that the general 
information available online results in consumers being more aware 
of what products actually offer and how they perform. But online 
hasn’t impacted on sales in a major way, he says.

“In terms of the actual online shopping side of it, it hasn’t made 
a major impact on us from a building 
materials manufacturer’s perspective. For 
smaller items online has probably had a 
bigger impact where the transportation 
costs aren’t that high, I think there is no 
GST, that could be an issue because it’s 
advantageous to be buying overseas.”

Paul O’Reilly at Bostik is another to 
see the positive aspects of information 
being available for consumers online. 

“I think with the internet, now people can go online and view 
your products and download a lot more technical information so 
people are probably a lot better versed on your products than they 
were formerly because they can go online and download technical 
data sheets and safety data sheets and all the spec and I think that’s 
a real positive.”

Bruce Kohn says that in his role with the Building Industry 
Federation he hasn’t heard any negative issues in the market 
around the increase in online shopping and availability of 
information. He says: “It may be because most New Zealand 
suppliers are nimble in adapting to new technology and you can’t 
discount the fondness of the New Zealander to enjoy their visits 
to trade merchants…”

PRICE VERSUS QUALITY
There is a constant battle in the market between price and quality. 
While in these days of minimising risk, suppliers and retailers 
generally look to deliver quality over any other factor, there are 
always consumers and professionals who search for savings. 

The dynamic of the supplier-retailer relationship is one that 

gives and takes equally and understanding these dynamics is key to 
continued success. For products made in New Zealand, sometimes 
this means sacrifice with pricing one side of the coin. 

Simon Ellis at ASSA ABLOY understands the importance of 
that relationship: “Cost is a strong determining factor for retailers, 
which it has to be in a competitive environment. Whilst we pride 

“NZ made” not as crucial as quality for the building trade?
The retail consumer may be flighty and may accept the risk of limited 

life with lowest cost products, but Dean Fradgley, Chief Executive 

of Fletcher Distribution (PlaceMakers and Mico) says that his trade 

customers are telling him the opposite.

“In our last survey, 85% of our customers said ‘we don’t care where 

a product comes from and are not prejudiced towards New Zealand 

domestic produced product’.

“If our customers are saying ‘give us more choice’ and it doesn’t 

have to have a New Zealand sticker on, then we will respond to that; I 

don’t think we would proactively push that if it wasn’t wanted but at 

the moment our customers are saying to us ‘what are you doing for 

us to unlock more value?’”

Does this mean sourcing everything from low-cost producer 

countries and adopting a blanket own brand approach? “The 

challenge is to look at global sourcing with our preferred vendors – 

we need to be able to offer good, better and best and they should 

come with us on that journey.

“Do I think we should have a PlaceMakers drill? Absolutely not! 

I love brands, our customers love brands and I think the online 

experience says that, when customers do research, they look for 

brands. Our customers are saying ‘give us solutions but brands are 

really important’.

“[However] if there is something that is commodity based and we can 

do it well, we should not be afraid to put our name on the product. But if 

it doesn’t add value for the customer or for us I am not for it.”

“In B2B [i.e. builders], our customers want good quality product. If 

they ask for different quality products for different jobs and it doesn’t 

compromise specification, then we should give them what they want. 

In my experience, brands count and quality counts. [As a business] 

you have to be careful you don’t damage your brand by selling 

something with limited longevity!”

(See page 18 our full interview with Dean Fradgley in this issue.)

www.placemakers.co.nz

“We are saying that we make a lot of great stuff in New 
Zealand. The message changes depending on the industry, 
but those days of ‘if you don’t buy NZ stuff, everyone is out 
work and the country will collapse’ are gone”
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advertising feature

Pryda: Connecting  
the market for 50 years
Pryda, the company who revolutionised the building industry 

by inventing the steel angle brace, Claw® Nail nailplates, 
and world-leading truss design software, is turning 50 and 

celebrating with a retrospective look at its journey as a world-
leading producer of timber truss and frame solutions – from 
technology to innovation.

 Builder Ray Turner launched Pryda in New Zealand in 1964 
(then known as AR Turner & Company), pioneering the design 
and manufacture of timber joining connectors to simplify timber 
construction. He sent his son, Daryl, to establish the business in 
Australia in 1970. Pryda is now a trusted brand on building sites, 
in trade stores and in the offices of architects, engineers and 
designers. When Pryda was founded, Australia’s population was around 11 million and 
105,220 new homes were being built each year. Today, the country’s population has 
boomed to more than 23 million and in 2013 more than 147,000 new dwellings were built 
to keep up with the rising demand for housing. 

In the late 1960’s and early 1970’s, truss requests would be sent to the Pryda design 
office and an engineer would carry out the calculations manually using a slide-rule and 
drawing board. It could take several hours for one truss to be designed, which was then 
drawn up and posted to the fabricator. Today, the company’s ‘Pryda Build’ software 
means a truss can be designed, costed and assembly instructions produced in a matter 
of seconds (once architectural plan information has been inputted). 

Pryda today continues to use world-best technology to provide a total systems 
package to its licensed truss and frame plants, including fully integrated software and 
production systems, access to world leading manufacturing equipment, and the highest 
levels of technical support. 

After a series of mergers and takeovers that began in 1986, Pryda is today part of the 
international corporation Illinois Tool Works (ITW), taking advantage of pooled knowledge 
and resources in what has become a very sophisticated industry based on computer 
technology. It means the company can pursue further innovation and transform the 
dreams of founder, Ray Turner, into a lasting legacy. 

Heavy Duty Z600 Galvanised Products
An alternative soluition to table 4.1 NZS3604:2011

For full product range and results contact:For full product range and results contact:

Heavy Duty Z600 Galvanised Products

For full product range and results contact:For full product range and results contact:For full product range and results contact:

Pryda New Zealand A Division of ITW New Zealand Ltd
Free Phone: 0800 88 22 44
Website: www.pryda.co.nz   |   Email: offi ce@pryda.co.nz
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Pryda’s operations facility in Napier in the 1960s
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Manufactured by Patience & Nicholson NZ Ltd 
FREE PHONE: 0800 553 236   FREE FAX: 0800 708 677     

EMAIL: sales@evacut.co.nz                        www.pandn.co.nz

SUPERIOR CUTTING QUALITY 
PROUDLY MANUFACTURED IN NEW ZEALAND
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Since its establishment in 1988, the role of Buy NZ Made has been 

to encourage the production and purchase of New Zealand-

made goods both domestically and internationally. The iconic 

“Kiwi in a triangle” logo adorns the products and marketing of 

member businesses and is a key benefit of joining the campaign 

for many Kiwi businesses. The origin 

of products is an important factor in 

the purchasing decisions of many, and 

being proudly New Zealand Made 

can be a competitive advantage both 

domestically and offshore.

In addition to administering the 

campaign logo, Buy NZ Made offers an 

increasing range of opportunities to 

help put NZ Made goods on the map. 

These include trade show assistance, 

networking and business partnerships, 

Facebook competitions, free web profiles for all members, database 

marketing and widespread advertising and publicity promoting the 

‘NZ Made’ message.

Kiwi ingenuity is as strong as ever according to Buy NZ Made’s PR 

and Marketing Executive Scott Willson. “There are so many examples 

Buy NZ Made – Celebrating New Zealand product excellence

ABOVE: Oscar at Buy NZ Made member CS for Doors shows 
Scott Willson from Buy NZ Made how its Cavity Sliders are made 
in the Auckland factory.
LEFT: Success at the largest tool show in the world (the 
Eisenwarenmesse in Germany) for Queenstown’s The Slammer 
tool – Finalist in the Innovation Trophy this year.

of businesses that have found success by coming up with either a 

better, or a completely new way of doing things. We are constantly 

amazed with the innovation we see in the inventions, tools and 

hardware products that are made here”.

www.buynz.org.nz

ourselves on our New Zealand footprint, it is critical that we are 
also very cost competitive. The importing competitor more than 
likely has lower overheads and is most definitely realising cheaper 
labour, for now at least. 

“However retailers are ultimately driven by demand, and 
therefore it is up to all of us as consumers to purchase items that 
support our individual values and reflect what we believe to be 
important.”

In reference to the company’s drill bits, Patience & Nicholson’s 
Kevin Donovan emphasises that price is not the driving factor 
behind the purchase of the products. Donovan feels that the 
products are a means to an end, bought to fit the purpose.

“Quality over price is something I’d go along with and I always 
say to retailers that people aren’t buying the product because they 
want our product, they’re buying it because they want it to do 
something else.” 

RETAILING CONVENIENCE
The convenience factor for retailers when dealing with locally 
manufactured goods is prominent among suppliers in the channel. 
Talking about the company’s new keyless digital locksets, ASSA 
ABLOY’s Simon Ellis touches on the subject of convenience in 
product turnaround.

“We know people are time poor and being able to get what they 
want, when they want it is valued. For us this is not just about speed 
to market, only two required to take raw material to a finished 
product, but other factors like keying.”

Troy Smith of Winstone Wallboards points to the ability to 
keep up with demand as an imperative aspect of the convenience 
of locally manufactured goods. With the company employing 
a next day delivery service nationwide, Smith feels that this 
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Why Choose 
Thermakraft 

For more information call us or visit our website
0800 806 595  |  www.thermakraft.co.nz

From the early days of making black building paper Thermakraft has built 28 years 
of experience supplying underlay and associated products to the New Zealand 
construction market. The past 28 years has seen many innovations designed to 
passively control moisture and air movement in New Zealand’s buildings. 

New Zealand has a unique environment; most developed countries build large 
volumes of housing in common construction styles and systems, generally in 
common climatic conditions. The NZ environment demands make the supply of 
suitable product a challenge. Thermakraft set itself the challenge of developing 
products and systems in NZ to meet the demands of the NZ market including 
small market size, wide range of temperature and climatic conditions and the 
individualistic design requirements of the New Zealand home buyer.

Faced with these challenges Thermakraft has invested heavily in local expertise 
to develop products and processes to ensure the New Zealand construction 
market has world leading products that meet the unique New Zealand demands.

DEVELOPMENT OF COVERTEK
Having developed a full understanding of the special needs of the local housing 
market and supplying that need with the black bituminous building underlay, 
Thermakraft embarked on a development program to manufacture and market 
a New Zealand made underlay after 2 years research and development, 
thus Covertek407™ was launched in 2008 and was the fi rst of the synthetic 
roof underlays supplied by Thermakraft that form the Covertek™ family - the 
New Zealand market leader in roof underlays. From this major success the 
development work has continued with more machinery added and increased 
local production and additional product innovation.

THERMAKRAFT 397 - THE LATEST INNOVATION
The latest innovation is the addition of the Thermakraft 397™ light diffusing 
Synthetic foil. Thermakraft 397™ is a fully Synthetic laminated insulating foil with 
a spun bonded fabric core encased in polyolifi n fi lm, which means it is very strong 
and light to lay giving excellent in service performance. This product has set new 
standards for the commercial roofi ng and cladding market.

As the major focus on innovation has driven new product 
development in New Zealand, care has also be taken to 
ensure that Thermakraft is very environmentally aware with 
an emphasis on waste elimination and recycling. No harmful 
emissions or dangerous chemicals are used, ensuring a 
“green” product from manufacture to end of life disposal.

advertising feature
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new zealand made

The #8 Wire mentality is not only an 
inherent part of what it means to 
be Kiwi, it’s also a big part of how 
we do business.

Take William Gallagher. His genius 
invention, the electric fence, came about 
as a DIY fix to stop his horse from rocking 
his car.  Start with a problem, mix it with 
some ingenuity and in this country, it 
can turn into a booming manufacturing 
business. Gallagher Group has been going 
strong for 75 years now.

At Buy NZ Made, we’re constantly amazed 
by great stories like this one. It makes us 
proud to be Kiwi.  Just like when we see 
the ‘Kiwi in the triangle’ logo on great 
products. We know it matters to other 
New Zealanders too. 

If you make NZ Made products, you 
should be saying it loud and proud.  Join 
the Campaign and show the world
what you’re made of.

should be saying it loud and proud.  Join 
the Campaign and show the world

www.buynz.org.nz
blister packs • thermoforming • food packs

Off the shelf packs  
to suit every need. 
From small things like screws and fish hooks, right up to 
large heavy items, Aztec’s versatile clamshell packs are 
available in a wide variety of shapes and sizes, and can 
accommodate just about anything.

For more info call 0800 436 768 or visit www.aztec.co.nz

convenience is a very important component of the company’s 
offer to customers.

“I think convenience is very important and the thing about 
producing closer to the market is that you’ve got lower lead times 
and essentially with lower lead times it means that retailers will 
stock less and also they’ve got more surety of supply. Because you’re 
manufacturing close to the market, you can manufacture what you 
need when you need it. You don’t have the long lead times that 
potentially mean you can stock out of certain lines.”

Damar Industries’ Dale Young is another to emphasise the 
importance of rapid supply for New Zealand suppliers and how 
useful it is for retailers. Certainly a message that suppliers are 

emphasising to push local products is the quick turnaround to 
supply the demand of consumers.

“Being a New Zealand manufacturer means you have less lean 
time to supply. Whereas with imported material, if they run out 
of stock there can be some time before they get new stock – you’ll 
notice it in retailers with imported products that sometimes they 
have empty shelves.”

EMPLOYING THE MASSES
When suppliers manufacture locally, one thing that is always 
championed is the creation of jobs. It’s certainly something that 
local suppliers like to hang their respective hats on, and rightly 
so. Dale Young over at Damar Industries is one such supplier that 
speaks about supporting the local economy in reference to the 
company’s Rotorua-based plant.

“Th e thing is we are a New Zealand manufacturer, we employ 
180 people and our main plant is in Rotorua. Th e more we can get 
supported by the New Zealand economy it’s good for us, the people 
we employ and overall the economy.”

Similarly, Paul O’Reilly says that supporting Bostik’s New 
Zealand made products is good for the company, its employees and 
the economy.

“Th e big thing for us is the fact that a large percentage of what 
we sell is New Zealand made and it is still viable for us to do that. 
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MILD
- 1 tablespoon to  
500ml of water

ReguLaR 
- Half a cup to  
500ml of water

StRong 
- 1 cup to  
500ml of water

24 Uses for CLARK  
SODA CRYSTALS ECOeco-friendly

3

7

BATHROOM

5 Baths, Basins and Showers: Use a mild Soda Crystal solution to freshen up sanitary ware. It cuts through grease and limescale. Do not use Soda Crystals on lacquered taps and fittings.

6 Lavatory Pans: Flush some Soda Crystals down the loo to clean and freshen, and to help prevent blockages. Use them to clean toilet brushes too.

Waste Pipes: Use a strong hot solution of Soda Crystal solution to help keep waste pipes clean and fresh. A regular flushing will help keep waste pipes clear of blockages.

8 Floors and Vinyl tiles: Clean the bathroom floor with a regular solution of Soda Crystal solution. Ceramic or vinyl tiles will clean up beautifully – but please note any polish on wood or vinyl floors may be removed by using Soda Crystals. Mop and rinse for a sparkling floor.

tiles and grouting: Clean wall tiles with a regular Soda Crystal solution to leave them clean and sparkling. Soda Crystals will bring new life to grouting too.

10 Sponges, Flannels and Combs: Freshen them up and get rid of that ‘greasiness’ with a soak in a hot regular solution of Soda Crystals.

LAUNDRY

1 general Machine Wash: By adding 1/2 Cup of Soda Crystals to your wash you will soften the water and need to use less of your usual powder.

greasy Work Clothes and Stains: Soda Crystals are renowned for their ability to dissolve grease. Soak greasy clothes and textiles overnight in a strong solution, before washing normally. NB. Always test fabrics for colourfastness before using Soda Crystals to soak, wash or remove stains.

Low allergy Laundry: If, for allergy reasons, regular laundry powder cannot be used then substitute it with an equal amount of Soda Crystals. A longer wash or presoaking in Soda Crystals may be required for heavily soiled items.

4 Clean Your Washing Machine: To clean the drum, remove smells and kill bacteria, add one cup of Soda Crystals to the detergent dispenser on an empty cycle run on the longest hottest wash. This will eliminate any detergent from the pipes, leaving your washing machine sparkling and working more efficiently.

AROUND THE HOUSE

18 Waste Bin: Clean out waste bins with a regular solution or Soda Crystals to keep them clean and odourless.

19 Cane Furniture: Cane and wicker furniture will come clean after a wash with a regular Soda Crystal solution. Not only that, Soda Crystals help to harden the cane and tighten sagging seats. Beware; loose lacquer or varnish may be removed by soda crystals.

20 Silverware and Jewellery: To put the shine back into silverware with ease, simply line a bowl with aluminium foil, mix a strong solution of Soda Crystals with very hot water, add to bowl and fully immerse silverware for up to 10 minutes. Watch as the dirt dissolves away. The chemical reaction between the soda Crystals and the aluminium foil generates hydrogen to remove the silver oxide (the tarnish). Remove the silver from the water and rinse in clean water. Use a clean cloth to buff dry. NB. It is not recommended that Soda Crystals be used on aluminium or plated silver and rubber gloves should be used during long exposure.

21 Brass and Pewter: Will polish much more easily if first washed in a strong, hot solution of Soda Crystals.

22 Wooden Floors and Decking: To clean outdoor wooden floors and decking, dissolve a medium Soda Crystal solution in hot water and mop as usual. Use as a preparation to remove Linseed or Decking Oil prior to applying a new coat.

23 Barbeques, grills and utensils: Make up a solution of Soda Crystals (1 cup in 5 litres of water). soak grills and utensils before cleaning with a wire brush. For barbeque body casings apply with a sponge or brush and leave for and hour before washing off with a sponge soaked in the solution. Rinse of with clean water. A wire brush or scouring pad will help remove burned-on grease and food.

24 Stonework and ornaments: Use a mild Soda Crystal solution – apply directly onto the surface and leave for 10 to 20 minutes before giving it a stiff brushing and rinse off.

KITCHEN
Blocked / Dirty Sinks: Pour a strong Soda Crystal solution down the plug hole and leave for an hour or two to dissolve the grease and grime. When clear rinse with water. Use regularly to prevent blockages and to keep water draining freely.

12 Cleaning Blackened / Burnt Pots: A strong Soda Crystal solution is very effective for removing burnt-on grease and food from pans, dishes and grill pans. Soak stubborn debris overnight. Wash in hot water with detergent added.

15 Floor and Quarry tiles: Use a strong, hot solution to cut through ground in dirt and grease. Be aware that Soda Crystals will remove any wax or polish on the surface.

13 teapots and Cups: Tannin stains can be easily removed by leaving a regular Soda Crystals solution to soak for one hour or overnight. Then simply wipe away the film with a cloth. Rinse thoroughly.

14 Kettles: De-scale your kettle by boiling a regular Soda Crystal solution and a raw potato inside. Rinse thoroughly before use. NB. Do not use if your kettle has any aluminium components.

16 Cooker Hoods: To help get rid of grease and odours mix a strong Soda Crystals solution in the sink and leave the Filter to soak for 15 mins before rinsing.

17 Chopping Boards: Scrub with a regular Soda Crystal solutions to remove stains and odours. Soda Crystals will leave no residual smell or taste once rinsed.
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In most instances, Clark 
Soda Crystals need to 
be diluted with water. 
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BATHROOM

5
up sanitary ware. It cuts through grease and limescale. Do not use Soda Crystals on lacquered taps and fittings.

6 
freshen, and to help prevent blockages. Use them to clean toilet brushes too.

fresh. A regular flushing will help keep waste pipes clear of blockages.

KITCHEN

dissolve the grease and grime. When clear rinse with water. Use regularly to prevent blockages and to keep water draining freely.
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We are very proud of that fact and we hope that in our key lines the 
people buying our products take that into their decision because it is 
supporting New Zealand jobs.”

Kevin Donovan at Patience & Nicholson says that while it is 
important to highlight the wider benefi ts of buying New Zealand 
made, that should not be viewed as the only advantage. Th e focus 
must be paced on the product. 

“We have a quality product, we do push the fact that we employ 
100 people directly – there’s hundreds of millions of dollars that are 
paid out in other industries through our work in New Zealand – but 
it’s important we don’t hang our hat on that as the only advantage we 
have. We import products as well, to supplement our off er.”

Interestingly, when speaking about the programme’s plans going 
forward in raising awareness of New Zealand-made products, 
Buy New Zealand Made’s Scott Willson says that the focus will 
predominantly look at celebrating the qualities of New Zealand 
products. 

“We are saying that we make a lot of great stuff  in New Zealand. 
Th e message changes depending on the industry, but those days of ‘if 
you don’t buy NZ stuff , everyone is out of work and the country will 
collapse’ are gone, we don’t go down that line of messaging.”

To sum up – who cares about country of origin? Pretty 
much everybody involved in buying and selling hardware, as it 
turns out.  

Local hardware 
fi rm expands
Taranaki’s Cambrian Engineering Company (established 1925) 

is certainly one of, if not the longest standing manufacturers of 

high quality architectural hardware in New Zealand. 

Cambrian has stayed true to its New Zealand made ways, 

using quality, and mainly New Zealand sourced materials, such as 

brass, stainless steel and aluminium, to produce hardware of the 

highest standards. 

Cambrian produces the well-known and trusted Cambrian, 

Bloor & Piller and Samson hardware brands. All of these products 

are manufactured on-site, and available through all leading 

architectural hardware stores.

Cambrian has now also formally announced the recent 

acquisition of HA Hesters (Hestco) to add another range of high 

quality products to the line-up. The Hesters products were a great 

fi t with Cambrians existing hardware lines, making the purchase 

an easy decision for Cambrian and ensuring the products’ 

availability into the future. So Hesters’ unique high quality range 

of hardware is now back in full production and its product lines 

are already growing.

www.cambrianhardware.co.nz
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