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Brand 
strategy
When you’re rebranding a product do you need new 
certification? Douglas Masterson answers the question

Douglas Masterson 
offers help on rebranding 
certification

ne issue which has been 
consistently raised over the 
past number of months on 
the GAI Technical Helpline is 

the rebranding of products and the 
requirements for the accompanying 
certification. 

 A guidance document was 
released by the Group of Notified 
Bodies in November 2017 which 
specifically related to the rebranding 
of product and the certification 
requirements which accompany it. 
This was a document which was 
the result of two year’s work by the 
GNB Advisory Group Task Group. 
It was released to give some basic 
conditions which notified bodies 
themselves should be taking into 

consideration. This guidance marked 
a change in policy and the GAI 
released a Technical Briefing shortly 
after which outlined these changes. 
This Briefing is still available in the 
members’ section of the GAI website. 

Going forward, a notified body 
certificate covers only construction 
products placed on the market 
by the original certificate holder 
to whom the certificate is issued 
and their brand and not that of 
the rebrand. Based on the above 
point the physical producer cannot 
refer to a notified body certificate 
for products that are supplied 
for the purpose of rebranding. A 
rebranding manufacturer cannot 
in their Declaration of Performance 
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AIJ is the only title to cover this extremely important  
sector of the building and construction industry.
Published quarterly, AIJ is distributed to named individuals 
who represent the senior management and buyers 
of merchant and manufacturing companies AND the 
specifiers and senior partners in UK architect practices.
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Winning 
the War 

for talent

W e all have a responsibility to 
make sure that we are doing 
the right thing to encourage 
and attract young people 

into the industry… If students and 
young people were made aware of the 
opportunities from the beginning, they 
may consider entering the sector…”

Anyone struggling to attract a good 
supply of educated, talented young 
people to join their construction 
business, architectural practice or 
hardware warehouse will be very 
familiar with that sentiment.

But that quote didn’t come from 
someone in the construction industry. 
That was the boss of Mulberry 
handbags. And there are countless 
identical quotes and headlines from 
the past 12 months all decrying the 
skills crisis from sectors as diverse as 
IT, engineering, hospitality, tourism, 
law, medicine, marketing, agriculture 
and the armed forces.

So think we’re not in a battle for 
talent? Think again. It’s a fiercely 
competitive market out there.

The uncomfortable truth is that 
construction careers, including 
architectural ironmongery or hardware 
manufacturing, are not top of mind 
among most of today’s 16 or 18 
year olds. They never were. The vast 
majority of people in the industry 
arrived here by lucky accident, finding 
an area of business in which they 
could make a good living, and in niche 
markets where they could excel.

Construction is not going to 
suddenly become sexy in the next 12 
months. And you’ve got vacancies to 
fill. So rather than beating ourselves up 
about the ‘image of construction’ and 
complaining about how architecture 
and buildings are not celebrated 
enough on the telly, what can we 

Liz Male gives tips on how 
the construction industry can 

attract gen Z into jobs

do to create more opportunities for 
those lucky accidents? What practical 
tips can we glean about the new 
generation now entering the workforce 
and how we can get a few more of 
them heading our way?

Understanding Gen Z
Everything comes down to 
understanding the nature of the beast 
we’re trying to communicate with. 
Generation Z (also known as Gen Z 
or the Post-Millennials) are those born 
from 1996 to 2010, or thereabouts. 
They’re said to be the biggest 
population by far, and they are arriving 
in a workplace near you right now.

As a mother of teenagers who fall 
into this group and an employer of 
graduates and apprentices of the same 
age, I’m lucky enough to get a fairly 
close-up view of this generation’s views. 
There’s no doubt that they look at things 
very differently from the Baby Boomers 
or bosses like me who come from the 
Generation X cohort. Therefore, when 
it comes to the way we choose as an 
industry to communicate and engage 
with Gen Z, we need to respect their 
very distinct characteristics:

Knowledge on demand
The first thing to understand is that 
this generation has never known life 
before smartphones or social media. 
They live with their phones surgically 
attached. These devices are now exo-
brains, delivering instant access to the 
information they want and need, in the 
palm of their hands, 24/7. 

So the key questions for us as 
wannabe employers are: how easily is 
our careers information found online, 
how does it look on a smartphone, how 
interesting is it to view, and how easily 
can it be shared on social media? 

cPD
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