
we are excited to be launching 

a new bretts brand in october 

2008. the decision to rethink 

our brand came about as a 

direct result of market research 

undertaken in the consumer 

sector earlier this year.

bugle

let’s talk timber and hardware

OCTOBER 2008 Moving forward: new branding for a new era

Over the last few years, a number 

of individual logos have been 

developed to represent different 

areas of the business and the individual 

business units within Bretts. This actually served 

to weaken our brand message by adding text to a 

logo that could not be easily seen. And the issue 

was further complicated by an ambiguous tag line: 

“Much more than a hardware store”. Much more, 

but what? Although perfectly clear to us internally 

– and our account customers – it didn’t send 

a clear message to consumers.

In addition to the retail business being the one 

that is most impacted by unclear brand messages, 

it is also where we have the most opportunity 

to build a strong brand that can support our 

other business units – Frame & Truss, Doors & 

Windows, Wholesale and the Cypress Sawmill.

So the focus became building a strong brand 

for the Windsor retail store, further refining our 

message for consumers in particular, and taking 

the opportunity is to tell people 

how we’re much more than 

a hardware store. And as the 

Windsor store location is at the back 

of an open air centre, we recognized that we 

would need especially strong branding to reach 

our target audience.

The research project began by defining who we 

wanted to talk to, outside of our important account 

customer group. And we built the following 

picture: Men and women living in a 4km radius of 

the Bretts store (“close to me”). People in singles, 

couples, families and across ages. Part of the 

local community. They like the thought of a family 

business in an anti-multinational kind of way. 

They’re likely to be project oriented and would 

come in to the store on the weekend, most likely 

on Saturday at the start of the project. They have 

specific issues and they need to find a solution.

Continued inside... how we developed  our new 
Bretts logo.
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welcome to the new “bugle”

We are pleased to introduce our new look 
newsletter.  We will continue to include the 
stories that matter to you.

If you would like to suggest future stories, 
or provide any feedback please email us 
feedback@bretts.com.au

good
advice

family
business

close
to me

good
quality

“proper
 hardware”

bretts
brand and
business



ULTIMATELY WHAT DO WE STAND FOR? 

WHAT IS OUR BRAND PROMISE?

Real timber and hardware (applying across all the 

Bretts business units) and sharing the knowledge 

of everything you need to know about it.

HOW ARE WE DIFFERENT TO THE COMPETITION?

They have a friendly attitude.

We are friendly with our genuine knowledge.

They work in hardware.

We live and love hardware.

They can help you with things.

We can help you with your renovation or building.

They are a corporate.

We are family owned.

They are big and faceless.

We are big in experience and contacts.

You ask, they will show you the item.

new logo development:
our creative brief

You ask, we will talk about your project with you.

They are a supermarket.

We are a specialist with credibility and experience.

HOW CAN WE PROVE THIS? 

A family owned business over 95 years.

People who have worked here for years.

Come back next time and you’ll see the same 

staff members.  And the next time.

We’ve brought some of those past sensibilities 

(importance of service, knowledge) with us.

WHAT ARE OUR BRAND ASSETS OR SYMBOLS?

Red box.

WHAT SHOULD INFORM THE DESIGN?

Hardware.

People who can help you with how to do it.

We’ll help get the perfect fit.

WHAT RESPONSE DO WE WANT TO STIMULATE 

IN OUR CUSTOMERS?

Strong brand recognition.

Clear understanding of differentiation

More visits to us, in preference to the competition.

TONE AND MANNER

Down-to-earth, simplifying.

WHAT MUST BE INCLUDED IN THIS 

COMMUNICATION?

Red box has strong recognition value with our 

current customers must be retained.

AND THE RESULT:

A brand message which is clear and engaging. 

The tagline says exactly what we do (timber and 

hardware) and implies a specialist knowledge. 

The accompanying graphic supports the message 

and is friendly.

And the chosen type style reflects the heritage of 

the company, while still being clearly legible even 

at a small size.

It comes as no surprise: Our potential customers are looking for quality product, good advice, and all the 

better if it’s from a family owned business. Here’s just some of the comments we heard during the one-

on-one rearch interviews:

what the reseach showed:
consumers looking for quality and service

“must have good specialist 
knowledge to survive this long”

“old Australian”

“service is pretty good”

“know it from when we were kids (always lived in the area)”

“better quality...”

“real hardware.  stuff that lasts”

“good quality product, have most things”

“the one I think of”

“very good quality ... very good service”

“poorly signed”

“much keener on smaller, family owned”

“well presented outlet”

“real hardware”

“family is important, and good”

“prefer the smaller guys to come back but…”

“don’t like supporting multi-nationals 
– much prefer to support the local guys”

“like to support a family business”

“anti-globalisation”

Following the initial research phase, we then developed what’s known as a “creative brief”, which is an 

outline of the strategic direction for the development of any creative project. In our case, the development 

of a new brand. Our creative brief included the following elements:

message 
from the md
This month we are celebrating our 95th 
birthday. I’d like to take this opportunity 
to offer a sincere thank you to all our 
customers who have supported Bretts 
during the past 95 years. I hope we can 
continue to provide you with the service and 
quality that you expect; and that will allow 
you to continue this relationship for many 
years to come. We recognise that without 
your business we wouldn’t be in a position 
to be celebrating such a major milestone. 

Reflecting on the past 95 years has been 
interesting, but it’s also provided us with 
an opportunity to think about the future 
of Bretts. Part of this process has seen a 
redesign of the Bretts logo. Much of this 
edition of the ‘bugle’ is devoted to the detail 
behind the reason we wanted to freshen the 
brand, so I won’t tie this editorial up with 
more of the same. 

We are confident that the underlying 
strength of the Australian, and in particular 
Queensland, economy will generate 
sufficient demand for housing to see us 
through any much talked about global 
recession. All the doom and gloom talk is 
certainly not hindering our plans for growth.

We have just committed to a $400,000 state 
of the art computer system, ordered two 
new crane trucks which will arrive shortly 
and at the last board meeting approved the 
commissioning of a glue lamination line to 
start producing glue lam posts and beams 
at the sawmill. All these initiatives are 
designed to help provide you our customers 
with better service in the future.  And all of 
this in our 95th year of existence. 

Bill Nutting Jnr
Managing Director

looking 
back:
our history



Timber + Hardware
Homezone Centre
142 Newmarket Road
Windsor  Qld  4030
Phone: 07 3361 0777

Architectural
Homezone Centre
142 Newmarket Road
Windsor  Qld  4030
Phone: 07 3361 0777

Manufacturing
Cnr Barcham Street  
& Curtin Ave West
Eagle Farm  Qld  4009
Phone: 07 3623 0122

Bretts  
Transglobal Timbers
40 Armada Place
Banyo  Qld  4014
Phone: 07 3621 9800

join us

in celebrating 

95 years talking 

timber and 

hardware
At Bretts, we are also excited about our major 

promotion this month, which will be the launch 

pad for 12 months “celebrating 95 years

talking timber and hardware”. 

It all begins with “Bretts Big Birthday Bash” 

on Saturday October 18. This is a major 

promotional event. On the day there will be a 

number of ‘family-fun’ activities taking place 

outside the store and in-store a sales promotion 

and competition which will run for a month.  

We welcome all our account customers to the 

party and hope you can join us in celebrating 

95 years talking timber and hardware.

And don’t forget, every time you spend $10 
or more in-store, you  can win instant prizes 

or enter our major prize draw for a dinner 
party at your home for up to 8 people, 

prepared by Culinary Olympic medallist, 
Chef John Perraton — valued at $1500!

YOU’RE 
INVITED


