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A Unique Perspective
New Jersey Retailer Receives Orgill Award for 50 

Years in the Hardware Industry

If you look closely 

in retail stores 

across the country, 

you may be able to 

catch a glimmer of 

a mounted Estwing 

hammer—a symbol 

of retail excellence 

and longevity. The 

plaque, dubbed the 

Golden Hammer, is 

presented to Orgill 

customers who have 

provided exceptional 

service for 50 years 

or more. This year, 

Orgill presented the 

award to Al Resnick, 

who at age 93 has 

more than 85 years 

of experience in the 

industry and still 

lives above Resnick’s 

Hardware.

I
n March, Resnick’s son, 

Larry, presented the 

prestigious award to his 

father along with Orgill 

Sales Representative, Gary 

Kessler. Nearly 40 people 

showed up to show their 

support and admiration for 

Resnick’s accomplishments 

both in retail and in his per-

sonal life. 

Resnick has survived the 

Great Depression, World War 

II and the rise of the Internet, 

all with a positive outlook 

and an undying determination 

to see his retail outlet thrive. 

The editors at Newsworthy 

were intrigued to hear how 

Resnick views the industry. 

So, we touched base with 

him to get his perspective 

and learn firsthand how the 

role of the independent has 

changed over the years. 

Newsworthy (NW):  When 

did you get started in the 

industry? Tell us about the 

store today.

Resnick: In 1918, my 

father moved from a little 

store on the other end of 

town and bought an old hard-

ware store, which is what we 

operate out of now. At that 

time I was only a year and 

half old, but from my earli-

est memories, I remember 

sneaking around in the store, 

inquisitive about all the prod-

ucts and customers coming 

in. At that time, the store had 

flat counters and inventory 

was displayed on top of them 

or in drawers on the walls, so 

I would snoop around in the 

draws and climb the ladder, 

learning about all the inner 

workings of the store.

Today, my son, Larry, 

owns the store in the same 

place but it looks a bit 

different. It consists of 

four stores in a row with 

walkthroughs for traffic 

flow. Each sub store carries 

different merchandise so the 

operation is easy to navigate. 

We offer rental and repair 

services and are known for 

being the store to buy the 

hard-to-find items. 

Gary Kessler (right) awards Al Resnick the 
Golden Hammer award as a symbol of Resnick’s 
retail excellence.
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I find the story of how our 

garden department began par-

ticularly interesting. My sons 

brought the idea to me. I said 

‘why not;’ if it works, great, 

and if it doesn’t work I’ll just 

say ‘I told you so.’  And now 

it’s one of our most active 

departments. We sell so much 

topsoil, I think our town gets 

higher by an inch each year.

NW: How has the industry 

changed since you’ve been in it?

Resnick: Merchandising, of 

course, has changed at differ-

ent periods through the years. 

We used to have the cash reg-

ister in the back of the store, 

and then we moved it up to 

the front to increase the flow. 

Over a period of years, you get 

different ideas and figure out 

what works and what does not. 

We are constantly merchandis-

ing and moving things around 

today, so you can imagine how 

many times that has happened 

over the years.  

Pricing has also changed 

over the years. Some of our 

products used to be 10 cents 

a piece!  But it’s all relative. 

Everything cost less during 

those times. I have a menu 

from my honeymoon I saved. 

I can hardly believe how 

cheap the prices were back 

then! The value of money 

is just altogether different 

today.

NW: What have been 

some of the biggest obstacles 

throughout the years, and how 

were you able to overcome 

those obstacles?

Resnick: The toughest 

times, as you can imag-

ine, were during the Great 

Depression when the stock 

market crashed and unemploy-

ment soared. We sold every-

thing we could, from men’s 

work clothes and ladies stock-

ings to a counter full of cos-

metics. During the Depression 

years, the government con-

tracted all hardware products 

to go to the production of war 

goods. For a while, the regular 

business market dried up, and 

the wholesalers got very little 

product. But we adjusted, trav-

eled into the city (New York 

City) to new markets, and 

picked anything up we could—

unfortunately at ridiculously 

high prices. Honestly, that’s 

just all part of it. Throughout 

the years different problems 

arise and you found a solution 

to push through.

NW: What is the most 

important lesson you have 

learned through your time as a 

hardware retailer? 

Resnick: During that 

period when there were short-

ages, we had to adjust. We 

focused on what we could 

sell and dipped into non-

traditional businesses that 

we thought we might be able 

sell. Even for a while we 

were selling linoleum because 

that’s what people wanted. 

It’s about adjusting and get-

ting the products that are in 

demand even if they don’t 

necessarily seem like “normal” 

hardware products. Think out-

side the box.

NW: You’re a fairly new 

Orgill customer, having 

switched over from your previ-

ous co-op two years ago. How 

is the relationship?

Resnick: We haven’t been 

with Orgill very long, but 

we’re already so happy with 

everything. We advertise 

that we have 60,000 plus 

SKUs available through the 

websites and set up our own 

website that connects to all 

of Orgill’s products. We love 

our sales representative. 

Orgill stays up-to-date with 

new products and services, 

which helps us stay progressive. 

They’re just on the ball and 

make things easier for all of 

the staff here.

NW: What advice do you 

have for independents trying 

to stay competitive in today’s 

market?

Resnick: The trick today, 

because of the competition 

with the big-box stores, is 

to have personalized service 

and helpful, knowledgeable 

people. It’s also important 

to stock unique merchandise 

that your competition doesn’t 

sell. The newest big-box 

store is only two miles away 

from us but we’ve estab-

lished a reputation with our 

customers that trumps the 

big box, and we offer prod-

ucts they don’t sell. We go 

the extra mile. We have spe-

cial order services and take 

care of whatever the cus-

tomer could possibly need.  

I’d also tell retailers to try 

new things. Don’t be afraid, 

and don’t get too worked up. 

Some ideas are good and some 

aren’t; push through and keep 

it fresh.

NW: What role do you see 

the independent playing the 

future?

Resnick: Well, I’m not 

a fortuneteller, but I know 

that things will inevitably 

change. I presume methods 

of selling could change with 

technology, and demands 

will change. All I know 

is that independents will 

always be there. You’ll find 

that in any retail business. 

People want good quality 

merchandize and that per-

sonal attention you can only 

get at the independents.

ON THE WEB

To view a full interview with Resnick on local TV show, 

“Bayonne Today,” visit www.youtube.com and type in 

“Al Resnick.” While you’re logged on, visit Resnick’s 

Hardware online at www.ResnicksHardware.com. 

http://www.youtube.com
http://www.ResnicksHardware.com
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