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WITH SOME OF AUCKLAND’S recent 
developments showing what many consider 
the face of housing to come, the big back 
section and the well maintained frontage may 
soon be a thing of the past. 

If you look at the houses being built 
(or planned to be built) in Hobsonville, 
Stonefields, Waimahia Inlet (just to name a 
few), 2-3 storey terraced town houses with 
very compact footprints are definitely the way 
things are going for the larger urban centres. 

Before we look at how the garden will be 
changing, however, let’s take a look at the 
immediate lawn & garden category and find 
out how some of the major players have been 
faring in the market this year.

Kiwicare’s National Sales Manager Neil 
Martin reports that sales in the past 12 
months have been up on the previous year 
partly due to the quality of the brand’s 
communication to its base of home owners as 
well as the strong status that is afforded to New 
Zealand made garden care products.

He explains: “Through qualitative and 
quantitative research that we have conducted in 
the market we have found that if the consumer 
understands that our type of products are 

designed, tested and manufactured in New 
Zealand that they feel more confident about 
using them around their home. 

“This confidence is borne out of the 
knowledge that the products have been tested 
and proven to perform to a high standard in 
local environments to solvve problems that 
are topical in our conditions and not those of 
another country.”

At GARDENA, Nick Bright reports this 
year’s comparatively wet season has created 
positive growth in the power garden market 
and along with an understandable drop off in 
watering. 

“We can make all the plans we like in this 
industry yet at the end of the day consumer 
demand is driven by the weather and getting 
that mix of inventory right is the biggest 
challenge we face.”

Still, he adds: “We have consistently 
delivered 90%+ supply rates this year and have 
a very strong marketing program lined up with 
GARDENA for the back half. All we need is the 
right weather and we will be lining up to break 
last year’s record,” he says.

Another that has seen steady if unremarkable 
growth in the past year is Yates’ Country 
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Manager David Mortimer who says that the market is “not going 
to set the world on fi re but it is going in the right direction and in 
the last few years convenience products that are easy to use and 
get the job done have certainly performed very strongly for us.”

WELL-MADE TOOLS TAKING OFF
Circumstances beyond the control of the industry have also 
had some positive impacts for Neil Pinkerton from SNAE and 
Bahco, who reports double digit growth in the last six months 
compared to the same period last year.

“Th at’s partly the whole market coming back but we also 
supply commercial areas like the vineyard and kiwifruit orchards 
and both those areas are trading extremely well. Kiwifruit has 
made a really good recovery after a problem with disease three 
years ago,” Pinkerton says.

Also “ticking along” is Omni Products’ Ann Dodds who 
explains that although the company’s core business has been 
gloves, some expansion into other areas has paid off  well in 
recent years.

“Th e garden arts and wind sculptures have been a really 
good seller for us and we have added other things that go in the 
gardening sector that have sold exceptionally well for us.”

Other positives for Omni include a set of heavy duty hand 
tools that the company picked up from its acquisition of part 
of the Jardine Marketing brand, a situation that seems to be 
working out well for Omni.

Another that has done well recently with quality lawn and 
garden hand tools is CE Lawford. Managing Director David 
Lunny reports heritage gardening brands are seeing a healthy 
resurgence as new gardeners increasingly become more 
comfortable investing money in products off ering performance 
and longevity.

Lunny says: “Th e move back to better quality products is a 
move back to the past really and we are now selling more of 
the Bulldog products which are forged spades and garden tools 
that are still manufactured in England along with Freund brand 
secateurs and cutting tools which are manufactured in Germany 
that have also shown general improvement in sales. So there is a 
defi nite trend back towards quality, heritage manufacturers.” 

THE EVER-SHRINKING LAWN
While all the players we talked to for this feature are reporting 
steady business, some are also expressing concern that, 

Social networking: a good fi t 
for lawn and garden? 

Continued on page 36 

Unlike some more trade focused areas of the hardware channel, 

the lawn and garden category has a large crossover into 

recreational and hobbyist territory making it a good fi t for a 

social networking presence. 

On top of its recent partnership with Annabel Langbein (see 

separate sidebar), Tui Products has also been very active with its 

Facebook page in recent years. “The Facebook page has given us 

an opportunity to connect with end consumers on a day to day 

basis,” says Tui Brand Manager Gemma Hignett.

Hignett says the interaction on Tui’s Facebook page serves 

as a chance for Tui to help its consumers to have success in 

the garden. “If we put a post up about a garden project we 

get people interacting with the post, telling us what they are 

doing and also asking us advice, which is fantastic. We want to 

be there to help Kiwis with advice so they have success in their 

garden and want to keep gardening, and also to give ideas and 

inspiration of new garden projects to try,” Hignett says.

Accent Tool’s Andrew Way has also been investing resources 

into the company’s social networking presence with a Facebook 

page and YouTube channel a recent focus for the Hitachi and 

Nilfi sk supplier. We asked Way why he had decided to go down 

a route that some in the hardware category are still on the fence 

about.

“It is hard to see the benefi ts if you don’t really understand it 

but we see that there is a huge population out there that don’t 

necessarily respond to traditional marketing and advertising 

methods. So for us it’s about being where our customers are 

spending time, and more and more, that’s online.” 

www.facebook.com/TuiGarden

www.facebook.com/HitachiNewZealand
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Grimy driveways, mouldy decking? Try the new Kärcher T-Racer Hard Surface 
Cleaner accessory for faster and easier cleaning of driveways, paths and decks.

Whatever you’re faced with, wherever the dirt is, Kärcher water blasters are easy 
to use but hard on dirt.

Kärcher water blasters are brilliantly effective 
at tackling any dirty surface.

www.karcher.co.nz 0800 KARCHER
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To get the retail perspective, we spoke to two garden centre owner 

operators Vincent Indo from Mitre 10 MEGA Kapiti and Alan Craig from 

Palmers Planet Rototuna to get a feel for what’s working in 2014.

Second Palmers Planet takes stock – Alan Craig is the proud owner 

of Palmer’s second Palmers Planet store which opened in the Rototuna 

development in Hamilton at the end of March this year. So how have 

things been going in the new store?

“There has been a fantastic response from the community and I 

think the Rototuna store fi ts really well with the extension of residential 

development throughout North and East Hamilton,” says Craig.

While it’s still early days for the store (plus it opened heading into 

a winter season) Alan Craig has seen good turnover of wall art, roses 

and hand tools, particularly the WOLF-Garten range of secateurs and 

hand shovels.

With the Palmers Planet concept still fairly new, has Craig taken any 

lessons from the previous store while setting up in Rototuna?

“Absolutely, there are a whole myriad of learnings from the debut 

store and there will be a whole myriad of learnings from every 

subsequent store as well. That is primarily around layout so that people 

can fi nd their way around easy, so the silent salesman aspect.”

Kapiti Mitre 10 MEGA’s skin in the game – Mitre 10 MEGA Kapiti’s 

Vincent Indo offers the perspective of an established store that has 

seen notable success with its lawn and garden centre. 

The store took its second ever award for Mitre 10 MEGA Garden 

Centre of the Year in July this year and has been a Finalist for the 

past three years so the Kapiti MEGA has skin in the game. We asked 

Indo what he thought was behind the store’s continued success in this 

category.

“The fi rst thing that comes to mind is consistency in delivering to 

customers’ expectations and the team have really delivered on that,” 

he says. “I also think we have the proportions of our garden centre just 

right. I often wonder if we should have made it bigger but actually it’s 

the right size as it forces us to be really onto it with stock management 

because with the green goods it’s like supermarkets in that you’ve 

always got to have it full and fresh.”

Vincent Indo has also made some basic changes to the kind of 

products that get an emphasis in store placement to follow consumer 

trends with potted herbs and mature fruit trees doing very well in 

recent years.

Garden centres: Getting the balance right

“We’ve done a bit of a shift in our merchandising where when you 

used to come in you had the potted colour that always does well and 

we had some seedlings but then we shifted everything and brought 

some herbs and the grow your own stuff to the front – that grow your 

own category has been really successful.”

Cafés now a given in garden centres – In recent years garden centre 

cafés have played a key role in developing hardware stores and garden 

centres appeal as a lifestyle destination for the whole family rather 

than a place for tradies and back shed tinkerers to retreat to. Both Craig 

and Indo have found that a well-run café is a worthwhile investment in 

the overall consumer appeal and the running of their stores.

“There’s no doubt that a garden centre café has become a given 

now,” says Indo. “Once we tied up with Columbus they really provided 

us with a system of how to really run a café so we are now a lot more 

consistent and our offer has defi nitely improved not only in brand 

consistency but also quality. And the cafes have really become meeting 

points not just on the weekend as we are also using our cafes more 

and more for our trade customers where many of them can even get a 

free coffee if they text in advance.”

Back at Palmer’s Planet, Alan Craig has found that its café gives the 

Rototuna store more options to meet peak and offpeak pressure. It’s 

“an important part of the mix,” he says. “It’s a fair contributor to the 

business and for us through the leaner months we enjoy being able 

to fl ex our staffi ng in and out of the café to meet the needs of the 

customers we have in the store at the time.”

www.palmersplanet.co.nz

www.mitre10.co.nz

Bahcing up the right tree
Bahco has a new range of multi-coloured snips designed especially for grape growers 

to harvest grapes and thin vines. The P123 model features a long, fi ne by-pass cutting 

head for hard to reach cuts, fi breglass handles for comfort in cold conditions and 

needle nose like blades for cutting fruit in tight places and removing dead heads and 

comes with a free light weight plastic holster.

www.bahco.co.nz

Vincent Indo has also made some basic changes to the kind of 

products that get an emphasis in store placement to follow consumer 

trends with potted herbs and mature fruit trees doing very well in 
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www.bahco.co.nz
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Kiwicare’s new LawnPro range
Kiwicare has moved all of its lawn care products into the new 

Kiwicare sub-brand LawnPro. The LawnPro range offers solutions 

to the common problems found in kiwi lawns, with the packaging 

designed to make it easier for the consumer to identify their 

problem and the best solution. 

Kiwicare has also updated its Weed Weapon range which now 

incorporates the company’s comprehensive range of weed control 

products with a solution to kill every weed found in New Zealand 

backyards. 

www.kiwicare.co.nz

particularly in urban areas, the space for lawn and garden is 
getting smaller and smaller with continued subdividing and new 
housing developments using space to go up, rather than out.

Looking at the Auckland market, Yates’ David Mortimer feels 
this will be a major factor for the lawn & garden category in 
future: “An interesting dynamic is that you hear about how new 
developments defi nitely drive through to the hardware business 
but it doesn’t drive through to the same level in gardens anymore. 

“And if you look at a development like Stonefi elds, I’d be 
surprised if there was 10 square metres of lawn in each property 
so they are damn small gardens! And as Auckland goes more and 
more under the Unitary Plan and there’s more intensifi cation in 
housing it’s not going to proportionately drive the garden market 
as one might expect based on the number of dwellings going in,” 
Mortimer says.

Th e changing Auckland housing market has also created 
challenges for landscapers explains Landscaping NZ President 
Lynn Cairney: “As sections are getting smaller, access is 
becoming a real issue,” she says.

“It’s nothing now to be laying tracks and putting wheel 
barrows through apartments. And some of the sites are getting 
steeper and things like that so you are looking at trying to get 
gear in there because if you can get a machine in there it’s far 
cheaper than a man. So it’s about getting material and tools in 
and out of tight spaces.”

So do smaller sections mean easier, cheaper gardens? Not 
according to Lynn Cairney: “A small space is actually far harder 
to design and to create the right environment in simply because 
there is no room for error. So you still have to get the function 
and aesthetics right from a design perspective and that’s what a 
lot of people do wrong where they build a metre and a half deck 
which is really just a place to stand when you walk out the door. 
So it’s much harder to get the balance and feel right than with a 
larger space.”

Garden products online set to 
double by 2018
The UK lawn & garden sector may have seen patchy times recently but in 

the UK online is now the fastest-growing distribution channel for garden 

products by far – and it’s predicted that internet sales will more than 

double by 2018.

So predicts the recent Internet Garden Market Report – UK 2014-2018 

by AMA Research, which estimates that the UK internet garden products 

distribution market is now worth over £300 million at retail prices. 

AMA says the internet garden market is still relatively immature and 

that it is expected to continue to show strong annual growth levels. It 

estimates that the UK internet garden products market will be worth 

£744 million in 2018, more than twice its current size. 

Part of this exponential growth is due to the internet removing barriers 

to entry, and that this has allowed small and medium-sized specialist 

e-tailers to enter the garden products market, creating “a new competitive 

dynamic”.

By 2018, says the report, the UK internet garden products market will 

account for an estimated 15% of the total garden products market, up 

from around 8% in 2013. 

www.amaresearch.co.uk

Annabel Langbein Delicious 
Gardens product range
Along with Tui’s involvement in Annabel Langbein’s latest TV 

show (see separate sidebar) the company has also worked with the 

respected New Zealand chef to develop a new range of products. 

The Annabel Langbein Delicious Gardens range includes the 

Annabel Langbein Seed Range of 5 unique seed mixes inspired by 

cooking, and the Annabel Langbein Mini Greenhouse that creates 

ideal conditions for germinating and growing healthy seedlings. 

Each Mini Greenhouse comes complete with coir pellets, a watering 

rose, and step by step instructions.

“A key factor in developing these products is the garden to plate 

connection Annabel has,” explains Tui Brand Manager, Gemma 

Hignett. “The products have a point of difference to others on 

the market. We have tried to make them really simple and easy 

for consumers to use and understand to help them have a good 

experience.”

www.tuiproducts.co.nzKiwicare’s new LawnPro range
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Your essential
gardening companion.

www.bosch-garden.co.nz

Make it your home. With Isio, your lightweight and ergonomic gardening tool  
from Bosch. The multi-functional power unit can be used with a range of modular  
attachments such as the grass shear, the shrub shear, and the new sprayer – and  
thanks to the innovative Multi-Click System’, changing them could not be simpler.

Isio – the new multifunctional 
tool for everyday gardening.

Enjoy.

Your essentialYour essential
gardening companion.

RB 3333 LG - Isio 3 Ad - Hardware Journal.indd   1 13/08/14   9:47 AM
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Show your garden who’s boss
GARDENA Comfort Wall-mounted hose boxes are now available in 

battery powered and spring loaded models and come in 25 or 35 

metre hose lengths. The 35 Roll-up Automatic Lithium-Ion model 
winds at a simple push of a button and gives 50 winds on a single 

charge. The electronic control unit can be easily detached from the 

housing for charging indoors. 

The two spring-assist models, the 35 Roll-up Automatic and 25 
Roll-up Automatic feature an integrated hose guide that prevents 

twisting and tangling when the hose is being retracted. All models 

are supplied with high quality GARDENA hose with a 13mm (1/2”) 

diameter to ensure maximum water fl ow and optimal sprinkler 

operation. After use of the hose box, the connecting hose can also 

be attached to an anti-drip device. Packed with convenient storage 

solutions, the wall bracket on the hose box also has dedicated space 

for nozzles, sprayers and the like. 

Also on offer are a range of Garden Water computers including 

the MaxControl which is programmable for up to six different 

watering cycles with the large LCD display. FlexControl and EasyCare 

models feature familiar rotary knobs designed to be simple and 

intuitive to use while offering a range of controls including watering 

duration, frequency, and starting time. 

www.gardena.com/nz

Get some Bosch in the garden
New from Bosch the ISIO 3 cordless shrub shearer is a compact 

and lightweight garden multi-tool featuring a height adjustable 

telescopic handle with detachable wheels to access hard to 

reach areas of the garden. Used with grass or shrub shears, the 

attachment has a 180° rotating head and is perfect as a grass 

trimmer or pole pruner. ISIO 3 also comes with a 1lt sprayer 

attachment for insecticides, fungicides and fertilisers, 

which can be administered in both jet or fi ne spray, and 

a transparent tank with level indicator that makes 

preparing mixes easy. 

www.bosch-garden.co.nz

So does this mean less and less lawns in New Zealand’s 
future? “I would have thought so, and therefore less lawn 
products potentially,” comments Yates’ David Mortimer. “So it 
will be a lot more condensed gardening, with more pots, tubs 
and raised beds.”

Vertical gardening up walls and trellises may also begin to take 
off  he adds: “� e Block and similar shows are starting to show 
some of that kind of thing so it might catch on as a trend. So 
it will be interesting to see but it will become more relevant as 
intensifi cation continues.”

WHAT ABOUT THE PLANTS?
Although smaller gardens in Auckland seem inevitable, 
identifying the actual plants that will occupy those spaces won’t 
be any easier, as Kings Plant Barn Operations Manager Jamie 
Gardner explains.

“Trends for the season are hard to identity until we get into 
spring and know what the spring plants will be. And many of 
them are being fi nalised and planted by the growers now.”

While Gardner stresses that he doesn’t have a crystal ball, 
those in the game tend to look at trends in colour in other areas 
to get an idea on what plants will come into fashion.

“If you used giftware as an example it looks to be the pinks 
and blues and pastel shades but it’s still really hard to know. Th e 
trends tend to be in the home market and then the infl uences 
come from all sorts of places and you could never pin them 
down because it’s such a diff erent market,” he says.

With colour being a major focus it seems that native plants are 
not a major part of upcoming trends. “It’s really all about colour 
in the garden now, especially in Auckland where they’ve got 
small gardens. So it will be the new petunia of the season and 
the new colour plants that come through that will be where all of 
the interest will be going,” Gardner says.

While the shape and style of the lawn & garden market may be 
changing, it is a constant that the sector is retaining its feelgood 
factor – and that gardening is a nice to do rather than must do, a 
pleasure rather than a chore.

Omni Products’ Ann Dodds exemplifi es this outlook: “I 
always think the plant market is a nice market to be in because 
it’s a happy place. People that are going to plant are doing 
improvements so they are always in a happy mood. So I think 
gardening shops are very happy places to go into.”    
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Kiwis vote for their Most Trusted 
gardening brands
THE TEAM AT YATES are immensely 

proud of being named the most trusted 

gardening products brand and the 

6th most trusted brand overall in 

2014, alongside such iconic brands a 

Whittaker’s etc.

The NZ Reader’s Digest Most Trusted 

Brands survey reveals brands that 

have built a name and a range of 

products that Kiwis truly believe in. The 

independent survey asked more than 

1,200 New Zealanders about their favourite brands.

Yates attributes its impressive ranking to its “passionate team” 

which has been “working hard behind the scenes for the last 135 

years to provide inspiration, information and of course quality 

products that gardeners can absolutely trust to deliver great results 

in the garden.”

Highly Commended in Garden Products were McGregors and 

Tui Garden, while the top Gardening Equipment honours went to 

Masport with Highly Commended awards going to Husqvarna and 

STIHL. 

Masport’s General Manager Steve Hughes couldn’t be prouder 

of the win.  He says: “100 plus years in business is a milestone few 

Kiwi companies reach and, given the dramatic changes that have 

occurred over these years, we are fortunate to be here, let alone 

leading the market and winning this award for a third year running.”

www.readersdigest.co.nz

Quality garden tools

Helping to create the perfect lawn and garden. Omni have a Viking 
tool suitable for all needs in the garden.
• Shovel’s include the No. 2 Round mouth shovel (the shovel that helped to build NZ ), 

Plumbers/Gardeners, Trenching, Drainage, Snow/grain/bark and spades.
• Handles are either American Ash or � breglass, in varying lengths.
• Other tools include: hoes, cultivators, light duty grubber, metal and plastic leaf rakes, 16 tyne 

braced rake and smaller stainless steel garden hand tools.

FOR MORE INFORMATION CONTACT:
Omni Products Ltd
09 441 3413, orders@omniproducts.co.nz
www.omniproducts.co.nz

Quality garden tools
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Beautiful gardens by
Bahco is the premier supplier for pruning and gardening tools for both the DIY and 
professional user. Bahco offers tools that reduce fatigue and injuries meanwhile providing 
durable performance and quality results. Bahco pruning and gardening tools are made in 
France and we pride ourselves on producing the highest quality.

www.bahco.co.nz
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Tui and Annabel Langbein set to hit 
NZ TV screens 
This spring Tui and Annabel Langbein are helping Kiwis get inspired in 

the garden with the weekly Tui Garden Project featured on Langbein’s 

new show Through the Seasons, starting Saturday 13 September at 7pm on 

TVOne.

Each week Langbein will demonstrate fun, simple garden projects in her 

Wanaka garden that viewers can recreate in their own backyard as well as 

delicious seasonal recipes using home-grown produce.

Tui’s General Manager Sales 

& Marketing Glen Forgie is 

excited about the partnership’s 

potential: “Gardening makes 

people happier and healthier, 

and at Tui we are thrilled to 

be working with a wonderful 

New Zealand celebrity like 

Annabel to bring gardening 

to the masses and we are very 

excited about the potential a 

prime time TV show combined with Annabel’s popularity, has to encourage 

all Kiwis, including the younger generations, into their gardens this spring so 

they can reap the rewards of home grown delights!” 

Tui Brand manager Gemma Hignett hopes that the company’s 

partnership with Annabel Langbein can only be a good thing for the New 

Zealand lawn and garden sector as a whole: “Annabel is a well-known 

and respected New Zealander so to have someone like her supporting 

gardening and getting people excited about it with fun, simple projects 

should be positive for our whole industry.”

www.tuiproducts.co.nz

www.annabel-langbein.com

1,200 New Zealanders about their favourite brands.
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