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Retro Hardware
A snapshot of hardware retailing from another era, 
selected from the 120-year-old archives of  
Hardware Merchandising.

New Products
Absolutely the best print showcase in Canada for  
vendors launching new SKUs to both building  
supply dealers and hardware stores.

Retail News
A roundup of the most important industry  
developments affecting Canadian home  
improvement retailers.

Q&A
Short, right-to-the-point interviews with Canadian retail 
entrepreneurs, executives, and association leaders.

Contractor Sales
Fundamentals of growing a successful lumberyard  
or building supply dealership serving professional 
builders and renovators.

Briefly
Companies are invited to send in announcements regarding 
new appointments, promotions, retirements, anniversaries 
and store openings. Our Briefly section keeps readers up 
to date on people on the move in the industry.

One Minute Read
A humorous and/or offbeat look at a person, product 
or recent event in our industry.
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•  Materials management—A look at the equipment you 

need to run an efficient building supply dealership
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COVER STORY: Outstanding Retailer Award Winner
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•  Store security—We talk to the experts about how to protect 

your business from theft, fraud and electronic attack
•  New product showcase

JUL/AUG, 2012
RESERVATIONS: Jun. 4  MATERIAL DUE: Jun. 15  MAIL: Jul. 13

COVER STORY: The Top 100 Report—Our annual overview 
of the Canadian hardware/home improvement retailing 
marketplace, complete with company profiles, sales figures, 
market share data, trends and analysis
FEATURES
•  National Hardware Show Report
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RESERVATIONS: Aug. 6  MATERIAL DUE: Aug. 17  MAIL: Sep. 10

COVER STORY: Outstanding Retailer Award Winner
FEATURES
•  Tool trends–We talk to the big power tool manufacturers 

about the new trends in this important contractor and 
DIY category
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COVER STORY: Outstanding Retailer Awards—Profiles of all 
the winners from the industry’s top annual awards program
FEATURES
•  Home décor—Maximizing this key product segment 
•  New product showcase
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1. Delta FaucetDelta Faucet recently made its Lahara and Addison lavatory 

faucets available with hands-free technology, allowing the 
faucets to be operated with less mess and using less water. 
Similar to Delta’s popular hands-free kitchen faucet line, the 

new no-touch lavatory faucets should be especially attractive 

for parents of small children, who are more motivated to wash 

and brush using the hands-free faucets. Plus, hands-free technol-

ogy saves up to nine gallons of water every day for the average 

family. Visit www.deltafaucet.ca.
2. Omega PlasticsAccording to the company, the Omega Christmas Tree Stand, 

manufactured by Midland, Ont.-based Omega Plastics Inc., 

is the safest, most stable and easiest-to-install tree stand on 

the market. The stand’s innovative clamping system makes the 

use of screws unnecessary, and its unique “pinch-and-release” 

function means that it takes less than a minute to set the stand 

on the trunk. The system firmly secures the trunk like a safety 

collar. Visit www.omegatreestand.com.4. JelD-wenJELD-WEN Windows & Doors has extended the launch of its 

new Classic Collection line of wood windows and patio doors 

across Canada. Made with JELD-WEN’s proprietary AuraLast 

treated wood, the Classic Collection is designed to be both 

durable and energy efficient while enhancing the beauty of the 

home. Available in pine, alder or Douglas Fir, and in a variety 

of shapes and styles. Visit www.jeld-wen.ca.5. trex
Trex, manufacturer of composite decking, steel deck framing 
and deck lighting, has launched an integrated system of porch 

components and accessories. The Trex Transcend Porch Flooring 

and Railing System includes virtually gap-free floor boards with 

universal hidden fasteners, coordinating post and railing options 

and Trex Trim beadboard and mouldings. This system is designed 

to allow the consumer to construct a complete porch setting with 

eco-friendly, low-maintenance materials. Visit www.trex.com. 6. mikita
Makita has introduced the 18V LXT Lithium-ion Cordless 
½-inch Driver-Drill (model LXFD01). This tools is powered by 

a four-pole motor that delivers 480 in.lbs. of max torque and 

290 in.lbs. of PTI torque. The model LXFD01 drill/driver is 
7-9/16-inches long and weighs only 3.8 lbs. Its 16 clutch set-

tings and two-speed all-metal transmission allow for a wide 

range of applications while a new rubberized grip delivers 
increased comfort on the job. Visit www.makitatools.com.7. mOen

The new Flushmount body sprays from Moen Canada are 
designed to create the optimum shower or vertical spa experi-

ence. Fitting cleanly against the wall, these body spray fixtures 

blend in with tile, slate or other premium shower surround 
materials. The adjustable spray face allows the water flow to 

pivot up to 20 degrees in any direction. An adjustable mount-

ing bracket helps ensure quick and easy alignment with adja-

cent body sprays. Visit www.moen.ca.8. BOscH
BOSCH recently introduced the model BSH180 Band Saw. 
Designed to replace traditional hacksaws and awkward reciprocat-

ing saws, the cordless BSH180 can execute precise cuts to a variety 

of materials, including metal, copper pipe and electrical cables and 

is small and light enough (7.7 lbs.) for use in tight spaces. The tool 

is powered by an 18-volt fat or slim battery pack that allows for 

more than 150 cuts per charge. Visit www.boschtools.com.

8
1

new Products

9. task tOOlsDelta, B.C.-based TASK Tools has launched a new line of striking tools that includes sledges, mauls, axes, pickaxes, tampers, wedges and bars. This line features double injected fiberglass handles, which are guaran-teed to be unbreakable when used as intended. According to TASK, these handles significantly reduce vibration transmission, have overstrike protec-tion and integrated rubber grips that won’t twist or slip under pressure. To complete the line, TASK also has an assortment of splitting wedges, striking bars and pry bars for heavy duty cont-truction. Visit www.task-tools.com..

3. milwaukeeMilwaukee Electric Tool Corporation has intro-
duced the new 5/8” SDS Plus Rotary Hammer 
(model 5263-21). At 10.9” long and weighing  
4.6 lbs., Milwaukee is marketing this products  
as the lightest and most compact tool in its class, 
ideal for drilling overhead and in tight spaces, 
yet powerful enough to drill the majority of holes 
commonly drilled by the professional trades. 
According to the company, the model 5263-21 
rotary hammer provides up to 65 per cent faster 
drilling with 1.5 ft.-lbs. of impact energy and 
0-3,700 rpm. Visit www.milwaukeetool.com.

10. miDwest glOve & gearMidWest Glove & Gear has introduced new Ladies Garden 

“Comfort Clogs” that are designed to keep the wearers feet dry 

and comfortable when gardening. The super lightweight design is 

molded in advanced EVA material and are available in blue and 

green in ladies sizes 7-9. Removable insoles provide added com-

fort and the clogs can be cleaned off with a garden hose and left 

to dry. Visit www.midwestglove.com.
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I
n the age of big box stores and mega-malls, Gow’s Home 

Hardware in Bridgewater, N. S. is a throwback—a family-

oriented business targeted to Main Street shoppers. The 

town has grown over the years, but third-generation owner 

Peter Gow has steadfastly resisted the lure of the ‘burbs, 

maintaining the store’s downtown presence, albeit with a large 

amount of retail space. And, believe it or not, Gow’s is still closed 

on Sundays—except for the six Sundays before Christmas. 

It isn’t easy to carve out a slice of the retail market these 

days, no matter what your specialty. Since the early 1990s when 

Walmart � rst introduced its low-price, retailer-of-everything 

model north of the 49th parallel, everyone from grocery stores 

to clothing outlets has wanted a piece of the hardware market. 

As these corporate giants shifted their strategic focus, from 

loyalty rewards programs, to making stores more female friend-

ly, to offering the most competitive price on everything from 

lawnmowers to milk, they’ve forgotten the one thing that is cen-

tral to the business: the customer. And with services increas-

ingly of� oaded to the consumer—think online banking, Second 

Cup coffee, and self-serve gas—customers are practically beg-

ging for a little TLC.

Call it a marketing strategy or call it old-fashioned, but at 

Gow’s Home Hardware customer service is their business. 

“There’s no real magic formula to what we do,” says Gow. “We 

just try to treat everybody the way we’d want to be treated.”

It may sound cheesy, super� cial, or even false, but talk to 

anyone in Nova Scotia’s South Shore region, 100 kilometres 

southwest of Halifax, and you’ll soon realize that just may be 

the most authentic business strategy you’ve heard in a while. 

There are some very good reasons why Gow’s Home Hardware 

was named Hardware Merchandising’s Outstanding Hardware 

Retailer in 2010, for the second time, prompting local MLA 

Gary Ramey to put forward a resolution in the Nova Scotia leg-

islature acknowledging the achievement. The of� cial Hansard 

proceedings of the province note the retailer’s history of out-

standing contributions to the community.

“The Gows have been nothing but sweet people forever,” 

says Ramey. “They’re not in the business to see how fast and fu-

rious they can make money, turn people over, or chew them up 

and spit them out. They’re the antithesis of Walmart, and their 

method is actually working.”

coverstory | Gow’s Home Hardware
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LASTLASTBuilt to

Now operating in its third century, 

the hardware business that would 

ultimately become Gow’s Home 

Hardware has been serving the 

people of Bridgewater, N.S. since 

long before Confederation. 

By Brynna Leslie
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