C

M

Y

CM

MY

CY CMY

K

March 2009

Home Goods Retailer

0903 HGR.indd 1

2009/03/09 3:21 PM

Luxuriously soft, beautiful and durable our genuine
leather is the perfect choice for every lifestyle. From
classic, casual to comfort in motion, get a spectacular
selection of style at the House of Motani.
Suites, sofas and chairs are also available in a
spectrum of exclusive designer fabrics.
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Abil’s problem child,
opportunities amidst the
crisis and a new foam
plant is born
Despite cutting 81 stores and reducing the headcount by 2103 people,
Ellerines’ trading results for the December quarter were lower than
the previous period, placing its holding company Abil under ongoing
pressure.
Yet the company remains upbeat about its problem child’s
performance for the rest of the year and is expecting sales to be as
much as ten per cent higher than in the 2008 year.
Ellerines’ competitor, JD Group is equally bullish about its latest
quarter trading results, saying that for its cyclical credit retail chains the
worst is over and business is showing signs of turning. But chairman
David Sussman’s re-election did not go so smoothly this time around,
as shareholder Public Investment Corporation abstained from voting.
Speaking of credit, the National Credit Regulator has reported
in increase in the level of debt stress among consumers, with the
percentage of good consumer records decreasing by just under one
per cent in the last quarter. Enquiries from consumers applying for
credit has also decreased, a clear sign that South Africans are not as
immune to the global credit crunch as we would like to think.
Despite the effects of the financial crisis on the world’s economy, the
German furniture industry sees this as an opportunity to increase the
status of home and furnishings. Read why in the special report on the
recent imm cologne furniture fair, which includes a trend check on the
latest furniture and accessories, materials and colours.
Good news for the bedding industry is the opening of a new foam
manufacturing plant by Nampak which, says managing director
Rob Francois, will soon become a major player in this sector. The full
article can be read in the Bedding feature.
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Newsline

Ellerines’ underperformance puts

Abil under pressure
While lending activities remain healthy
at African Bank Investment Limited (Abil),
it continues to face pressure from its
underperforming furniture retail unit
Ellerines, reports Fin24.com. Abil made
the statement in a trading update for the
three months to end-December 2008.
“During the quarter under review,
the contrasting performance of African
Bank and Ellerines clearly illustrates the
different stages of strategic development
of these two business units. African Bank
has achieved a strong operating result
and displayed greater resilience, while
Ellerines’ weaker operating model has
led to its short-term performance being
below expectation.”
The company is effectively divided into
two main operating divisions: African
Bank, which primarily provides unsecured
lending, and the Ellerines furniture retail
business, which the company bought
into in 2007. Abil bought the Ellerines
business in an attempt to develop closer
synergies between its lending activities
and consumer demand for credit in and

around furniture retailing.

Borrowings up
Group lending activities for African Bank
remained healthy. According to the
company, sales of new loans granted for
the quarter increased by 17 per cent to
R3 billion, compared to R2.6 billion in
the previous December quarter. Gross
advances increased by ten per cent to
R17.4 billion compared to R15.8 billion
previously.
While reporting solid growth, the
company cautioned: “The December
quarter is traditionally the strongest in
terms of sales volumes and therefore
results in a stronger annualised growth
rate in gross advances than can be
expected for the full financial year.”
The company said it has managed
to increase sales without increasing
average loan size (R6 900) and duration
(32 months). Despite this growth in sales
volumes, the bank has seen a marginal
improvement in its non-performing
loans (NPL) figure. NPLs declined to

26.1 per cent for the December quarter
in comparison to 26.4 per cent for the
September 2008 quarter.

Problem child
The retailing unit remains the problem
child for the group. Abil has undertaken
vast restructuring, cutting 81 stores and
reducing headcount by 2 103 people to
15 351.
Sales of merchandise for the quarter
to December 31 2008 were R1.4 billion in
comparison to the R1.85 billion reported
in the previous December quarter.
The corrective instituted by Abil action
appears to be taking effect. The company
said: “While consumer demand remains
subdued, sales for the remaining nine
months of the current financial year are
expected to be approximately ten per
cent higher than the comparable period
of the 2008 financial year.”
Abil also indicated that there had been
a slight increase in Ellerines’ retailing
margins, which could be seen as a
positive step.

Official December retail sales better than expected
but not sustainable
Data released in February by Statistics SA
showed that retail sales were better than
expected in December last year, but fell
2.2 per cent, the first annual contraction
in nine years and the worst since 1992,
when South Africa’s economy was
last in a recession. Compared with
December 2007, retail sales dipped
0.1 per cent in December 2008, after a
revised contraction of 4.4 per cent in
November. Sales of household furniture
and appliances dived 9.1 per cent in

4
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December, after a 10.1 per cent fall in
November.
The modest decline ahead of the
Christmas holidays was above consensus
forecasts for a steep fall of five per cent,
but many analysts say it is too soon to
predict a recovery in the sector and
believe the December improvement will
probably not be sustained into 2009,
as the threat of job losses continues to
dampen consumer confidence, despite
lower interest rates and inflation.

Consumer spending is only likely to
pick up in the second half of this year,
when falling interest rates start to ease
the debt burden on households, but
job losses could derail the expected
recovery.
According to Statistics SA, in the final
quarter of last year retail sales contracted
2.1 per cent compared with the same
period in 2007. Nominal sales, which do
not take inflation into account, rose 11.9
per cent.
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Newsline

PIC quizzes JD Group on

‘shock’ results

The JD Group is more confident that the
worst is over in its cyclical credit retail
chains, writes Business Report, after it
moved to rid poor paying customers
from its books and says its cyclical credit
retail business is turning around.
In January the group said its credit
division sales fell only marginally,
bearing out an earlier statement that
the cycle was improving for credit
retailers. Product sales for the four
months to January at JD Group’s credit
chains were down 1.4 per cent from a
year earlier and in the year to August,
sales fell 11.6 per cent to R5.2 billion.
At its annual results presentation in
November, executive chairman David
Sussman said the consumer cycle had
“got to the bottom” and there were
already “exciting” signs of recovery.
But at the group’s recent annual
general meeting the Public Investment
Corporation (PIC), which owns 11.4 per
cent of JD Group, abstained from voting
to re-elect Sussman, saying this went
against its governance code. Sussman
stood for re-election as chairman after
having had to retire from the board
in accordance with JD’s articles of
association, which require that one
third of the board retire at each annual
general meeting. However, directors
can stand for re-election and Sussman
was re-elected by 86 per cent despite
the “large abstention in terms of
governance issues”.
At the meeting, shareholder activist
Theo Botha quizzed Sussman on the
group’s eroding margins, saying that
the “traditional retail results are a bit of
a shock”.
Botha pointed out that in the
group’s 2007 annual report, JD Group
had indicated that traditional retail
margins would top ten per cent, and

they were 2.1 per cent at the end
of the past financial year. Cash retail
margins were targeted to be better
than seven per cent, but came in at
5.7 per cent, said Botha. In addition,
he said, financial service margins were
expected to exceed 35 per cent, but
were 20 per cent.
“Could you please explain – our
margins are seriously eroded and
yet we still continue to reward our
executive team, despite the fact that
these are the worst set of financial
(results) produced by this company in
the last four years,” Botha said.
Sussman responded that the
group had been affected by the
economic environment, but had
restructured in order to be profitable
in future. JD Group has separated
its financial services division so that
cross-subsidisation does not occur
between retail sales and financial
services, he continued. JD aimed
to achieve a 25 per cent return on
employed capital in the financial
services division, a ten per cent
return on revenue from its overseas
operations, a seven per cent return
on revenue from its cash retail outlets
such as Hi-Fi Corporation and a 12,5
per cent return on revenue from its
traditional retail outlets by 2011.
Previously, as the furniture market
had become more competitive,
retailers had looked to financial
services to increase income, which
led to inefficiencies, said Sussman.
“We knew when we separated the
company, we would highlight the
inefficiencies.”
However, he said there had been
progress in developing the company’s
new structure and the process had
now been centralised.

David Sussman – reelected by 86 per cent.
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Newsline

Toshiba notebook
wins Greenpeace
electronics survey

Greenpeace has ranked the Toshiba Portégé
R600 as a leading green notebook computer.
Greenpeace, an independent campaigning
organisation which uses non-violent
creative confrontation to expose global
environmental problems, has ranked
the lightweight Toshiba Portégé R600
as its winner in the notebook category

of its Green Electronics Survey
2008. According to the survey, which
evaluates the greenest electronic products
on the market, Toshiba appears ahead of
other manufacturers, scoring the highest
for avoiding hazardous chemicals in its
notebook.
“We are very proud that Toshiba’s work
to eliminate hazardous chemicals in our
laptops has been credited by Greenpeace,”
says Toshiba Computer Systems South
Africa and Africa marketing manager Reon
Coetzee. “Toshiba has a long-standing

sustainability policy and this award is
great testament to what we have already
achieved.”
The Portégé R600 is effectively reducing
the environmental impact by restricting
the use of lead, mercury and certain other
hazardous substances. An LED backlit
display, the latest CPUs (Central Processing
Unit), and the use of a SSD (Solid State
Drive) as a storage medium also results in
low energy consumption and long battery
life that further reduces its environmental
impact.

Philips collects 22 awards at iF design competition
Royal Philips Electronics has once again
performed extremely well in the annual
iF product design award competition,
winning 22 awards in seven categories.
The wealth and well-being company was
recognised with seven awards – more
than any other entrant – in the ‘health and
care’ category.
In the audio-video category Philips
picked up no fewer than ten awards.
Winning entries ranged from wireless

music systems to headphones, home
theatre systems and televisions. One of
the highlights was the Soundbar with
Ambisound technology (HTS8140), which
combines the player and front speakers in
a single unit, with a subwoofer to enhance
the bass effect. The Ambisound’s sleek and
elegant appearance has been intentionally
designed to complement flat TVs.
The iF product design award is
regarded as extremely prestigious and
its significance is acknowledged
throughout

the design world and beyond. More
than 20 internationally recognised jurors,
consisting of designers and entrepreneurs,
engage in critical discussion and
debate to select the winning products
from a total of 2808 competing entries
originating from 39 different countries.
Since its inauguration in 1953, the
iF design award has been an enduring
accolade for outstanding design.
Companies and design studios use the
iF seal as a visible symbol of product and
service quality.

The Philips Ambisound was one of the seven winners in the audio-video
category of the iF design award competition.
6
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Newsline

NCR reports slight deterioration
in
consumer credit records
Of 17.53 million credit-active consumers
in the third quarter of 2008, 59.5 per
cent had good credit records, according
to the National Credit Regulator (NCR)
in its quarterly report on credit bureau
statistics.
This percentage decreased from 60.4
per cent in the previous quarter (June
2008) and from 63.6 per cent in June
2007. This indicates that the level of debt
stress increased, with an increase of 0.9
per cent in the percentage of consumers
with impaired credit records since the last
quarter and an increase of 4.1 per cent
since June last year (the quarter ending
June 2007).
There were 124.66 million enquiries
made on consumer records in the third
quarter of 2008, representing an increase
of 13.1 per cent or 14.42 million from
the previous quarter and an increase
of 22.8 per cent or 23.13 million since
the quarter ending December 2007.
There has been a consistent increase in
enquiries on consumer records since
December 2007. The NCR cites various
reasons for the increase in enquiries,
including those made by credit providers

for risk management, marketing or
debt collection purposes.
Enquiries from consumers applying for
credit has decreased, with 12.81 million
enquiries in the December 2007 quarter,
12.75 million enquiries in the June 2008
quarter, and 12.41 million enquiries in the
September 2008 quarter.
Banks and retailers continued to be
the most frequent users of the consumer
credit information in the third quarter
of 2008, accounting for 32.7 and 32.9
per cent of all enquiries respectively.
While enquiries by banks decreased
by 6.1 per cent since the last quarter,
enquiries by retailers increased strongly,
with an increase of 44 per cent since the
last quarter.
In the third quarter of 2008 46 459 free
credit reports were issued to consumers
and 9 687 disputes on the accuracy of
the credit information were lodged by
consumers. A total of 254 140 free credit
reports have been issued to consumers
since the Act became effective on
1 June 2007, while 67 311 disputes have
been lodged by consumers over the
same period.

Subscription Form

Microsoft to open
branded retail stores
13 February 2009 at 06h00
US-based Microsoft Corp plans to
open its own chain of branded stores
as it looks to catch up with rival Apple
Inc’s successful move into retailing.
David Porter, a former DreamWorks
Animation executive, and Microsoft’s
new vice-president of retail stores
has yet to decide how many stores
to open, when, and which of its
products will be on sale.
The long-rumored move to open
stores comes as consumer spending
is under severe pressure owing to
the recession. Bruised by the poor
reception of its latest Vista operating
system, Microsoft is facing increased
competition from Apple, which is
eating into the personal computer
market and dominates the personal
digital music player market with its
iPod line.
Apple’s stylish stores, now
numbering more than 200 worldwide,
have been crucial in attracting
customers in recent years.

Please complete and fax to (011) 447 9838. For a digital subscription
form e-mail sameera@hgr.co.za or visit our website at www.hgr.co.za

11 issues of Home Goods Retailer for R219,00 (ZAR) including packaging and postage in South Africa

Name of Company: ___________________________________________________________________________________________
Nature of Business: ___________________________________________________________________________________________
Name of addressee: ______________________________________ Job Title: ___________________________________________
Postal Address: ______________________________________________________________________________________________
_________________________________________________________________________________ Postal Code: ______________
Telephone: _________________________________ Fax: __________________________________ Purchase Order No: ________
Website address: ____________________________ e-mail address: _________________________
You can pay by cheque or direct deposit:
Please post Cheque made out to Home Goods Retailer, to PO Box 41632, Craighall, 2024
For Direct Deposit: First National Bank, Rosebank Branch (253305), Acc no: 620 445 408 64
Please fax proof of payment to (011) 447 9326. The magazine will only be posted
once proof of payment has been received.

0903 HGR.indd 7

2009/03/09 3:23 PM

Home

Archive

Features

Contact

About HGR

Advertise

March 2009
Visit HGR’s new-look website www.hgr.co.za


Fresh, captivating design



Improved user-friendly navigation



Informative content:

Search …



Read the latest issue of HGR online



Browse previous issues



Preview upcoming features



View our rate card

Past Editions



Find speciﬁc information using the search facility



View upcoming industry events



Subscribe online

February 2009
DecemberJanuary 2009
November 2008
October 2008
September 2008
August 2008
July 2008
June 2008
May 2008
April 2008
March 2008
February 2008
January 2008
November 2007
October 2007

203 Melrose Place, Willowbrook Close ~ Melrose North ~ PO Box 41632 ~ Craighall 2024
Tel: (011) 447 9326, Fax: (011) 447 9838 ~ Email: info@hgr.co.za ~ www.hgr.co.za

0903 HGR.indd 8

2009/03/09 3:24 PM

Newsline

Franke withdraws

import subsidy challenge against China
Stainless steel kitchen sinks manufacturer
Franke Kitchen Systems, a subsidiary of the
Swiss-based Franke Group, has withdrawn
a countervailing measure application
against China – brought to counter unfair
subsidisation – supposedly because the
Chinese government threatened the future
success of its operations in the country if it
continued with the application.
Business Day reports that South African
manufacturing firms are already squeezed
by heavily subsidised imports from China,
and the situation is set to get worse as the
Chinese government increases payments
to its manufacturers to keep exports competitive in the global economic downturn.
Chinese state support for industry has
been notched up so aggressively that
the US has challenged China’s subsidy
programmes at the World Trade Organisation (WTO). South Africa compromised its
ability to probe dumping against China
severely by granting the country market
economy status two years ago.
The application by Franke was the first
countervailing application to be brought
against China by a developing country.
A countervailing measure is politically
sensitive as it brings under scrutiny a
country’s industrial policy, and could alert
other countries to potentially actionable
subsidisation .

International Trade Administration
Commission chief commissioner Siyabulela
Tsengiwe said China told South Africa of
its displeasure at the application. China’s
actions raise questions about its adherence
to fair trade obligations as a member of
the WTO, but the organisation’s hands are
tied in the absence of a complaint.
WTO spokesman Keith Rockwell says:
“Only members can initiate a case against
another member. The WTO or the DG
(director-general Pascal Lamy) has no
power of self-initiation. As to whether this
case means that the Chinese are not in
compliance with WTO rules, I don’t know,
and neither does anyone else because the
only way to know for sure is through the
dispute-settlement process.”
Franke’s initial bid was to bring an antidumping application after an import surge
saw China’s market share climb to 60 per
cent from zero three years before. Fearing
that its dumping complaint would fail, the
company also applied for countervailing
measures, alleging that the margin of
subsidisation for Chinese kitchen sinks was
as high as 47,7 per cent of the value of the
product.
Franke’s consultant, Jan Heukelman, told
Business Day the company had a strong
case. Franke listed 36 subsidies in ten
subsidy programmes from which Chinese

manufacturers benefited, claiming kitchen
sinks from China entered South Africa at
below the cost of stainless steel, the raw
material from which the sinks are made.
At the end of last year Franke suddenly
withdrew the application. Tsengiwe said
the withdrawal came after “enterprise to
enterprise engagement, facilitated by the
Chinese government”. Business Day learnt
that the Chinese government pressed
Franke in Switzerland to withdraw the
application to ensure the future of its
substantial business interests in China.
Approached for comment, the lawyer
of the Franke holding company in
Switzerland, Andreas Hauswirth, confirmed
the high-level discussions between Franke
and Chinese state officials, but said both
parties had agreed to keep the content of
the talks confidential.
Repeated attempts by Business
Day to obtain comment from China’s
trade attache in Pretoria, Wang Jing Bo,
were unsuccessful. Wang also refused
to comment on the status of subsidy
programmes in China.
The situation leaves local manufacturers vulnerable as China’s action undermines SA’s trade remedy tools, which
means manufacturers have no recourse
against unfair competition from Chinese
imports.

Acer South Africa comes on board as title
sponsor for Collegians Rugby
Acer South Africa is serving as the title
sponsor for Durban Collegians Rugby –
the country’s oldest rugby club – for the
2009 club rugby season. The sponsorship
is in line with Acer South Africa’s commitment to developing South African sports
and sportspeople.
Acer is also sponsoring four Sharks
players who are members of the
Collegians club. They are Francois Steyn
(the South African Acer Ambassador for
2009), Steven Sykes, Skipper Badenhorst
and Andries Strauss.
Says Graham Braum, country manager

at Acer South Africa: “Acer believes
passionately in the ability of sport to
empower communities and improve
people’s lives for the better, just as our
technology does. We are proud to partner
with a club such as Durban Collegians,
which has a deep commitment to people
and rugby development as well as a 102year history of success.
We look forward to sharing a successful season with this prestigious team
in 2009.”
Graham Braum –
empowering communities through sport.
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Newsline

Massmart achieves level five BBBEE rating
Massmart Holdings has achieved a level
five Broad Based Black Economic Empowerment (BBBEE) contributor status from
ratings agency Empowerdex, following a
comprehensive audit of the group’s BBBEE
performance. This means that Massmart’s
corporate customers can recognise 80 per
cent of the value of their purchases at the
group’s wholesale and retail chains in the
calculation of their own scorecards.
“We are extremely satisfied by this re-

sult, which was obtained with the participation of the majority of our top suppliers,
who made their verified BBBEE certificates
available to us,” says Massmart CEO Grant
Pattison. “Just as their performance has
helped our own scorecard, we can do the
same for our corporate customers. We
have been lobbying our suppliers consistently to get them to focus on BBBEE and
we are pleased that our persistence has
been rewarded.”

“Attaining a level five contributor
status is no mean feat for a company of
Massmart’s size with so many employees
says Empowerdex managing director
Lerato Ramotsa. “It is a testament to their
internal controls and social projects that
they were able to attain such a score.
Based on what we witnessed on site, we
are confident that they will be able to
surpass the level five status.”
Massmart had set out to achieve the
rating by June 2009, so it delivered on its
commitment a year earlier than expected.
The group aims to achieve a Level four
contributor status by June 2011.

Game presents Play units to 19 KZN crèches
KZN Education MEC Ina Cronje attended
the handover of two Game ‘Tools 2 Play’
units packed with educational toys at
the Mini Crèche and Day Care Centre in
Inanda, Durban in February. They were
among 20 units presented by Game Stores
to 19 educare centres in the Pinetown
and Umgungundlovu educational
districts between Durban and
Pietermaritzburg, to ensure that fun-filled
learning sessions become an everyday
occurrence for the more than 1000
children attending these crèches.
“Game is putting its money in the right
place,” says Cronje. “This is where you
can make a real impact.This initiative is a
long-term investment and is in line with
the education department’s strategy \ to
put more focus and more effort into our
foundation phase learners .”
Worth R300 000, the 20 units each
contain more than 60 educational
toys and games that focus on the
fundamentals of early childhood
development, from musical instruments
and skipping ropes to clock faces and
number dominoes. They are designed to
meet particular developmental needs,
for example, threading beads helps with
fine motor skills, puzzles teach problemsolving and ball catching facilitates
eye-hand co-ordination. Each unit also
contains R2 500 worth of Isizulu nonfiction and story books.
The units were assembled and
painted by Game staff as part of a team
building exercise at the annual company
conference in September last year.
“We know how important the early
years are in the development of a
10
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KZN Education MEC Ina Cronje (right) has some fun with the children of the Mini Crèche and
Day Care Centre in Inanda, Durban at the handover of two Tools 2 Play units by Game. With
Cronje is Game managing director Jan Potgieter (left) and Niranjan Bridglall, director of early
childhood development for the Department of Education.
child,” says Game managing director
Jan Potgieter. “These disadvantaged
youngsters deserve to be given the best
possible grounding for their education, as
this will pave the way for a brighter future
for them.
“This is a pilot project conducted
in partnership with READ and the
Department of Education, which will
monitor the impact of the Tools 2 Play
units over time. If they are as successful as
we expect, we will consider extending the
programme to other schools.”
More than 100 Game employees,
including the company’s management
team, travelled in 4x4 vehicles to present
the units to the 19 schools and spend
time interacting and playing with the
children who were using the toys for the
first time.

The 19 crèches were selected by the
KZN Department of Education’s early
childhood development (ECD) section.
One of these, the Mini Crèche and Day
Care Centre in Inanda, will receive two
units because of the large numbers of
children enrolled.
Niranjan Bridglall, director of ECD
for the department, said that the
Game initiative would alleviate one of
the biggest problems facing the early
childhood development centres, that of
providing sufficient resources.
“The variety and quality of the
educational toys and games that Game
is providing means that the crèches are
benefiting from teaching aids that the
best schools can afford. This is a huge
advantage for the children, all of whom
come from poor communities.”
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Newsline
Retailers in no rush to reopen in Zim
South African retailers have adopted a wait-and-see approach
regarding their assets in Zimbabwe, Business Days reports several
companies as saying.
Despite Zimbabwean opposition leader Morgan Tsvangirai
joining the government of national unity and the government
changing policy to allow businesses to charge in foreign
currencies, local retailers are not leaping to be the first back into
the country that was once known as Africa’s bread basket.
A retail analyst said South African businesses were waiting to
see whether the latest development would herald real change
before returning. South African businesses wrote off their
Zimbabwean investments some time ago and do not account
for any earnings from the country, which has the world’s highest
inflation. The country is also in the middle of a humanitarian crisis.
The analyst said Zimbabwe would have to receive US President
Barak Obama’s “seal of approval” before companies expressed an
interest in moving back into the country. He said aid from the
US and Europe would be required to provide Zimbabweans with
sufficient spending power to create a market.
Massmart group corporate affairs executive Brian Leroni said
the company was “cautiously optimistic about the renewed
potential for a lasting political settlement in Zimbabwe”, but it
did not see its policy towards its assets there changing in the
short term.
Massmart effectively held in an 85 per cent interest in Makro
Zimbabwe, but this had been written off and did not contribute
any profit or dividends. The group has two stores in Zimbabwe.
Two years ago, CEO Grant Pattison said Massmart would retain
its stake for as long as possible to enable it to “keep the door
open”. In 2007 he said the business, although worth nothing
in South African currency, was sustainable in Zimbabwean
terms and the balance of the subsidiary was held by a
Zimbabwean investor.

List your company on Homemakersonline
HOMEMAKERSonline has launched a new and innovative website
www.homemakersonline.co.za, aimed at keeping homeowners
up-to-date with the latest in home improvement. Relevant
articles and ideas are published regularly and provide each
visitor to the site with information, inspiration and insight into
the world of home improvement.
Additionally, the comprehensive HOMEMAKERSonline
directory allows users to find exactly what they need through
searching by category and/or region using a keyword/s. The
blog and forum allows readers to interact and discuss home
improvement topics of interest, while the news and ideas
section provides the latest news and ideas relating to the home
improvement industry.
Companies wishing to list their products and services on the
site can contact Sandy Morris of HOMEMAKERS on 086 111 4663,
or sign up via the register link in the right-hand corner of the
home page. Companies that sign in receive a free listing and can
also purchase various banner advertising packages.
HOMEMAKERSonline is a member of the Online Publishers
Association (OPA) of South Africa and as such, is constantly
monitored and the figures reported verified via OPA, giving
both advertisers and consumers peace of mind when
comparing statistics.
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CEA Recruitment
CONSUMER ELECTRONICS & APPLIANCES
We invite candidates interested in the
positions listed below or looking for a career move
to submit their CV in condence.

MARKETING MANAGERS, PRODUCT/
BRAND MANAGERS, MARKETING CO-ORDINATORS
•

Diploma/degree in marketing

•

Must have relevant proven experience

•

Understanding of marketing, advertising and
media related functions

•

Candidates must be articulate, analytical and have
strong presentation skills

•

Consumer electronics industry experience an
advantage

SALES MANAGERS, REGIONAL MANAGERS,
KEY ACCOUNTS, SALES REPRESENTATIVES
•

Relevant sales and marketing
experience/qualication

•

Successful sales background

•

Customer orientated

•

Industry experience an advantage

•

Strong negotiation and communication skills

•

Must be able to identify new business
opportunities and expand on customer base

•

Product knowledge training

•

Good administration, planning and
organisational skills

•

Computer literacy (MS Ofce, email and Internet)

ADMINISTRATIVE POSITIONS
PA’s / Secretaries
Ofce/Sales Administrators
Credit Controllers
Debtors Clerks
Shipping Clerks
Warehouse/Stock Controllers
Enquiries:
Cherry Swanson
Cell: 082 780 7976
Tel: (011) 463 1177, Fax: 086 501 5059
e-mail: cearecruit@mweb.co.za
PO Box 71876 Bryanston 2021
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Special Report

imm cologne has industry
optimistic about the future
Concentrated business at a high level delivered a positive
overall outcome at imm cologne 2009, widely acknowledged as
the driving force behind the trends for international living and
home life. Around 100 000 visitors came to find out what 1057
companies from 49 countries had to offer. This was a slight fall
in visitor numbers, explained by the globally tense economic
situation. There were significant falls in particular in the numbers
of visitors from the states of the so-called growth markets. The
trade fair recorded a distinctly smaller decrease among visitors
from the EU.
Despite the financial crisis and its current effects on the
economy, the German furniture industry sees an opportunity to
increase the status of homes and furnishings in these difficult
times. According to trends researchers, whenever people feel
extremely insecure, their own home and the sense of security
and safety connected with their own four walls assume a
higher status. Only the furniture industry can satisfy this feeling
now, and thereby bring furniture higher up the ranking list of
personal desires. In addition, furniture as a valuable and life-long
consumer item represents a long-lasting and reliable investment.
For all product offerings, the trend is clearly shifting away
from low-budget products, researchers say, in favour of quality
furniture of premium materials, solid craftsmanship and pleasing
design, which may even extend to the curious or eccentric.
For any variety, there are always furniture and accessories that
embody the pulse of the times particularly well.

12
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Trend check
•

•

•

•

•

The merging of living areas, previously familiar from the
“cooking-eating-living” theme, is now moving into the
bedroom and bathroom areas.
The styling of the upholstered furnishings is becoming more
feminine overall. Rounded shapes confirm the desire of
people for inviting cosiness.
White remains a mega-colour. Baroque ornamentation as
design in upholstery materials is the trend-setter for the
coming season.
Men are discovering the theme of “House and Home” for
themselves. Furnishings with technical refinements are highly
desirable to them.
Eco-friendly furniture is also in demand in all sectors.
Renewable raw materials and the possibility of recycling the
materials used are important purchase criteria for a growing
number of consumers.

Home Goods Retailer – March 2009
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Special Report

imm cologne trend check
Furniture and
accessories
•

Multifunctional systems with refined details and
combination solutions
Shelving with completely new variations – the fierce
comeback of a classic

•

•

Cosy, plush sofas in dramatic, attention-grabbing colour
designs

•

Combinations of sideboards, high boards and low boards as
replacement for the conventional wall unit

•

Diversity of combinations for upholstery and sofa elements

•

Diversity of combinations for upholstery and sofa elements

•

Lounge chairs and relaxers of all types and shapes, for indoor
and outdoor use

Home Goods Retailer – March 2009
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Special Report

imm cologne trend c

14

•

Garden furniture with a homely character

•

Home entertainment and multimedia furniture for a thrilling
at-home entertainment experience

•

Elegant fireplaces and fire boxes in laptop format

•

Classics from the 1980s in
chrome and black

•

Organic forms – bubble design

•

Natural home life, with proper sleeping arrangements and
well thought-out sleep systems

|
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Unusual colour palettes for
tables and chairs
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Special Report

d check (continued)
Materials and colours
•
•
•
•

Dark walnut combined with glass and stainless steel
Fine woods like walnut, oak and cherry
Structured, baroque materials with effect materials
Traditional black/white for covering materials, freshly
combined with bold colours
Sustainability and ecology: innovative raw materials,
recycled materials and recyclable cover materials

•

•

Robust red, blue and violet tones for seating furniture and for
sharp accents

•

The “whites” megatrend for cover materials and surfaces of
cupboard designs

•

Upholstered couches of all varieties – from pink to violet
and indigo

Home Goods Retailer – March 2009
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NIGHT-TIME RENEWAL FOR BODY AND MIND™
Where do you go when you go to bed? Do you go to a place where you can find both rest for
your body and peace for your mind? A place where the pressures of the day seem to just melt
away? Or is it just a bed? Because, if it is just a bed, we’d like to suggest another destination.
At TEMPUR we don’t simply bring you a bed to sleep on - we believe a bed should do more.
We bring you the promise of Night-time Renewal for body and mind™. It’s like no other bed
you have ever experienced.

Jhb: Addlife, DisChem, Hirschs, Masons, Simply Linen, The Back Shop, The Bed Store Cape: Bed King, DisChem, Kloppers, Tafelberg Furnishers, Wellness Warehouse
Dbn: DisChem, Fit For Bed, Hirchs, The Bed Store Other: Multirama (Polokwane), Woodenways (Bethal)
For more information and trade enquiries contact Pharmaline on 0861 60-60-60
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Want to know the secret
behind Sealy’s amazing success?

It’s in our nature.
It’s in our nature at Sealy to be constantly searching for new fabrics

several sectors. Once again Sealy has led the way for others to try

and technologies that will enhance the quality of our bed sets. It’s

and follow.

the reason behind the revolutionary Sealy Posturepedic® mattress,
developed in cooperation with leading American orthopaedic

Don’t Stress

surgeons. It’s the motivation behind the ‘Do-Not-Turn’ mattress that
has changed the way we all look at mattress care. And it’s the thinking

While a lot of our energy goes into

that has now brought Bamboo and Aloe Vera into our bedrooms.

the technology of a Sealy, we also
spend a lot of time and money in

Nature’s Answer

promoting our brand and rewarding
our customers. Take our up-coming

For thousands of years nature has provided us with the ingredients

Stress Less promotion, for example. From March to May Sealy will

to a better night’s sleep. It took the science of Sealy, however, to

be running a bold campaign on TV and in store to promote Sealy

harness them and build them into our beds. Thanks to our new

sales. It’s called the Sealy Stress Less promotion and it fits right in with

range of luxurious fabrics made with Bamboo or Aloe Vera our beds

Sealy’s health benefits.

are even more bacteria, mould and mite resistant, and far more
allergy friendly.

With great product innovations that come hot on each other’s heals,
and with exciting advertising and promotions, it’s no wonder Sealy

Thanks to these natural wonders Sealy mattresses have been in

remains the world’s number one selling bed. It’s in our nature to

greater demand than ever, with record sales being recorded across

stay ahead.

Healthy Sleep. Healthy Life.
14819

0903 HGR.indd 17

2009/03/09 3:25 PM

Bedding

Nampak opens new

foam manufacturing plant

Rob Francois, managing director of
Nampak Foam.
The opening of a new foam manufacturing facility at Nampak’s Industria West site
in Gauteng spells certain good news for
bedding and furniture manufacturers and
suppliers. Operating under the Nampak
Flexibles division, Nampak Foam will produce expanded polyethylene (EPE) foam,
used as protective wrapping and padding
on bed mattresses and bases, protective
and insulated layers, edgings and corner
pieces on bedding.
Nampak Foam managing director
Rob Francois says the facility will initially
focus on the extensive business base
that already exists in the bedding and
packaging sector, but plans are in place
to later target other industries such as
building, construction, agriculture and
automotive.
“Currently we have a team of ten
working in the plant, but intend
expanding this number to 35 within a year
of trading and hope to reach 60 by the
time we reach full capacity,” he says.
With only a two per cent water
absorption rate owing to its closed cell
structure, excellent recovery, together
with its resistance to most acids and
chemicals, EPE foam is the perfect
18
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The team at Nampak Foam: (back, from left) Michael Quinn (electrical and maintenance),
Vusimuzi Mthembu (assistant extrusion operator), Edward Mashana (conversion),
Christine Ford (national sales manager), Hopewell Hlophe (production manager) and
Phumelela Malaza (HR graduate trainee), (middle) Sheryle Haines (internal sales coordinator)
and Yvette Tiedt (supply chain coordinator), (front) Carlos Makhunga (extruder operator),
Sibufifo Nxumalo (assistant extrusion operator), Siyabonga Mkwanyame (assistant),
Ronald Govender (QC risk control foreman) and Busi Mbeje (assistant).
bedding insulator. It is extruded in a
variety of densities, thicknesses and
colours using polythene as a base
material. The final product is recyclable,
although Francois points out that the
foam’s specially engineered long lifespan
for bedding applications means there is
not much need for recycling.
“However, off cuts from the manufacturing process will be recycled and in the
future we’ll implement a system for other
applications to be collected, recycled and
reused as well,” he adds.
Nampak Foam uses two tandem
extrusion lines to produce widths of
foam up to two meters wide and will be
producing a range of profiles. A laminating
machine will be used to laminate foam to
foam or other substrates to foam. Other
equipment includes a slitter-rewinder,
perforator, table saw, sheeter, threeside bag sealer, and a reclaim unit for
granulating the foam back to polyethylene
pellets for re-use.

Extruded polyethylene foam sheeting is
guided through rollers.

Home Goods Retailer – March 2009
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Bedding

Rolls of extruded polyethylene are cured.

Applying EPE pad to a spring unit.

Applying EPE base pad.

To meet Nampak’s own, as well as the
industry’s stringent safety standards, the
plant has invested extensively in ensuring
a healthy and safe working environment
and has installed a modern ventilation,

humidification, gas detection system and
fire control equipment.
Francois says response to the project has
been extremely positive. “Customers are
pleased to see another participant entering

the market, especially one that has the
backing of a large company such as Nampak.
Competition is always good in any industry
and we are conﬁdent that Nampak Foam will
soon become a major player in this arena.”
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Did you know that nearly one third of your life will be

No bed does the job better than an Edblo! For more

spent sleeping? It makes sense, then, to make sure the

than 80 years Edblo has been giving South Africans the

bed you sleep on will not only help you sleep more

sort of quality rest they need. So if you aren’t already

soundly, but will be with you for a long, long time,

sleeping on an Edblo, don’t you think it’s about time

keeping you in comfort whatever your size or your age.

you did? It’s your bed for life.

14820
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CLIMATE CONTROL™
DUAL GRID
•

The front grid allows for easy breathing.

•

Perfect ventilation.

•

The back grid ﬁlters out contamination and
unwanted bugs that try to enter your mattress.

•

No other mattress has these multiple features.
You will ﬁnd it only in a Contour Mattress.

•

Beware of imitations.

Royal 12 Crown
Climate Control
with Maxi Koil
Spring System™

Contour-Flex™ 100kg
with 220 laminated
Feelo Foam Core

Mediflex™ 130kg
with 260 laminated
Feelo Foam Core

C O N T O U R

We don’t say we make the best mattress,
our customers do ™
Contour Bedding Pty (Ltd)
Tel: +27 11 342 1190/91 • Fax: +27 11 945 4026 • e-mail: info@conbed.com
399–406 Jesmond Avenue, Nanceﬁeld Industrial Sites, Johannesburg, 2135, Gauteng
C O N T O U R
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Market Review

Bedsets

Outlook for 2009 remains positive
The value development is in itself
a minor contradiction, however. The
growth is based on price increases
filtering through the market and not an
up-trading of purchases. For example,
the development of bed sizes (king,

that of a slow down on the unit side until
the fourth quarter. On the value side the
trend is more positive as the recovery
already started in October and reached a
Christmas high point of over R220 million
in December.
GfK Retail and Technology

2/2009

TSC
Sales Ths. Units, Mio. Sales Value ZAR
DEC07 - DEC08
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Last year was widely
viewed as “lacklustre” for
the bedding industry as a
whole and furniture retail
in particular. While the
average consensus in the
market is that consumers
cut discretionary spending
over the year, this cannot
be directly applied to
the bedding industry,
and it might even be an
unintended positive side
effect that, expecting
a tough year in 2009,
consumers shied away
from expensive purchases
(cars, tourism, houses), and
instead invested in more
affordable necessities.
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Nonetheless one should not underestimate that South Africa, while not in
recession, is extremely close to one and
three of the country’s major industries
(retail, mining and automotive) have
been under pressure for quite some time.
On the positive side falling petrol
prices and a minor cut in interest rates
put more money into consumers’
pockets, but it is unlikely that the boom
retail seasons of past years will return
in the short term, as consumers are still
edgy about international developments,
price increases and the local spectre of
retrenchments.

GfK Retail and Technology
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TOTAL STORE CO.
Sales Units %
DEC07 - DEC08

BEDS
DEC07 JAN08 FEB08 MAR08 APR08 MAY08 JUN08 JUL08 AUG08 SEP08 OCT08 NOV08 DEC08
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23
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8
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6

4

Base Sets
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How do all these variables
impact retail sales of beds?
Most of the year sales oscillated around
60 000 units per month within the
furniture trade. The overall trend was
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Market Review

queen, double) is very stable. The most
interesting bed size (queen) gained
market share, starting from 31 per cent
in units in July 2008 to 34 per cent at the
end of the year. A similar trend can be
observed on the value side. If compared
to the development of price bands over
the same time frame it becomes clear
that turnover growth of the higher price
bands is far stronger than the changes
in mattress sizes. Considering that brand
market share of supplier did not fluctuate
significantly is becomes clear the value
increases largely represent inflation.
Another interesting development
which affected the pricing of beds was
changes in bundle sales. In 2007 almost
35 per cent of all the sales were either
individual bases or mattresses; combined
base sets contributed only 62 per cent of
the volume.
At the end of 2008 the market had
changed to the more expensive base
sets which generated 79 per cent of the
volume. Obviously this change affected
the average prices generated, but it also
indicated a change in the consumer
mindset towards more price consciousness. Retailers focusing on base sets profited from this trend of complete offers,

for 2009. It seems that the stronger than
expected Christmas period will be sustainable and provide the road to recovery
for the bedding industry and the furniture trade, not only in value, but also in
units sales.

allowing them to increase the turnover
under stable to negative unit sales.
Taking into account the previously
mentioned increases in the queen segment, as well as the positive development
of base sets allow for a positive outlook
GfK Retail and Technology
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TOTAL STORE CO.
Sales Units %, Sales Value %
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Sales Units %, Sales Value %
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BEDS

Sales Units %

Sales Value %
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1

This market review is provided by
market research organisation GfK,
which tracks the sales of consumer
durables through monthly retail
audits done on model level. The audit is carried out across all relevant
channels of distribution. In South
Africa GfK currently tracks and
reports on 45 product categories
within the consumer electronic,
domestic appliances, telecoms,
IT, gaming and sports markets.
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Domestic Heating

De’Longhi,

looking forward to winter

24

De’Longhi Ceramic Heater, DCH 2030
• Elegant design
• Adjustable room thermostat
• Two power settings (1800 or 900 watt)
• Summer ventilation
• Pilot light

De’Longhi Fan Heater, HVK 1030
• Two heat settings (1000 and 2000 watt)
• Automatic, adjustable room thermostat
• Anti-frost feature
• Summer ventilation

De’Longhi Blueflame Gas Heater, SBF
• Infra-red gas heater
• Maximum heating power, 4200 watts
• Double safety system to interrupt gas
flow in case of flame failure
• Metal back cover safety feature
• Adjustable thermostat
• Vanished steel cabinet with castors

De’Longhi will take the chill out of a cool
evening or heat up a cold night.
After a hot summer with extensive
rains, as well as a bitter northern
hemisphere winter, the country prepares
for a cold winter. De’Longhi is ready for
another bumper sales season, despite the
energy crisis. ‘With a higher demand for
appliances that are more energy efficient,
such as gas heaters and oil filled radiators,
De’Longhi is looking forward to once
again exceeding sales expectations and
budgets.’ says De’Longhi’s Stuart Burke.
De’Longhi, South Africa’s best loved
heating brand, has a wide range of
heating appliances to fit all needs,
including oil filled radiators, bathroom
heaters, ceramic, fan, convection and gas
heaters. The brand enjoys huge loyalty
from consumers, forged over many
years of customer satisfaction in design,
performance and quality. Citing the
brand’s ongoing successful development
of Italian styled, energy efficient oil filled

radiators, Burke says these products
offer state-of-the-art features, such as
electronic climate control technology
that senses, maintains and displays
room temperature. Just set the desired
comfort level and the intelligent control
will electronically adjust the heat output
accordingly. Another De’Longhi energy
saving feature is the instant heat system.
‘Activated by a single switch, it creates
comfortable conditions in any room in the
shortest possible time.’ Burke explains.
The De’Longhi Sicura System in
electric heaters ensures that, should
the appliance tip over, it will shut off
automatically, while simultaneously
emitting a sound alarm. De’Longhi
ceramic heaters are equipped with a selfregulating ceramic element that absorbs
power according to room temperature,
thereby combining high energy
efficiency with safety, since ceramic
elements do not overheat. The De’Longhi
gas heaters are equipped with large

metal back covers for maximum safety
and reliability. All gas units comply with
European safety standards. De’Longhi gas
heaters have an exclusive double safety
system that immediately interrupts the
flow of gas in the event of flame failure,
or if the percentage of carbon dioxide in
the air exceeds 1.5 per cent.
De’Longhi products use advanced
technology to manufacture to the highest
possible quality standards. De’Longhi
are meticulously designed to deliver
maximum efficiency, at the lowest cost, to
transform practical everyday objects into
stylish accessories.
For more information about De’Longhi
appliances, phone 011 474 0153.

|
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De'Longhi, a world leader in the portable heating, offers innovative
products, conceived with avant-garde criteria and created for maximum
efficiency. De'Longhi transforms practical, everyday objects into stylish
design accessories.

De'Longhi Retro Range
New to the De'Longhi range of heaters are the Retro fan heater and the
Retro convector heater. Styled with attractive 50's design, each will
become a fashion icon. The Retro metal fan heater has a 2kW output,
adjustable thermostat, 3-way positioning, safety thermostat cut-out and
cool air facility for summer use. The Retro convector heater features 2kW
output, 2 heat settings, adjustable thermostat and overheat safety feature.
De'Longhi appliances are sold and serviced by Kenwood Appliances.
For more information, phone 011 474 0153.
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Domestic Heating

UNIQUE FLOOR HEATING –
wishing you a warm welcome!!!
COLDBUSTER® Floor Heating is the smartest and
safest heating system around! It is clean, healthy,
safe, efficient, responsive, completely invisible and
can be installed directly under any type of flooring –
tiles, carpet and even wooden or laminated
flooring. With its unique 1mm thin heating element,
COLDBUSTER® Floor Heating is suitable for both new
builds and retro-fitting existing homes and offices.

COLDBUSTER floor tile heating
http://www.coldbuster.co.za/
Coldbuster tile heating kits are suited for installation on concrete
as well as suspended timber subfloors under most hard surfaces
including: ceramic tiles, slate, porcelain, limestone, marble, terracotta,
wood, laminate, vinyl & stone. Kit sizes for DIY from 285W to 1500W.
Available from Builder’s Warehouses and selected stores.

COLDBUSTER wood floor heating
Coldbuster wood floor heating is different from the tile heating in the
following respects:
Because wooden floors have an upper temperature limit (normally
27°C), the heating system must be controlled in such a way that
temperatures are kept below this limit. This is achieved by keeping the
power density down to 115 W/m² and by measuring and limiting the
temperature underneath the floor by means of temperature probes.
Coldbuster wood heating is unique since it gets installed on top
of the insulation layer directly underneath the wood / laminate.
The advantage is that it loses less heat into the floor and that the
floor, and consequently the room, warms up much faster than with
conventional floor heating, where the heating is installed in the
screed layer underneath the insulation.
A secondary advantage is that the installation is cleaner and can be
performed during the installation of the laminated floor.
Coldbuster wood floor heating was developed based on SANS
(SABS) recommendations, in conjunction with the SA Wood and
laminate Flooring Association.

Controls
There are a number of different types of thermostats available, to
allow you to select the correct thermostat for your personal comfort.

RugBuddy – small carpet heater for loose rugs

heating system that turns area rugs into “invisible” heaters, letting you
stay warm and keeping your sense of style. There are 2 standard sizes
which fit most rugs. Many other sizes are available to fit any carpet
through Speedheat Franchises.

Heated FootMat
The COLDBUSTER® FootMat™ is intended to warm your feet while you
keep a cool head. It uses less energy than an average light bulb. You
can save on electricity by using the FootMat™ and turning your room
heating down or even off (size 600mm × 400mm).
The mat is equipped with an over-temperature protection device. If
the mat gets too hot, this device will interrupt the current. When you
allow the mat to cool down, it will reset.

PROHEAT floor heating
• Tile heating – http://www.ctm.co.za/tg_proheat.htm
• Wood heating – http://www.ctm.co.za/ww_proheat.htm
Under floor heating that warms the heart of your home. PROHEAT
underfloor tile heating systems radiate heat naturally from the floor
and evenly throughout the entire room. Similar to the Coldbuster Tile
and Laminate heating, ProHeat was manufactured specifically for CTM
and will soon be available countrywide in most CTM outlets.

Manufactured by Klimax Manufacturing
Klimax Manufacturing Ltd. is based in South Africa and is one of the
largest manufacturers of floor heating products in the world. The
patented G4 elements used in all systems are their specialty!
Klimax products are tested by accredited laboratories according
to both international (IEC & UL) and local standards (SABS). All Klimax
products exceed SABS safety requirements. Klimax has ISO 9001:2000
certification and is committed to honouring its product warranties.
Klimax exports it’s products to Australia, the UK, Euro countries as well
as to the USA.

Like an electric blanket for your floor, RugBuddy™ is an innovative
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Shoprite Holdings selects

Epson inkjet for POS printing
Shoprite Holdings, which oversees furniture brands such as OK Furniture, House &
Home and OK Power Express, (known as
the Shoprite Furniture Group) has refreshed
its point of sale (POS) printing solutions
with Epson inkjet POS technology.
“We urgently needed to refresh our
ageing POS printer fleet, which management saw an opportunity to invest in upto-date technology that would ensure investment protection well into the future,”
says Shoprite furniture division divisional
system support manager Terry van der
Bank. “We wanted to be able to provide
clear and easy-to-read receipts to our
customers, which can be used as proof-ofpurchase for warranty purposes. Because
many of our products carry warranties that
are longer than one year, these receipts
had to be long-lasting and not fade or
distort after just a few months.”
According to Epson business development manager Hugh Davies, this requirement alone posed a unique challenge for
Epson to fulfil. “Shoprite’s legacy fleet of
POS printers utilised dot-matrix printing
technology to print receipts on preprinted stationery, which is not very cost
effective. So we evaluated a number of
possible options for the company, including both thermal and impact POS printing
solutions.
“Thermal printing, although fast and
cost-efficient, does not provide the receipt
longevity that Shoprite required for
warranty purposes, as prolonged exposure
to light or heat could cause prints to fade
and distort very easily. Similarly, although
impact POS printers would provide receipt
longevity, speed and running costs were
a concern.”
The alternative that best suited the
high-volume retail application – giving
a good balance of print quality and
longevity at an attractive price point – was
to implement Epson TM-J2000 Inkjet POS
printers. Epson’s inkjet POS printers utilise
technology that is vastly different from
desktop inkjet offerings and are designed
to cost-effectively print receipts that have
a very good longevity.
“The cost of ink is lower than conven-

tional inkjets, the ink tank yield is much
higher and the printers utilise bond
receipt paper, which costs about a quarter
the cost of thermal paper,” says Davies.
Other advantages of Epson Inkjet POS
printers are that there is the option of
printing in two colours (black and red,
black and green or black and blue), which
has the benefit of turning the receipt into
a marketing tool.
“The printers are four times faster
than impact technology and are very
quiet when printing (an important
consideration in a noisy retail
environment),” he adds.
The initial pilot site for the Epson inkjet
POS printer rollout took place in May 2008
at the House & Home store in Modderfontein, Johannesburg’s new Greenstone
Mall. Based on the pilot’s success, Shoprite Holdings has rolled out 600 Epson
TM-J2000 inkjet POS printers across its
network of stores, and has subsequently
installed an additional 400 printers, bringing the total fleet to 1000 Epson inkjet
POS printers.
“The TM-J2000 has proved to be a huge
success story for OK Furniture/House &
Home,” says van der Bank. “The queues at
payment counters during busy periods
have been reduced owing to the speed of
the printers. The users have also found the
printers easy to use.
“Ink consumption has proven to be a lot
lower than what was originally anticipated
and we have experienced an additional
cost saving, as the printers have effectively
replaced two different devices (a receipt
printer and a voucher printer).”
For Epson, this has been a very important project as Davies points out it is the
first large installation of inkjet POS printers
in South Africa. “These printers are used
extensively in Europe (with customers
such as Barclays Bank, the UK Post Office &
the Norwegian Postal Service). Although a
relatively new technology in South Africa,
inkjet POS printing provides a number of
benefits, including reduced running costs
(ink and paper), better quality printouts
and the speed that high-volume retail outfits require at the till point.”

Epson’s inkjet POS printers are designed to
cost-effectively print receipts that have a
very good longevity.

Shoprite’s House & Home store in
Modderfontein, Johannesburg was the pilot
site for the Epson inkjet POS printer rollout.
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POIs galore – Garmap Africa Series 2009 launched
Garmap’s latest major update of its
Garmap Africa Series map data, version
2009, provides users with over 756 000km
of data across nine countries in Southern
Africa, with an additional 184 000km of
total map data in countries that include
Kenya, Tanzania, Uganda, Mauritius, and
for the first time, Nigeria.
“Updating points of interest (POIs) has
been a huge priority for us in this release,”
says Andrew McHenry, head of mobile
and content for Avnic Trading, official
distributor for Garmap in South Africa. “To
date, we have over 193 000 POIs, which
is an increase of 21 per cent over the
previous version of the maps, and we’re
growing this list regularly. We’ve also
updated a lot of the road safety data to
include new construction-related speed
limits, traffic cameras and road hazards.
“Apart from the usual POI data users
would expect to see in mapping data,
such as hotels, restaurants and petrol
stations, we also have more than 4400
points of interest in over 60 national parks
in Southern Africa. In some parks, like the

popular Kruger National Park, we have
nearly 1000 POIs, including watering holes and rest.”
The maps also include a
growing list of almost 300 WiFi
HotSpots around the country,
which is particularly beneficial
to tourists, holiday makers and
mobile executives alike.
The Garmap DVD (which is
compatible with PCs and Macs) includes
all seven of Garmap’s products, including:
• Southern Africa Streetmaps 2009,
Digital Elevation Model
• Southern Africa Streetmaps
(Topographical & Recreational)
• Southern Africa Streetmaps 2009
• South Africa Waterways
• East Africa Street Maps
• Indian Ocean Islands Streetmaps:
Mauritius
• Nigeria Streetmaps (Topographical &
Recreation)
Users will be able to purchase an unlock
key and activate the specific map they
require, making it an easy and affordable

Almost one million
kilometres of total map
data across 14 countries is contained in the
latest Garmap Africa Series version 2009.
way to upgrade the map data they will be
using with their navigation products.
“To accommodate users who purchased
Garmin navigation products shortly before
the launch of this updated map data, any
purchases made after April 2008 will be
eligible for a free upgrade to the latest
equivalent version of the maps that are
already loaded on the product,” McHenry
adds. “This ensures that these users will
have access to the latest mapping data
without having to spend any more money
on their navigation products.”

HGR is going ‘green’

Whether your company is in furniture, flooring, appliances or consumer electronics, if your product
is not eco-friendly it’s not going to impress the increasingly environmentally conscious consumer.
Join HGR in July as we showcase manufacturers’ ‘green’ offerings across the product spectrum and
examine the contributions made by specific companies to ensure a healthier planet.

Home Goods Retailer
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July 2009
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Not participating in this feature raises the question – how ‘green’ is your company really?
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New 3G Aspire One units arrive
from Tarsus
Tarsus Technologies has announced a host
of interesting upgrades to Acer’s Aspire
One, the netbook range that’s taken the
market by storm.
The upgrades comprise the addition of
an integrated 3G modem to certain of the
Windows XP-laden models in the range,
an increase in hard disk storage capacity
to 160GB (while flash storage stays at 8GB)
and the introduction of two new colours,
namely coral pink and diamond black.
Tarsus Acer business unit manager Traci
Maynard says that her team is looking
forward to the arrival of the new Aspire
One models, since the range has been
massively popular with clients of every
size, in every sector of the market since
its launch a few months ago. “We’re
particularly excited about the availability
of a model with integrated 3G,” Maynard
says, “since the vast majority of current

Aspire One users find that using an
external peripheral that accomplishes the
same task is cumbersome.
“With an integrated module, all of that
hassle is removed, and users can connect
to the Internet or their VPN whenever
they need. It extends the usability of the
netbook substantially.”
Maynard says that the addition of the
3G module not only makes life more
convenient for users, but can also extend
the unit’s battery life. “Computer designers
have traditionally struggled to regulate
the power consumptions of external USBdriven peripherals,” she explains. “However,
by adding the 3G functionality into the
mix as an on-board component, the Aspire
One’s power-saving features come into
effect and extend the unit’s battery life.”
Maynard also believes that the
availability of a 3G-equipped Aspire

The newly upgraded Acer Aspire One
netbook now also comes in coral pink and
diamond black.
One will boost sales of the 8GB flash
storage unit in the range, “because
cloud-computing practises that allow
users to store all of their data online, rely
heavily on a fast and ubiquitous Internet
connection.
“The Aspire One now makes this a
reality, and the need for users to carry a
massive volume of storage around with
them is starting to disappear.
“The Aspire One, and netbook concept
in general is changing so many of our
current usage habits, and is also changing
what our future demands on technology
will look like. It’s an exciting ride and one
that’s far from over – stay tuned.”

Logitech lapdesk enhances notebook user comfort

Logitech’s lapdesk gives more comfort when
using a notebook on the sofa, bed or floor.
While a laptop can be used anywhere in
the home, what users gain in mobility,
they often sacrifice in comfort. Logitech’s
Comfort Lapdesk for notebooks provides
a stable base and helps protect against
laptop heat.
30

|

“While other lapdesks promise
improved comfort, they often fall
short because of poor design
and low-quality materials,”
says Logitech South Africa
sales and marketing
manager Romain du
Gardier. “The new Logitech
lapdesk has a thoughtful
design that will help make the
laptop experience more comfortable,
wherever it is used.”
Many users use a pillow or book as a
barrier to the heat emitted from a laptop,
but those solutions often end up trapping
heat, making it even hotter. Unlike these
makeshift solutions, the Comfort Lapdesk
features a four-layer heat-shielding
design. The bottom-layer’s air-mesh fabric
(commonly found in athletic equipment)

and an air-flow chamber between the
lapdesk’s base and top combine to further
minimise heat. Plus, instead of the whole
laptop lying flat against the body, the
arched base makes contact with the legs
in just four places, improving air flow.
To provide a stable foundation for
comfortable laptop use, the cushioned
base allows users to relax their legs
instead of locking the knees together
to support the computer. Additionally, a
non-slip glossy finish on the top of the
lapdesk helps prevent the computer from
sliding around, while a 12-degree angled
riser positions the notebook to a height
that supports neck and leg comfort (when
used in a seated position). The lapdesk’s
thin, streamlined profile makes it easy to
slide under a couch or bed, or it can stand
upright for storage next to the sofa.
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Four new zones added to Asia’s largest
elec tronics trade fair
The Hong Kong Electronics Fair (Spring
Edition), hosted by the Hong Kong Trade
Development Council (HKTDC) at the
Hong Kong Convention and Exhibition
Centre in Wan Chai from 13-16 April
2009 now boasts four new zones –
computer and peripherals, digitainment
and multimedia, IT security and storage
technologies. Together with the existing
zones, these show the cutting-edge
products and solutions which are highly
attractive to international buyers.
The sixth edition of the Hong Kong
Electronics Fair (Spring Edition) has grown
to become the largest fair of its kind in
Asia, and the second largest in the world
where exhibitors from across the globe
offer the latest electronics products.
The Hall of Fame returns to showcase
quality brand names in appliances and

components with strong appeal in the
consumer market and in the electronics
manufacturing industry. In addition,
special products zones will be set up
to help buyers locate products to meet
their specific needs. Among the product
zones are in-vehicle electronics and GPS,
electronic gaming, audio visual, home
appliances, digital imaging and healthcare
electronics.
The Hong Kong Electronics Fair (Spring
Edition) offers excellent insight into global
developments in the electronics industries
and will be held concurrently with the
first edition of the HKTDC Hong Kong
International Lighting Fair (Spring Edition).
For more information contact the
Johannesburg office of the HKTDC on 011
322 4583 or go to http://hkelectronicsfairse.
hktdc.com/index.htm.

More than 51 000 buyers from 162 countries
and regions passed through the fair’s doors
in 2008, reinforcing its position as part of the
region’s top electronics event.

See the magic at Decorators on Display
Catch KZN’s top interior decorators
and landscapers working their magic
at the eighth Decorators on Display at
Kindlewood Estate in Mount Edgecombe,
Durban from 21-24 May 2009.
Eight colonial verandah style
units, decorated and landscaped in
different designers’ signature styles, will
provide inspiration and ideas for the
home and garden, whilst workshops and
presentations on landscaping, decor and
food demonstrations by top chefs will
teach visitors how.
For further information call Kyla on
084 444 6611 or Megs on 082 772 7247, or
visit www.decoratorsondisplay.co.za.
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Publisher's Comment

Market with boldness
Are we in a recession, or not? Many economists are of the
opinion that we are, one or two have suggested that we
have been in a recession since the beginning of the last
quarter of last year. There is a widely held supposition that an
economy should experience at least two quarters of negative
growth, before it can be termed a recession. Some statistics
indicate that we experienced negative growth in our final
quarter of 2008, and if that was the case then the chances
are very high that this first quarter of 2009 will reveal further
shrinkage. And then we can pronounce that we are truly in
a recession, and feel truly sorry for ourselves. But Mr Manuel
begs to differ. Our finance minister strongly holds that we
are not in a recession. Certainly growth has eased to just
under 1%, and although that is far from satisfactory, it does
not indicate that we are in recession. Moreover, he went on,
he does not expect growth to slow any further. Yes, we have
been battered by declining global demand, our exports and
particularly our commodities have taken a sharp dip, but we
have, and we will weather the storm, he declares pontifically.
After all our sound fiscal and monetary policies, rigorously
applied for years, have protected us from the most savage
vagaries of the global downturn. Yes, our rand is volatile,
its fragility never more marked than in the past year, and
this weakness is at the heart of much of our inflationary
pressures. If we can stabilise the currency at an acceptable
level, which maintains our export competitiveness, and
at the same time is strong enough that we do not import
inflation, we can truly hold our own.
If we just look at our fuel prices, pump costs per litre of
95 octane petrol inland are currently over a rand a litre more
than it was in 2006. And oil prices being traded in those days
were a little higher than they are now. So, it is the rand that
is to blame. But that is the macro-economic picture and if we
simply focus on that, throw up our hands and bleat about
the fact that we are in the grip of forces far too strong for
us, we are simply ensuring the fatal outcome that we must
avoid. We dare not lose our focus on what can and needs to
be done locally. Attend to your core business, always keep in
mind your customers, trim the fat, keep your costs down and
market with imagination and boldness. Do not under any
circumstances cut your marketing and advertising spend. Let
your competitors do that. You will end up with their share of
the market.
Ian Hughes
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Harmony DRS

No wardrobe and no footend

Dutchess BRS

Telephone: (012) 333-3162/3/4, Fax: (012) 333-6453, 32 Eland Str, Koedoespoort, Pretoria, 0186
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A Good Looking Italian
De’Longhi, South Africa’s best loved heating brand, has a wide range of heating
appliances to fit all needs. The new De’Longhi Argento oil filled radiator,
with its elegant Italian design and classic silver finish, will fit any décor. This
exclusive product provides the total efficiency in heating that De’Longhi is known
for world-wide. Two settings offer 2000 watt or 1000 watt heating and an
adjustable room thermostat automatically keeps the desired temperature.
Wheels and the easy grip handle make the radiator movable – it provides
comfortable heat wherever needed. Pilot light and cord storage add to the
convenience and excellence of the De’Longhi Argento radiator, model RTR2000.
For more information about De’Longhi appliances, phone 011 474-0153.
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