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Executive Summary

Written and compiled by M.J. Valsecchi, Nat Dip. Marketing and Sales Management, MBA Strategic Marketing (U.K.)

Empowering individual owner-run hardware retail stores with the 
Essential competitive advantage

he Essential concept was inspired by the bargaining power of a consolidated group, while 

realisation that it's exceptionally difficult at the same time safeguarding their individuality Tfor independent and owner-run hardware and independence. 

stores to compete against the major hardware 
The net result has been that, in conjunction with groups and franchises. Since they work in 
this young and dynamic organisation, individual 

isolation they cannot match the prices, achieve stores are finally able to compete against 
groups and franchises for market share without the same levels of market penetration or acquire 
sacrificing profit. The concept has proved so the skills sets of these large chains and franchises 
successful that the group now comprises a 

currently competing in the Southern African family of approximately 200 owner managed 
retail outlets throughout South and Southern hardware industry.  
Africa, with a current Retail Turnover in excess 
of R 2.4 Billion. Essential Hardware has 

Based on a voluntary trading model, Essential ambitious plans to expand to 500 outlets by 
2017 covering South and Southern AfricaHardware Group was launched in January 2005 

with the aim of networking independent, owner 

run hardware stores across South Africa, giving 

them access to the backing, buying and 

Our members are represented in every sector! 

Essential covers the three basic and largest sectors in the Hardware market namely 

IN
DUST

RIA
L

Since Essential has built good relationships and established 

credibility as a national brand within all these sectors, 

our members enjoy more respect  from suppliers 

who now see them as “serious players”.  

D.I.Y - 39%
BUILDING - 53%
INDUSTRIAL - 8%
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The Essential offering includes:

The most competitive fee structure  in the expense  ana lys is ,  reba te  

industry with no hidden costs moni tor ing,  benchmarking,  

The use of “front-of-store”  branding with a feasibility studies and gross return 

recognised, prominent, registered logo on investment spreadsheets
Comprehensive Distribution Centre  - Operational:  category control, 

covering 5600 SKU's (Stock Keeping human resource policy and 

Units)Inclusive range of House Branded procedure guidelines, shrinkage 

products covering 1400 SKU's control, perpetual stock count, etc
Group negotiated deals  with more than - Standards : “Facing Up” brand 

170 suppliers identity manual, merchandising, 
Competitive rebate structure housekeeping, ticketing, layout, 

community projects, floor walks, 
Comprehens i ve  adve r t i s i ng  and  etc
marketing campaign  including: - Buying Issues:  house brand, 

- Television preferred supplier introductions 
- Radio and audits, price
- Press – All major news papers 

and selected Caxton publications Comparisons, the KVI “Known Value 
- Trade magazines Item”  top 100, network loyalty and 
- Comprehensive website promotion. 
- National promotions Exposure to professional training , 

including selling skills, merchandising, 
Professional Management support  

customer care, product knowledge, etc
structure

Improved banking solutions  with 
Operational support with a  highly effective 

preferential lending rates
Business “Tool Kit”  encompassing the 

Assistance with store layout and design  
necessary tools, guidance and 

advice required to run your business using 

effective 

“Good Retail Practices” , i.e.:

- Financials: cash flow projection, 
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power and group operational expertiseThe Company
Grow the concept of shared knowledge within the 

Essential is a dynamic, young, progressive member base
organisation, based on voluntary trading Instil a culture of continuous learning
principles. All the decision-makers within the Be represented at retail in every town or 
business have either worked in the industry or community
owned stores themselves, so they understand Offer a comprehensive product range at the best 
the challenges and the unique needs of our value for money
members. That makes them perfect to partner Offer superior service and leadership in:
independent stores specialising in retailing and -    stock management
distribution of Building, D.I.Y. and Industrial - product range and offering
related products within the hardware retail - advice and expertise
industry, and in context with the South and - shopping experience
Southern African markets. - innovation

- new standards

- technology

- customer relationship managementCorporate Strategy

Our business is built, first and foremost, on close, 

interactive relationships between the people who 

work for  Essential (Agents, Regional Managers 

and Directors) and those who work with  

Essential; i.e. our member retail stores and 

supplier network. We seek to nurture a 

partnership between ourselves and our 

members in every sense of the word. It's this 

person-to-person philosophy that underpins our 

entire corporate strategy, which is to: Current Situation

Totally dominate Building, D.I.Y. and Industrial 
Vision:

sectors of the hardware retail market in South 
To create a unified, nationwide family of 

and Southern Africa.
independent retail member stores who can 

Become the most admired brand in the selected 
compete on the same level as chains or 

market segments in each trading environment
franchises while maintaining their independence 

Be the brand of choice with consumers, 
and entrpreneurial spirit. 

members and suppliers alike

Grow member  wealth through  bulk purchasing 
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the Country's legal and labour policiesMission
Instilling a culture of service and continuous Our mission is to empower independent 
learningBuilding, D.I.Y. and Industrial Hardware stores 
Constantly adding value to our membersin South and Southern Africa to compete on a 
Using innovation and communication as a key level footing with hardware groups and 
driverfranchises. 

Brief history and current  statusOur starting point is to unite our members 

under a single brand identity, thereby creating 
Essential was launched in Johannesburg in 

a collective with massive buying and 
January 2005 in conjunction with a network of 

bargaining power as well as national exposure 
50 founder member stores; the family has 

all of which ultimately attract more business. 
grown steadily since then. The Group has 

been afforded a significant competitive 
We also seek to broaden knowledge and skills 

advantage and impressive growth thanks to 
base, equipping our members to run their 

the experience and knowledge of the Directors 
businesses more effectively, efficiently and 

– all of whom have a solid foundation in the 
profitably. 

Hardware Distribution Industry - and the 

backup of our sister company, Plus Ten 

Hardware Distribution. Through a focussed 

strategy over the formative years, targeting the 

independent hardware retailers with an 

attractive offering the group has grown to an 

i m p r e s s i v e  m e m b e r s h i p  b a s e  o f  

approximately 200 stores nationally and also 

has representation in neighbouring states.

Company Values
Essential functions within a firm framework of 

“Remember; our strength lies in our ability to guiding values and principles. We commit 
pool our resources and ideas and to work as ourselves to:

a team.
Operating within strict legal and ethical  After all, a united team is always stronger 
guidelines

than a team divided,Offering unsurpassed service levels and  
support to the Member network  and we all benefit when we become team 

Always acting in the best interest of the players rather than sitting on the bench.”

organisation and Member. -Norman Jackson, Director, Essential 

Ensuring that the organisation always Hardware- 

operates within the framework as dictated by 
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 Organisation & Management Procurement

The organisation comprises 8 Regions, namely: Procurement is negotiated both centrally by 

Gauteng the National Buyer, and regionally by the local 

Central SA (Free State, North West, Northern Regional Manager, in order to maximise the 
Cape)

efficiency both at a national level and to cater 
Kwa Zulu Natal

for local or regional anomalies. 
Mpumalanga

Western Cape

Eastern Cape  As the Essential Hardware model is 
Limpopo  decentralised, all member retail stores are 
Southern Africa (Lesotho, Namibia Swaziland) required to open direct accounts with 

preferred suppliers.

 

A great competitive advantage is that we offer 

the flexibility of purchasing either via Plus Ten 

Hardware Distribution, the official DC to our 

group which carries a wide range of the most 

popular selling hardware related products 

generally found in most stores, as well as by 

direct drop shipment from our supplier 

network. Depending on the needs of the retail 

store, and the product ranges being offered, 

this option assists you by avoiding 

unnecessary delays and complications, 

enhancing the accuracy of orders, 

overcoming minimum delivery or volume 

res t r i c t i ons ,  wh i le  re ta in ing  p r i ce  

competitiveness.

The organisation is managed centrally via Head 
Office based in Johannesburg. 

The regions are managed by Regional Managers, 

supported by their respective teams. 
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31%

21%

11%

10%

10%

8%
4%

5%

KEY
GAUTENG - 31%
CENTRAL SA - 21% E.CAPE - 8%
KZN - 11% LIM - 4%
MPL - 10% SM AFRICA - 5%

W.CAPE - 10%
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Kwa-Zulu Natal 
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Protection from the major groupsSales
Retail Consultant Service through the 

Essential Business “Tool Kit”As can be noted from the graphic below, group 
“Big Brand” supportsales at retail have exceeded all expectations 
Central support structureyear on year, without exception. 

Competitive Advantages
Costs

Competitive advantages for Essential 

Hardware members include: Depending on your current business model, 

your retail environment, the hardware sector 
Group Purchasing Power

you service and/or future growth aspirations; 
Vast network of suppliers

there are currently three options available to 
Distribution Centre

choose from, namely Building, D.I.Y. & 
Complete House Brand Range

Industrial.
Access to rebates

Enhanced profitability
We currently have the most competitive fee 

Sustainable growth
structure in the industry with no hidden costs.

Training & development
Your local Regional Manager/Business 

Centralised marketing effort
Development Officer will be able consult and 

Powerful consolidated national brand
advise you regarding the best suited model for 

Improved image & standards
your business; and then make available the 

Above & Below the line advertising
schedule of costs to joining the Essential 

Promotion cycles
Hardware Group.   

Shared knowledge
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Products and Services

There are 20 distinct categories within the product offering which are classified as follows:

Core Competencies

Group Buying

Marketing and Advertising

Branding

Retail Operations and Systems 

Market Analysis

Competitors

Competition in this market is healthy, ranging from a plethora of Independents to a selection of Major 

Players. The major competitors include the likes of:

Builders Warehouse Illiad

Build It  Mica

Cashbuild Pennypinchers

And many smaller retail groups…

1 Cement 11 Tools

2 Wet Trade 12 Plumbware

3 Openings 13 Domestic Furniture & Kitchen

4 Structural Timber 14 Wall & Floor

5 Roofing Material 15 Electrical

6 Rainwater Goods 16 Decorative

7 Metals & Fencing 17 Garden & Outdoor

8 Flat Sheet 18 Agriculture

9 Joinery 19 Services

10 Hardware & General 20 Miscellaneous
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Operational Projections

The following are the expected operational and financial projections for Essential Stores:
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Management and Finance for Non-Joining Procedure
Financial Managers

The joining process is simple and painless: Assistance with the “Facing Up” program, 

where within the first three (3) months the After a store evaluation and categorisation 
has taken place, the following will occur: following group standards are required to be 

completed:Application for membership can be made to 
- a exterior & interior Essential signage the local Regional Manager and/or 

to be erectedBusiness Development Officer responsible 
- branded uniform provided for all your for your region

staffCredit application is to be made to Plus Ten 
- a store layout with category Hardware Distribution (the official DC)

management principles to be applied Credit clearance is obtained from Credit 
to your store Guarantee

- where after the store will be launched Essential Legal documents are completed 
and signed off by the General Manager and as an Essential Hardware store 
Board of Directors

The member will be assisted with a supplier 

audit and be required to attain a 50% loyalty 
After your application is successful, the initial 

to the Essential supplier network within the 
process will consist of the following:

first six (6) months.
Basic introduction and training for the owner 

The member must work towards a 70% 
and staff as to the Vision & Mission of the 

loyalty to the Essential house brand within 
Essential Hardware Group, an outline of what 

the first six (6) months. 
is to be expected over the initial couple of 

months, including training on the deals file, a 

supplier audit and product range audit will 

take place, and access will be provided to our 

ordering system & website

Booking of key personal on the intensive 

three days Induction Program, to be held in 

Jhb near our Head Office and DC. This is 

professionally run by various qualified 

training officers as well as Essential 

Management.  The course comprises the 

following material:
- Day 1:  Introduction, Emotional 

Intelligence, Retail Operations and 
Merchandising

- Day 2:  EQ Results, Marketing, 
Branding and Procurement

- Day  3 :   S tock  &  Inven to ry  
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Conclusion

To conclude, Essential offers the prospective Member a support structure that empowers them to 

compete with major players in the industry, whilst safeguarding entrepreneurial spirit  and maximising 

shareholder wealth. The Essential family has great plans for the future and would like the opportunity 

to welcome you and your family on board. 

“I thought that having access to group buying power and to the Essential support structure 
was the best way to protect myself from the chain stores.” 

- Johan Fourie, Owner Silverton Bolt & Nut  
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