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Growth, decline and
new market entrants
With many companies struggling to keep head above water in
the current economic downturn, it is encouraging to know that at
least one is forecasting robust growth for the year ahead. Samsung
South Africa’s appliances division is doing exceptionally well,
according to brand manager Bronwyn Hume, and even boasts
biggest market share in certain sectors.
Sadly, the same cannot be said for lighting, healthcare and
consumer lifestyle manufacturer Philips. The company posted a
significant first quarter loss recently, with all its major divisions
showing a decline, and plans to shed 6000 jobs worldwide.
The newly implemented Consumer Protection Act may be
good news for consumers in that it is designed to prevent their
exploitation, but businesses may have to brace themselves for
higher insurance premiums and production costs. Analysts say this
could eventually force smaller companies out of business if they
are unable to afford these costs.

Dishwashers
Still considered a luxury item, it is not surprising to learn that the
dishwasher sector is under pressure as South African consumers
opt to hold on to their disposable item in the current financial
crunch. Sales have dropped significantly over the last year, reports
GfK, with unit sales in February the lowest since 2007.

Lounge furniture
Renowned office furniture supplier CN Business Furniture has
entered the lounge furniture market with a stylish new range,
while importer MBM is looking to license retailers to sell the
Germany‑based brand.
Finally, don’t forget to diarise the dates for the IFA consumer
electronics and electrical home appliances show. It promises to
be a spectacle of fascinating innovations combined with exciting
entertainment.
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Coming soon –
HGR in electronic format
With the global trend towards online mag‑
azine publishing gaining momentum in
South Africa, HGR has decided to similarly
take the plunge and publish an electronic
version of the publication – one that looks
and reads just like a printed magazine.
e‑HGR will be launched in June and will
be available for quick and easy download
on the HGR website (www.hgr.co.za).
Good news for advertisers is that this
will enable HGR’s publishers to offer
incredibly cheap and value‑for‑money
advertising opportunities. In a nutshell,
this means advertisers can book three
full‑page‑full‑colour advertisements in
e‑HGR for less than what they would pay
for one page in the print version.

Growth in online advertising
Currently, South Africa is one of the fastest
growing online advertising markets in the
English speaking world (Ref. World Wide
Worx & Online Publishers). “Their findings
confirmed a 32 per cent growth in online
advertising in 2008, which followed a
similarly brisk 27 per cent growth in 2007,”

says HGR publisher Ian Hughes. “Indeed,
ad spend online was up to R319 million in
2008 from R240 million the previous year.
The report concluded by stating that ‘the
robust growth is indicative of the growing
confidence in the online medium’.
“Certainly one of the major benefits
of this powerful medium is its cost. It
remains one of the least expensive routes
available for companies to market their
products and services. There can be no
question that online website advertising
is destined to assert its astonishing pull in
the near and foreseeable future.”

Advertise on HGR’s website
HGR’s website has already established
itself as an indispensable source of
information for all those interested in
the home goods market – appliances,
furniture, flooring and consumer
electronics – and this is borne out by the
increasing number of unique visitors to
the site.
“We have redesigned our website to
accommodate banner, button and text

link ads,” Hughes continues. “The rates
offered are attractive enough to enable
suppliers to launch online marketing
campaigns for a price that would not even
cover developmental costs for printed – or
any other – offline ads. This HGR website
will provide magnificent opportunities for
suppliers to engage ever more creatively
with their market in order to build their
brands further.”

No need to suspend advertising
Marketing pundits all agree that a
recession is not the time to cut advertising
budgets. Careful and considered use
of these budgets is essential, and
certainly must be used to maintain
brand awareness and to consolidate that
awareness in the market.
“HGR will do everything possible to
promote not just the website, but also
to actively, and imaginatively, drive
more and more visitors to the site,” says
Hughes. “We urge all advertisers to seize
this opportunity and launch their online
advertising campaign with HGR today.”

Advertise online with HGR
WEBSITE ADVERTISEMENTS:

Size in pixels (w × h) Per month

6 months

1 year

Animated Banner Ad (Logo + moving text & pics + web link)

468 × 120

850

4 900

9 200

Banner Ad (Logo + text + pictures + web link)

468 × 120

747

4 200

8 000

Skyscraper

120 × 600

497

2 750

5 250

Button Ad (Logo + web link)

120 × 90

N/A

2 200

4 000

N/A

N/A

900

1 670

Text Link (Text only + web link)

Home Goods Retailer – May 2009

0905 HGR.indd 3

|

3

2009/05/22 1:36 PM

Newsline

Samsung SA still growing
strongly amidst world recession
The world’s economy may be shrinking
but at Samsung South Africa’s appliances
division the mood is bullish. Based on
its performance in 2008, in which it
experienced significant global growth,
the company is confident of continuing
this trend during 2009. Indeed, Samsung
SA’s first quarter results are already up on
the results achieved for the same period
last year.

The local appliances division grew by 36 per cent between
2007 and 2008 (globally 24 per cent), with the main areas of
growth being in washing machines, fridges and microwave
ovens. Additionally, it retained the biggest share of the market
in washing machines and side‑by‑side fridges and second
biggest in vacuum cleaners.
“The latter achievement is especially significant,” Samsung
digital appliances brand manager Bronwyn Hume points out.
“The floor care sector is in decline as consumers increasingly
choose low‑maintenance tiled and wooden floors over carpets.”
Asked to what she attributes Samsung’s continued growth,
Hume responds candidly: “It’s not enough to have the right
products; your offering needs to be backed by a strong support
and sales team and in alliance with the right partners. Without
them you can achieve nothing.”
To continue to deliver market‑leading, innovative products
in 2009 and beyond, she echoes the sentiment expressed by
group chairmain Lee Kun‑hee, that the company must think big
and maintain an open mind. “We did not achieve our position
as global leader by chance, but through commitment across
every level of the organisation, to meeting and exceeding the
desires of customers around the world,” he declares.

Reassessment during recession
Hume points out that Samsung has not been unaffected by
the global financial crisis, however. “While appliances are
largely an essential purchase, the economic slump has forced
consumers to rethink their spending habits. Whereas previously
they wouldn’t have thought twice about replacing a broken
appliance with a new one, nowadays they are opting to extend
its lifecycle by repairing it instead, thus putting off a more
expensive purchase.”
To offset the potential negative effect of this on sales figures,
Samsung has reassessed its product line, downsizing it to a
simpler and more distinctive offering in line with customer
forecasts. Hume explains: “We utilise our advanced global SCM
(Supply Chain Management) system to ensure that we have a

4
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fine balance between sales, purchases and inventory.”
“Further cost cutting measures include streamlining our
processes and reducing certain ranges to ease production
expenses.”

Confident, yet prudent
Despite the buoyant first quarter trading results and positive
growth outlook, Hume remains cautious, preferring to adopt a
more conservative approach on the marketing front. “I want to
see more stability in the market and the exchange rate before I
embark on an aggressive marketing campaign. Until then, I will
be focusing on strategic areas such as enhancing Samsung’s
in‑store brand image, improving point of sale elements and
increasing brand visibility.”
The consumer in‑store experience will receive particular
attention. “I want to make sure that the floor sales person is
thoroughly informed and conversant on Samsung products
and has an affinity with the Samsung brand. Research shows
that the sale is switched from advertising to a different brand or
product offering by as much as 45 per cent, and when it comes
to Samsung I want sales people to be able to expound on our
products authoritatively and with credibility.”
To this end the company will be embarking on intensive
product training programmes that include regular road shows
and forecourt promotions, with particular focus on highlighting
the features and benefits of newly developed technologies
such as silver nano and air wash, concepts that consumers are
keenly interested to learn more about.
And at Samsung, it’s all about satisfying the desires of the
consumer, says Hume. “Every aspect of our business – from
product design to marketing – is deeply rooted in the lives and
needs of our end‑users. We systematically research and analyse
each of our key markets and foster an environment of inquiry
and a pursuit of knowledge. We are always looking ahead to
answer, ‘What’s next?’”
Whatever does come next, if it bears the Samsung brand, it’s
almost certainly destined to be a winner.

Bronwyn Hume – putting consumers’ desires first.
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Global retail CEOs report

sharp drop in confidence
The confidence of retail industry CEOs
is at an all time low, according to
PricewaterhouseCoopers (PwC) latest
annual CEO survey. Only 14 per cent of
the 64 retail CEOs interviewed are very
confident that they can increase their
companies’ turnover over the next 12
months, compared with 44 per cent in the
PwC CEO survey last year.
PwC SA retail leader Anton Wentzel
comments: “Given the harsh commercial
environment, it is hardly surprising that
retail CEOs are much less confident
than they were at this time last year. The
current economic downturn has shaken
people everywhere, precipitating a
huge drop in consumer confidence. The
resulting change in consumer spending
patterns has had an immediate and
dramatic impact on the retail sector.
“Consumers will tighten their belts
even further, with spending on ‘big‑ticket’
items (cars, luxury items, major appliances
and home improvements), discretionary
purchases and property continuing
to decline.”
Global retail CEOs anticipate that any
growth will come from existing markets
rather than new ones. Over 60 per cent of
CEOs in the retail sector favour focusing
on the territories in which they already
operate, while only 17 per cent plan to
move into new ones. Emerging economies
such as China and India may continue to
attract interest but the level of growth is

likely to be lower than in previous years.
Despite the downturn leaders are
still concerned about the environment.
Most retail CEOs see dependence on
carbon‑based energy sources as one
major danger, and are looking for ways to
alleviate the threat. Eighty‑six percent are
focusing on operational improvements, 50
per cent are turning to alternative energy
sources, and 45 per cent are investing in
new technologies to reduce the amount
of energy they use. Wal‑Mart, the world’s
largest retailer, is active in this arena.
More than half of all retail CEOs are
changing the nature of the products they
offer to meet growing consumer demand
for goods manufactured in an ethical
and environmentally sustainable manner.
More importantly, 72 per cent of these
respondents report that they are already
making a return on their investments
or anticipate doing so within the next
12 months. Many retailers are also
demanding that suppliers improve their
environmental footprint and document
what they are doing.
In this currently challenging environ‑
ment, Wentzel says it is imperative for
retailers to follow the basic principles which
underlie this sector of the economy. “Retail‑
ers must focus on critical management of
their cost base as margins come under in‑
creasing pressure. They must also seek out
further efficiencies in the supply chain and
effectively manage their inventory levels.

Anton Wentzel – “Retailers should consider
diversifying their risks.”
“Absolutely vital is to offer a wide
product and service range in order to
appeal to consumers of all ages and
income groups. Where possible, retailers
should also consider diversifying their
risks, and one way of doing this is to
consider expansion into different markets
and geographical areas.”
Wentzel also points out that as South
Africans start to see a decline in inter‑
est rates and fuel prices, consumers will
expect retailers to pass these savings on
to them. “It will become important for
retailers – in conjunction with their suppli‑
ers – to manage these expectations.”

Sony announces new CEO
Sony president Ryoji Chubachi has
stepped down and has been replaced by
chief executive Howard Stringer, who will
also remain chairman.
Stringer points to two challenges facing
the company: “The first is, of course, the
global slowdown and economic pressures
facing so many companies, not only in
America but also in Europe and Japan. The
second challenge is the evolution of our
competitive environment. We have been
grappling with an intense competitive
shift taking place in the consumer
6
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electronic landscape.”
The former television journalist wants
to meld the company’s strengths in
televisions and other gadgets with its
games and movies.
Inventor of the Walkman, Sony is
undergoing drastic restructuring –
including 16 000 job cuts – in the face
of the economic slump and competition
from rival products such as Apple’s iPod
music player and Nintendo’s Wii.
The company is to form two main
business groups. One, which will oversee

electronics products such as home audio
and video devices, will be led by Hiroshi
Yoshioka, president of the TV business.
The other will focus on “networked”
entertainment products, including the
popular PlayStation consoles, and will be
headed by Kazuo Hirai, chief of the group’s
game division.
“This reorganisation is designed to
transform Sony into a more innovative,
integrated and agile global company with
its next generation of leadership firmly in
place,” says Stringer.
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New consumer law tough on businesses
The Consumer Protection Act, which was
passed into law by President Kgalema
Motlanthe in April, will give consumers
more legal clout by raising the risk of
product liability damages claims, reports
Business Day. Consequently, big business
should brace itself for soaring insurance
premiums and higher production costs.
“Big business can expect to pay
higher insurance claims because of
the greater risk of lawsuits involving
product liability,” says Angela Itzikowitz, a
director at corporate law advisers Edward
Nathan Sonnenbergs. “This could have a
detrimental effect on smaller businesses
that may not be able to afford insurance
premiums and may be squeezed out of
the market.”
Simone Monty, a director at Routledge
Modise in association with Eversheds, says
South Africa’s consumer laws provided
inadequate protection for consumers and

limited redress. “The main purpose of the
new act is to prevent the exploitation of
consumers.”
Itzikowitz says businesses will be
faced with a number of challenges.
“Manufacturers and retailers will have
to pay close attention to their product
quality and safety processes. Further,
all franchises will have to revisit their
franchise agreements as franchisees will
be given much greater protection under
the new law.
“Most of the costs to business are
unknown at this stage and will only
become known long after the law has
taken effect,” she adds.
Department of Trade and Industry
acting deputy director‑general Nomfundo
Maseti says the act’s primary purpose is
to protect consumers from exploitation
and unfair practices by unscrupulous
businesses, and to empower consumers to

Newsline

make wise purchasing decisions.
“The new law introduces a system of
product liability and improved redress.
Consumers may now return goods to
the supplier without penalty and at the
supplier’s risk and expense, if the goods
fail to meet the required standard.
“Consumers are now empowered to
cancel contracts if not satisfied with their
terms, and will have a final say as to their
renewal.”
Werksmans Attorneys director Neil Kirby
says there will be a phasing‑in period
for the law, which contains transitional
provisions that mean it will only take
effect in its entirety about 18 months
after having been signed into law by the
president.
Maseti says the provided time period
will afford businesses reasonable time
to align their trading practices for the
purposes of complying with the act.

Consumers to cut back on discretionary spending, survey predicts
Anticipating further cost‑of‑living
increases, South Africans are likely to
spend less this year on items such as
various luxury goods, holiday trips,
entertainment and dining out. And, after
an extended period in which household
savings were virtually nonexistent, South
Africans now also appear to be realising
the value of setting aside part of their
income for future use. These are just
a few of the findings of the inaugural
MasterCard Worldwide Index of Consumer
Purchasing Priorities.
The Index, which will be compiled
twice annually, provides insights
into consumers’ expected saving and
discretionary spending patterns over the
next 12 months. It is based on face‑to‑face
interviews conducted between 14
October and 11 November 2008 with 3200
consumers from across the Middle East
and Africa region.
“South African consumers are bracing
themselves for tougher times ahead in
2009,” says MasterCard Worldwide South
Africa country manager Jeni Webber.
“More than eight out of every ten South
African respondents surveyed are looking
at cutting back on discretionary spending
in the next 12 months.”
When asked whether they thought
inflation in their country would be higher,

about the same, or lower over the next 12
months, 74 per cent of the South Africans
said that they expected it to be higher.
The participants were then asked whether,
given their expectations about inflation,
they would cut back on their discretionary
spending. To this, 81 per cent of the South
Africans said yes.
This figure is considerably higher than
that reported by the region as a whole or
by any of the six other markets included in
the survey. Although more than two‑thirds
of the region’s consumers likewise
expected inflation to be higher, only 47
per cent of them said that they were
likely to cut back on their discretionary
spending.
The United Arab Emirates (UAE)
reported the second highest percentage,
with 57 per cent of its consumers saying
they would curtail their spending.
Surprisingly, Kuwait and Lebanon, the two
countries with the highest percentages
of consumers expecting inflation to be
higher, also reported some of the lowest
percentages of consumers expecting to
spend less.
As is the case for the overall region,
South Africa’s male consumers are slightly
more likely than their female counterparts
to cut back on their discretionary
spending.

Interestingly, it is also South Africa’s
older and younger consumers who are
most likely to tighten their purse strings.
Of the participants aged 56 or older, 84
per cent said they would cutback on their
spending, while 83 per cent aged 30 or
younger said they would do so.
Setting some money aside also appears
to be of new‑found importance to South
Africans. Although South Africans have
for years saved virtually nothing of their
personal incomes, 77 per cent of those
interviewed in the survey said saving was
going to be very important to them.
This, too, was much higher than the
figures reported by the overall region and
by the six other markets. Only the UAE
was in the same ballpark, with 71 per cent
of its consumers regarding saving as very
important.
As to why they feel it’s important, most
South Africans (55 per cent) indicated that
one of their main reasons for saving was
to be able to provide for their children’s
education. Forty seven per cent cited
investments as a reason for saving, while
42 per cent cited retirement.
In terms of how much they plan to save
over the next 12 months, South Africans
are pretty much in step with the rest of
the region. On average, they expected to

page 12 ►
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Garmin is global leader once again
For the second straight year Garmin has
emerged the global leader in personal
navigation device (PND) sales in 2008
and expanded its worldwide market
share over 2007.
“Research provided by independent
technology market analyst Canalys
estimates that in 2008 Garmin increased
its global market share in the portable
navigation device (PND) market to 32.9
per cent, up from 27.5 per cent in 2007,”
says Garmin Southern Africa distributor
Avnic Trading CEO Richard Fearon. “In
South Africa, Garmin enjoys one of the
highest market shares of any country in
the world.”
“According to Canalys, Garmin’s
PND shipments grew by 42 per cent
year‑on‑year, a solid performance in a
market that is now feeling the effects
of slowing consumer demand,” Fearon
continues. “However, despite what will
be tough market conditions in 2009,
the stronger vendors in the market will

benefit and continue to gain share.
“All geographic areas experienced
revenue growth as well in 2008, with
North America up 13 per cent, Europe
up five per cent and South Africa up
more than 50 per cent. With the current
market share in South Africa, we have
entered into other African countries
such as Kenya, Mauritius and Nigeria
with great success.
“For 20 years, Garmin has been
committed to bringing its customers
industry‑leading innovation, quality,
value, ease‑of‑use, and support.
Despite these difficult economic times,
we believe that our higher market
share validates our approach and are
confident that we can continue to offer
best‑in‑the‑business products to attract
more customers in the years ahead.”
The Canalys figures include total
worldwide PND sales for the 2008
calendar year. In all, Garmin delivered
16.9 million total units in 2008, a 38

Richard Fearon – expanding market share.
per cent increase from 2007. Despite a
very challenging economic climate, the
company posted total revenue of $3.49
billion in 2008, up ten per cent from
$3.18 billion in 2007.

Sahara, Wavestone Computers in
distribution par tnership agreement

Gary Naidoo – extending Sahara’s regional
reach.
Sahara has appointed Wavestone
Computers as a distributor of the full
range of Sahara PC infrastructure,
including desktops and mobile &
wireless solutions. Wavestone Computers
is a Pretoria‑based supplier of ICT
infrastructure sourced from a number of
recognised vendors, including Foxconn,
Jaspa, Lexmark, Maxtor, Microsoft and
8
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Samsung. The company already enjoys
a relationship with Sahara based on
ongoing support for the Sahara mobile
solution offering.
Sahara deputy MD Gary Naidoo says
the partnership is a very positive step in
the company’s effort to extend its reach,
particularly from a regional perspective.
“We have a very well established
presence in Gauteng and have decided to
emphasise our services and offering, and
add value to the channel by reinforcing
support for retailers and partners in the
northern regions of South Africa.
“Wavestone Computers is an
experienced, established provider of
PC infrastructure services and support.
It enjoys a wide regional reach and we
believe has the experience, knowledge
and resources to assist us in growing our
market share. It is also understood that
the long‑term agreement will benefit both
parties in penetrating the market space.”
Wavestone Computers GM Gary
Gradwell is pleased about the agreement

with Sahara and believes it will certainly
reinforce his company’s existing service
to its dealer base. “In the last few years
we have not been able to leverage off a
desktop solution in terms of a branded
PC. We have been in the business of white
box distribution and obviously would
like to transfer the benefits of warranty
and technical support. The objective
is to match the volume of distributed
machines with the required level of
technical support. This is where we expect
the branded PC to make a significant
difference to our reseller and dealer base.
“The choice to partner with Sahara is
based on the company’s credentials as an
established vendor with a proven track
record in technical support and value to
the channel, as well as the strength of its
mobile solution offering.
“It was important for us to associate and
partner with a local company, one that
has the capacity and resources to fulfil the
criteria. We believe Sahara is exactly the
partner we have been looking for.”
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Epson scoops three TIPA awards
Epson at the TIPA Awards.
As Albert Fayard, general manager,
Epson SA says: “Our commitment to
continued investment into research and
development has resulted in the creation
of innovative photo and imaging products
for over 40 years. We are extremely
honoured to receive three TIPA awards
this year and this recognition further
fuels our desire to continue providing
our customers with new industry leading
digital imaging technology.”

Another reason to celebrate

Albert Fayard – honoured and delighted.
Digital imaging specialist Epson has
been presented with three of Europe’s
most distinguished photo and imaging
accolades at the Technical Image Press
Association (TIPA) Awards 2009. The
Epson Stylus Photo PX800FW has been
named Best Multifunction Photo Printer,
the Epson Stylus Pro GS6000 has won
Best Large Format Printer and the Epson
EH‑TW5000 was named Best Expert Photo
Projector.
TIPA has 29 member magazines from
13 countries, making it one of the largest
and most influential photographic and
imaging press associations globally.
Every year, TIPA editors vote for the
best products introduced in Europe
during the previous 12 months, taking
into account innovation, the use of
leading‑edge technology, design and
ergonomics, ease‑of‑use and, significantly
in the current economic climate, the
price‑to‑performance ratio. These three
accolades follow a tradition of success for

Epson also recently celebrated the
20th anniversary of its 3LCD projector
technology, marking two decades of
innovation since the first 3LCD projector
was launched in 1989.
Says Fayard: “The advanced technology
of 3LCD is constantly raising industry
standards for producing vibrant,
true‑to‑life and consistent images for the
most demanding business and consumer
audiences. As its inventor and pioneer,
we are delighted to be celebrating its
20th anniversary. We have been leading
the projector market with outstanding
performance, reliability and innovation,
and as a result have delivered millions
of 3LCD projectors to businesses and
consumers over the last 20 years.”
3LCD projector technology uses
pioneering three‑chip high‑temperature
polysilicon (HTPS) LCD systems to deliver
images that are bright and natural in
colour and extremely fine in detail, with
proven reliability. The technological
advantages of 3LCD have also been
adopted by other leading brands, which
has in turn boosted the global market
share of the technology to more than half.
Epson designed the 3LCD projector
system by using a combination of dichroic
mirrors to separate the white light from
the lamp into red, green and blue light.

Each of the three colours of light is then
passed through its own LCD panel and
recombined with a dichroic prism before
being projected onto the screen. The
result is fluid images that are rich and
full in colour as all three basic colours are
included in each pixel of the projection.
Since 1989 Epson has produced many
milestone 3LCD projectors with unique
technologies, including:
• First Epson 3LCD projector (1989)
• First Epson VGA data projector (1995)
• World’s first projector to use integrator
and polarisation changing technology
(1996)
• World’s first network projector (2001)
• World’s first Home Cinema projector to
add HDMI 1.3a (Deep Colour) support
(2006)
• World’s first 720p projector with
built‑in DVD player (2007)
Aside from the core 3LCD technology, a
number of other technological elements
differentiate Epson projectors including
E‑TORL, a proprietary technology used
to raise light efficiency in its lamps.
This allows a higher luminosity to be
achieved without increasing electricity
consumption, therefore limiting
the environmental burden, which is
something that Epson has worked to
minimise over the past 20 years. Since
the launch of Epson’s first data projector
utilising 3LCD technology, ongoing
advances in these optical technologies
has increased overall energy efficiency by
90 per cent (internal source).
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Newsline

Philips posts €59m loss

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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Philips Electronics in South Africa
remains confident that it will
outlast the current economic
downturn, despite the EUR 59
million first quarter loss posted by
its parent company Royal Philips
Electronics (RPE).
RPE chief executive Gerard
Kleisterlee says the company
had seen “a significant further
deterioration” in its markets in
the three months since the end
of last year, and the company
expected no improvement in the
second quarter. Among Philips’
JJ van Dongen – confident.
major divisions, it showed a 19 per
cent fall in lighting sales, a two per cent fall in sales of healthcare
equipment and a 25 per cent decline in consumer electronics
sales. Those divisions showed operating earnings of EUR seven
million, EUR 75 million and a loss of EUR 46 million.
Philips SA CEO JJ van Dongen says the company will hold to
its strategy of using its in‑depth consumer insights to develop
quality products. “Our confidence is fuelled by our strong
positions in key growth markets and our ability to continually
develop cutting edge innovations.”
Responding to reports that Philips plans to shed 6000 jobs
globally in addition to the 7000 already cut last year, Van Dongen
says no indication has yet been given as to exactly which busi‑
nesses, countries or when such restructuring will take place.

Electrolux to close
Russian factory
Electrolux is to close its factory in St. Petersburg, Russia in 2010.
The factory manufactures washing machines mainly for the
Russian market and has approximately 250 employees.
“The Russian market for household appliances is fiercely
competitive,” says Electrolux major appliances Europe head
Enderson Guimaraes. “Unfortunately, we cannot manufacture
products at a competitive cost level in the St. Petersburg factory,
which is why production there will be discontinued next year.”
The factory closure, which is scheduled to be completed
during the second quarter of 2010, will incur a total cost of
approximately SEK 120 million, which will be taken as a charge
against operating income in the first quarter of 2009.

Panasonic pegs hopes on 3D
Japan‑based Panasonic is hoping that technology for 3D images
will allow it to charge more for gadgets that have plunged in
price, according company officials.
The technology is growing in popularity at movie theatres and
the electronics maker hopes to bring it into homes globally with 3D
Blu‑ray players and 3D high‑definition TVs by next year. Samsung
and Sony are reportedly working on similar technology.

2009/05/22 1:36 PM

Newsline

Little Amber gets her princess wish
For three years, little Amber McCall was
living in a burnt‑down room in Randfontein.
Fighting a life‑threatening tumour,
nine‑year‑old Amber regularly returned
home from her treatments at Baragwanath
Hospital to the blackened room.
Now, thanks to the Reach for a Dream
Foundation and sponsors Dial‑a‑Bed,
Quantus Development Randfontein,
Builders Warehouse North Riding, Sheet
Street Princess Crossing, Game Westgate,
Fast and Gentle Deliveries and Konica
Minolta/Link Up Communications she has
a room fit for a princess.
Her brand‑new bedroom has been
completely refurbished. The ceiling and
walls have been repaired and painted,
new tiles fitted, beautiful curtains hung
up, pretty pictures adorn the freshly
painted walls, lovely pink lamps sit on
white tables, and a gorgeous four poster
bed takes centre stage.
“Amber spends all week in hospital
but comes home on weekends,” explains
Dial‑a‑bed area manager Mitch Alexander.
“Her condition dictates that most of her
time at home is spent in her room and in
her bed. Consequently, only the best and

Dial‑a‑bed area manager Mitch Alexander
with Amber McCall.

Amber’s brand‑new bedroom with the
four‑poster bed from Dial‑a‑bed.

most comfortable bed would do for this
special girl and we couldn’t wait to give
her something equally as special.”
The surprised and happy look on
Amber’s face as she entered her brand‑new
bedroom reflected not only joy but also a
warm sign of gratitude towards all who had
contributed to fixing the room.

“We are extremely honoured to have
been part of this initiative and it is always
fulfilling to make a child smile, especially
a child that suffers from an illness like this
one,” says Alexander. “Amber is a lovely,
sweet child and when she put on the little
princess outfit we also gave her, she truly
looked like a beautiful princess.”

CSIL reports on South East Asia, South Korea and
Taiwan furniture industry
The Centre for Industrial Studies’ (CSIL)
latest report on South East Asia (price ERU
1600) offers furniture providers thinking of
doing business in this area valuable infor‑
mation on the furniture production system,
import and export flows by country, as well
as factors affecting furniture demand, the
local market and the leading companies
operating in it. Countries covered include
Indonesia, Malaysia, Philippines, Singapore,
South Korea, Taiwan, Thailand and Vietnam.
“The entire South East Asian region is
a dynamic area for the furniture sector
and the current globalisation process has
deeply affected the furniture industry in
South East Asia, South Korea and Taiwan,”
says CSIL’s Michela Parziale. “The global
crisis is also showing its various effects in
these countries, based on their diverse
economic characteristics.
“Indonesia, Malaysia and Thailand are
leading furniture exporters,” she continues.
“Vietnam is another very important emerg‑

ing country, with its impressive growth
in production and exports, particularly
toward the United States, and because it
provides a very cheap productive base for
the furniture sector. Singapore and Taiwan
are home to the management and owner‑
ship of leading furniture companies that
relocated some years ago and now have
important production facilities in China
and other Asian countries.”

Profiles of 200 major furniture
manufacturers worldwide
World furniture production is worth about
US$ 352 billion, 30 per cent of which is rep‑
resented by the 200 major manufacturers
included in this report (price EUR 1500).
Both regional players, for example, most
North American companies, which operate
in large measure in the domestic market,
and global players like the Asian manufac‑
turers and most of the European compa‑
nies, are considered.

The report provides basic data on major
200 furniture manufacturers, summarised
in table format and broken down by com‑
pany (alphabetical listing) product type
(household furniture, kitchen furniture,
office furniture), country and geographical
area (Europe, North America, Asia).
Company profiles are available for each
furniture manufacturer, including ad‑
dresses, telephone and fax numbers and
with information on company background,
turnover, type of furniture produced
and product breakdown, employees and
production facilities, divisions, control‑
led companies and subsidiaries, brands,
exports and outlet markets, distribution
network and commercial strategies, invest‑
ments and company strategies, mergers
and acquisitions, and joint ventures.
For more information on these and other
reports offered by CSIL contact Michela
Parziale on +3902796630 ext 24 or email
her at parziale@csilmilano.com.
Home Goods Retailer – May 2009
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Game wins national award for
AmaLunchbox campaign
Game Stores has been awarded a silver medal in the corporate
social responsibility category of the 2009 PRISA PRISM awards for
excellence in public relations and communication management
by the Public Relations Institute of South Africa (PRISA).
Presented at Silverstar Casino in Krugersdorp in March, the
award was for the Game AmaLunchbox campaign which saw
the installation of 34 fully equipped container kitchens worth
R2.4 million at schools across South Africa last year and the
donation of R300 000 to school feeding schemes – a total
investment of R2.7 million in combating hunger at schools.
“It is an honour to be recognised for this social investment
programme,” says Game managing director Jan Potgieter. “But
the biggest winners are the thousands of impoverished school
children who are now receiving hygienically prepared meals
every day.”

Game public relations manager Shelley Kreinacke shows off the PRISA
PRISM award won by the company for its AmaLunchbox campaign.

Philips SOAR helps school grow healthy vegetable gardens
As part of its corporate social initiative, Philips SOAR has donated
compost to the learners of Wilhemina Hoskins Primary School
in Riverlea to prepare the school`s vegetable garden for the
upcoming winter season. The vegetables are used to feed
the learners who cannot afford to buy lunch at school on a
daily basis.
Philips Supply Opportunities and Achieve Results (SOAR) is

an initiative which aims to uplift and improve the lives of less
fortunate individuals and communities
The vegetable garden is maintained by the grade four and
five learners whose responsibility it is to make sure the garden is
maintained and watered regularly. The garden project not only
helps to feed learners, but also allows them to broaden their life
orientation skills.

Compost for the Wilhemina Hoskins Primary School vegetable
garden is unloaded.

Grade four and five learners are responsible for the vegetable garden.

◄
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save 11–20 per cent of their total income. The same was true of
the Kuwaitis, Lebanese and Qataris. Only in Saudi Arabia and the
UAE did consumers expect to save more, on average.
The spending that South Africans do intend to do over the
next 12 months is likely to be on fashion and accessories, their
children’s education, and buying or renovating a home or
property. This contrasted slightly with the region as a whole,
12
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which saw a higher percentage of consumers indicating that
they would spend money on their children’s education.
However, the percentage of South Africans that said they
would be spending money on dining and entertainment, as well
as big ticket consumer electronics, was quite a bit less than the
percentage of consumers throughout the region planning to
do so.
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Talking Points

Finding the silver lining

in the retail storm
Retail expert Gwen
Morrison, CEO of The Store,
advertising, marketing
and communication
group WPP’s global retail
consultancy unit, recently
visited South Africa to
share her insights on how
the local retail sector is
expected to adapt to the
current economic climate
and future trends.

“Promote products that make consumers
feel happier.”

There is a definite shift in shopping
behaviours, with consumers opting out or
slowing down on many shopping activi‑
ties, Morrison declares. “Financial institu‑
tions have disappeared, consumers are on
a spending diet and inflation is reversing
deflation. In the US, discount remains king
and retailers that still provide consumer
discounts are gaining market share.”
Although consumers are tightening
their belts they still want quality goods,
but will buy them at a cheaper price.
Thus good deals are a must for today’s
consumer.”
“Additionally, retailers should consider a
form of retail therapy that does not break
the bank, but uplifts spirits. For example,
retailers in the US are promoting products
that make consumers feel happier. This
indicates that retailers – and suppliers –
are trying to show they are on the side of
the consumer.”
Paycheck marketing, continues
Morrison, is knowing when the consumer
has cash in his/her pocket. It is imperative
that marketers focus their advertising and
communication around these times. “For
instance, some Americans tend to have
money to spend only in the first ten days
of the month.
“Credit card usage is down, liquidation
is the new reorganisation and the idea
of value has changed. Consumers want
high‑quality goods at a low price, but be
careful not to cheapen your brand and
always stick to your core product values
and strategy,” she warns marketers.
Another trend seen abroad and locally
is that people are buying the basics and
leaving the luxury items until they can be
afforded again. According to Morrison,
two types of shoppers are emerging in
the US recession market – the income
statement shopper, keeping tight control
of budgets and only spending where
there is extra money and the balance
sheet shopper, those who compare
their assets, liabilities and past market

Gwen Morrison – “Consumers want more
for their money.”
investments. The latter shopper is not
feeling secure even though their income
remains static.
“Responsibility is taking on a complete‑
ly new meaning in the US marketplace,”
she points out. “Consumers are being very
strict about living within their means,
taking responsibility for their own actions,
and taking a greater interest in looking
after their health and the environment. In
the current market, some US consumers
are blaming their government for being
too lenient in the past by providing loans
to the public too easily.
When it comes to product
development, Morrison says the US is
showing a move to “waste defiance”
packaging. “Consumers want to know
they are getting more for their money, so
products that are sustainable and do not
have an impact on the environment are
popular. Attitudes are changing – buying
small furniture creates a perception that
the consumer has more space in the
home. Furthermore, local businesses are
being supported furiously.”
“It’s crucial that businesses generate
cash to stay alive; stay true to your brand;
strengthen trust with the consumer and
communicate with your customer all the
time,” Morrison concludes.
Home Goods Retailer – May 2009
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Dishwashers

Quietly energy efficient in black
LG’s black range of direct drive dishwashers
is not only stylish and trend‑setting
in design, but sports technologically
advanced performance through its direct
drive system.
This dishwasher does not have a motor,
but a motorised pump connected to the
tank facilitates a quiet wash load of dishes.
Direct drive dishwashers not only run more
quietly than most traditional dishwashers,
but also consume up to 70 per cent less
energy per cycle.
Once a wash is complete the machine
uses a UV light to dry the dishes. This
hygienic method of drying consumes

HOME

less than 15 watts of energy. While dishes
are drying the UV light attacks the DNA
of any bacteria that may be living in
the dishwasher, preventing them from
breeding and living in the dishwasher
between washes.
The 14‑plate dishwasher has six different
programmes with additional selections
that can be used to facilitate a more
specific wash option. According to LG, it
is the only dishwasher on the market that
runs off a superior direct drive motor. The
dishwasher comes with a triple A energy
rating with as little as 14 litres of water
consumed per wash.

PRODUCTS

The black design dishwasher from LG features a
technologically advanced direct drive system.

ABOUT US

CONTACT US

Website design
Basic site: R2500 + VAT
4 website pages maximum
(including Feedback Form)
500 words per page
2 images per page
R150 per page for additional pages

Complex site: R6600 + VAT
4–10 pages
(including Feedback Form)
1000 words per page
4 images per page
R200 per page for additional pages

Includes professional writing and
editing services, 3 design layouts from
which to choose.

Includes professional writing and
editing services, 3 design layouts from
which to choose.

Website maintenance:
Hourly: R250 + VAT per hour
Monthly packages are available at
reduced cost.
Flash design:
Quote per project.
Website hosting not offered
Database development not offered

For all your website design requirements contact Frances @ HGR 011 447 9326
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Dishwashers

Defy dishwashers
Defy has been a leader in the
design and manufacture of quality
appliances for 100 years.

Stylish aesthetics and modern, groundbreaking
technology allows Defy’s range of laundry
appliances to blend with any home, promising to
make life a lot easier.
Defy dishwashers are easy to operate, quiet and
efficient, and give you hygienic and sparkling clean
results every time. The products are all geared
towards economical water consumption and
environmental friendliness.
There are three models in the Defy line‑up,
the Dishmaid, Dishmaid Super Silent and
Dishmaid Premium.

Dishmaid Super Silent

THE THREE MODELS IN THE DEFY
RANGE OFFER:
•
•
•
•
•
•
•
•

Dishmaid Premium

12 international place settings
stainless steel interior
special sound insulation
two spray arms
connects to hot or cold water supply
concealed element
very low water consumption
wash programme guideline on door

The Dishmaid features three wash programmes and
2 wash temperatures, 50 and 60 degree Celsius.
Dishmaid Super Silent features 5 wash programmes;
four wash temperatures of 35, 50, 60 and 70 degree
Celsius. Both models are available in white or a
metallic finish.
The Dishmaid Premium electronic has 7 control
programmes, a half load, five wash temperatures
(35, 40, 50, 60 and 70 degree Celsius), LCD display,
key lock function 1‑24 hour adjustable delay timer,
electronic rinse aid indicator, adjustable upper
basket and is available in a metallic finish.
All Dishwashers carry a two year guarantee.
For more information visit our website:
www.defy.co.za

Home Goods Retailer – May 2009
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The market for dishwashers has been under
pressure this year, both in terms of rand
value and sales volume. Like many others,
this consumer durable product category has
been affected by a downturn in economic
factors such as inflationary pressures, rising
fuel costs and a general global recession,
which has hit South Africa hard in the last
few months, causing consumer spend to
decrease in all appliances and electronics
product categories.
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Dishwasher sales dropped by 57 per cent in February 2009, compared
to the same period last year.
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Electro retailers and mass merchants dominate the distribution
channels.
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Pricing structure of the dishwasher market has seen a
13 per cent unit sales drop in the mid‑range price class
(R3000‑R3500) and a nine per cent drop in value in the
current reporting period. The price class (R3500‑R4000)
has seen an increase of six per cent in unit sales and four
per cent in value. This could indicate that although unit
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Dishwashers are considered luxury items, and with the
economic downturn in South Africa consumers are holding
on to their disposable income. The uncertain economic
climate has seen widespread job losses in the mining
and automotive sectors, as well as the manufacturing
of consumer durable items. Consumers are therefore
postponing or even cancelling their purchases of luxury
items such as dishwashers.
Dishwasher sales have dropped by a staggering 57 per
cent in February 2009, compared to the same period last
year. Unit sales for February 2009 were the lowest since
February 2007, with only 4000 units sold. However, average
prices from February 2008 to February 2009 fluctuated,
owing to the varying rand‑dollar exchange rate, which has
seen average prices remain around the R4300 mark for
February 2008 and February 2009 respectively.
Consumer spending within channels has remained fairly
consistent with the electro retailers and mass merchants
dominating the distribution standings, both channels
having around a 50 per cent share in unit sales in the current
reporting period. Electro retailers have an 11 per cent bigger
share in sales value, however, as they tend to stock more
upmarket products that cater for the higher LSM groups
where consumer spend is not as badly affected.
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Mid‑range price classes still dominate sales.
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Market Review

sales have dropped overall, people purchasing dishwashers
are willing to spend a little extra on slightly higher priced
models. The mid‑range price classes still dominate sales, with
the price classes between R3000 and R4500 making up 72
per cent in unit sales and 64 per cent in value in the current
reporting period.
Dishwashers can be categorised into built‑in/under or
freestanding units. Development in these types over the last
six months has seen built‑in units shrink from eight per cent
in September 2008 to four per cent in the current reporting
period, largely owing to the cost and upmarket nature of
this section of the market. Freestanding units continue to
dominate sales, making up 96 per cent in unit sales and 95
per cent in value.

Features
Dishwasher models have various programme and
temperature settings, depending on the model in question.
Programme settings can vary from two to 16, while
temperature settings range from one to six. Developments
in both features over the past six months has seen units with
five to six programme settings dominate sales, making up 70
per cent in unit sales and 69 per cent in value. Models with
four temperature settings continue to dominate, making
up 55 per cent in unit sales and 49 per cent in value in the
current reporting period.
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Freestanding units comprise 96 per cent of unit sales.
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Lounge Furniture

Furniture good enough f
In 1954, in a small recessed
shop, just off Munich’s main
road, Josef Duna started
making by hand a small
range of wood furniture.
Now, 55 years on, his sons
Bernd and Markus continue
the family tradition of
manufacturing superior
quality furniture. MBM is an
international brand, sold
on all five continents, and
is one of Europe’s leading
outdoor furniture suppliers.
HGR spoke to managing
director Barry Garner
about his company and the
overall state of the lounge
furniture industry.
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HGR: Tell HGR readers about MBM
Furniture.
Garner: MBM’s distinctive styling, intense
focus on quality and commitment to
customer service sets the company
apart; a difference most noticeable in
South Africa’s outdoor furniture industry,
where MBM first made its mark in 2002.
The extensive, unique range gained
and continues to gain acceptance with
discerning customers throughout South
Africa and the African continent.
Who or what inspires the designs of
MBM furniture?
Bernd Duna, the son of the founder
of MBM is the product designer and
has been intimately involved across all
aspects of the design, manufacture and
production for the past 18 years. His
designs are inspired by his extensive
travels across the world where he is
continuously looking at emerging lifestyle
trends with a European flavour.
What are the selection criteria for
retailers of MBM furniture?
Up to this point you could only find
MBM in an MBM retail showroom. We are
currently looking at appointing selected
retailers around the country who will be
licensed to sell the MBM brand.

How committed is MBM to producing
environmentally friendly/sustainable
furniture?
We are totally committed. All our products
can in fact be recycled. The Mirotex fabric
used on Manhattan Novo chairs, is totally
recyclable, as are the aluminium and
wrought iron frames. A world first is our
new Resysta range (launching in July) a
hybrid wood which is 100% non‑wood
where not one tree was felled or used
in the manufacture. More details will be
announced in the near future.
Retail sales have slumped and the furniture industry is among the hardest hit.
How has MBM been affected and what
is the company doing to maintain market share in this recessionary climate?
For the first quarter of the year our sales
were actually nine per cent up from
the same period in the previous year,
but margins certainly have dropped.
The MBM business model of 2010 looks
very different from that of 2008. We
have become even more focused on
the corporate market and in providing
exceptional customer service and
maintenance programmes. Through our
German partners our 2009/10 seasonal
range of products is exceptional and we
are confident that the market will share
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h for the lounge and patio
our enthusiasm, which will be reflected in
resulting sales. In addition, MBM Germany
has approved a Cape Town wood
specialist to manufacture selected MBM
ranges out of African teak.

we do not yet have that degree of
competition, therefore locally produced
ranges do not have the same pressure of
having to constantly evolve their designs
and product innovations.

Q: What are the biggest challenges
facing the lounge furniture sector?
Styling and materials that are suitable
for both indoor and outdoors, and
fly‑by‑night operators that buy poor
quality furniture from the East and sell it
to the public at far cheaper prices. Given
that lounge furniture is an eight‑year
purchase this element seriously impacts
on the market spend.

What sets MBM’s furniture ranges apart
from its competitors?
Innovative design, quality of materials,
and a team dedicated to the maintenance
and after‑sales service programme.
Many of the materials are manufactured
exclusively for MBM, for example, the
Mirotex weave. In addition, we have an
external independent quality control
team consisting of 22 people whose sole
purpose is to quality check each element
of the MBM product offering.

How can these be overcome?
Hard work, focus, ongoing research, and
the recruitment of a good team.
How do locally produced ranges compare with their overseas counterparts?
Internationally, the design, material
innovation and prices are far superior.
This is because Europe has a far more
established and competitive market. In
Germany alone there are over 650 outdoor
furniture suppliers and the fact that they
only have a four‑month summer season
is an indication of the competitiveness
of the market. Obviously, in South Africa

Barry Garner – setting the trend with dual
function furniture.

What are the latest trends in outdoor
lounge furniture?
The biggest current trend is for furniture
that has a dual function in that it can be
used indoors and/or outdoors. Obviously,
people are also always looking for styles
or designs that are timeless classics and
which live on within changing lifestyles.
It is also important to have accessories
that can be used to change the look of a
classic designer frame, thereby giving the
furniture longevity while still keeping up
with modern trends.
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MBM lounge collections
equally at home outdoors
The pure shape of MBM’s latest range, the Madrigal collection,
is styled from a hand polished, non‑corrosive aluminium frame
combined with a Mirotex structured weave in warm shades of
cognac and tobacco. Manufactured exclusively for MBM, each
thread of the weave has a unique second colour tone that gives
every surface its own distinctive look.
Although styled and designed for outdoor living this collec‑
tion is extremely versatile and can just as easily work as an indoor
lounge or dining suite. Not only stylish but also durable, the Mad‑
rigal range is totally recyclable, weather, UV and salt‑resistant, and
unaffected by chlorine and pollutants. It can also handle extreme
temperature fluctuations and while the Mirotex weave will soften
under direct sunlight, it will always revert to its original shape.

Puro Lounge

The Madrigal Lounger also features its own house bar in the centre
arm panel.

The simple elegance and contemporary lines of the stainless steel
frames in the Puro Lounge collection are combined with wood or
high‑tech outdoor fabrics, bringing a new and innovative addition
to this MBM range.
The superior quality
stainless coating is matt
finished and protected with
a fine oil film, guaranteeing
weather resistance and cool
appeal all year round. Seats
and backs are made of MBM
Tigerwood or MBM Tex.
The Puro collection also
features a round lounger
option. The Puro lounge
aluminium frame is acces‑
sorised by made‑to‑order
cushions that can be made
using local or imported Ital‑
ian fabric in a wide variety
A round lounger option also forms
of colours.
part of the Puro range.

The Madrigal collection works equally well as an indoor or
outdoor suite.

The Puro Lounge collection is characterized by simple elegance and
contemporary lines.

The high standard of comfort in the Madrigal collection is increased
through new combinations of materials with synthetic weaves.

20
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Real designs, designed for real life
CN Business Furniture Group has acquired exclusive agency
rights for the award-winning Innovation range of furniture.
Innovation was founded in 1971 by international design guru
Flemming Hojfedt and specialises in creating exceptional, fully
functional furniture with a contemporary, avant-garde edge.
The range is designed for modern, young at heart individuals
who enjoy style, yet are challenged with spatial constraints.
“This new generation furniture is completely multifunction‑
al and perfectly suited to modern one-room city living,” says
CN’s Sabrina O’Hagan. “With sofas that effortlessly transform
into beds and back again these modern pieces will rock living
spaces with their trendy looks and flexible functionality.”
The less formal Player Beanbag is available in a striking
black and white heart design, bold camo, sunflowers and
silver twill, and offers a comfortable place to crash in style,
while the sleek and sexy sophisticated Split Chair is a perfectly
sized seater available in black, red or white leather. The
ergonomic Black Skater Sofa Bed in microfibre stands alone as
a stylish sofa and doubles up as a comfortable bed, flipping
between the two on demand. The glass coffee table brings
the urban jungle to life with its bold black and white tree
motif, and is also available in heart pattern and plain red.

The Innovation furniture range is inspired by the pulse of cutting
edge culture.

New showroom
Buyers will be able to view the Innovation range and other CN
Business Furniture offerings at the newly opened CN Launch
Pad – a purpose maze-built showroom situated in Rivonia.
“The CN Launch Pad is a source of furniture which by
design balances functionality with finesse and a combination
of classical modernism and uncompromising quality is found
within every range,” says O’Hagan. “The innovative workspace
solutions and cross-over lifestyle products are guaranteed
to inspire and transform and the Launch Pad experience will
provide a muse for any creative.”
With over 1700 square meters of furniture on display, the
Rivonia showroom will give buyers a taste of everything
from filing cabinets to couches, day beds, desks, carpets,
café ranges and coffee tables in an array of simulated home
and office layouts. The CN customer can take a moment to
connect, reflect and select from the variety of furniture and
accessories while enjoying a drink and snack at the cocktail
bar within the store.
“Customers will need to grasp the CN lingo to maximise
their showroom experience,” O’Hagan explains. “Showcase
products are CN’s hottest, just landed sample products, of
which minimal quantities are available. Sneak-Peaks are
prototypes still in development, while Limited Edition ranges
are discernibly exclusive and in limited supply.”
The Launch Pad is open Monday to Saturday from 8:00 am
until 5:00 pm during the week and 8:00 am until 1:00 pm on
Saturdays. Appointments are not necessary but for those who
prefer dedicated time with a senior support staff member,
contact Sabrina O’Hagan on 011 807-9771.

The Player Beanbag provides a comfortable, yet stylish place to crash.

The furniture is displayed in a range of simulated home and office layouts.

The CN Launch Pad is located in The Launch Pad is CN Business
the heart of Johannesburg North. Furniture’s new showroom.
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Furniture City brings autumn to the home
Purples and greens are the trend colours
this autumn and Furniture City (member
of the Ellerine Holdings group) has
stocked up with the latest of these to help
customers decorate in style.
Purples keep warmth and cosiness in
the home as the winter chill threatens
to draw nearer each day; greens bring
contrast, allowing the fresh feel of nature
and fun inside while keeping the season
changes outside.
“Our customers enjoy experimenting
with colours and accessories to keep the
home looking fresh and urban during the
year, so we have introduced a palette of
colours and styles that will tantalise their
imaginations this autumn,” says Furniture
City managing executive Cheryl Cooke.

Furniture City’s colour palette for this
season also consists of neutrals, charcoals
and greys, bringing a more dramatic
and subdued feel to the bright colours.
Metallic, gold and silver shades bring
laid‑back, luxurious glamour to any room
portraying the decorator’s sense of class
and sophistication with a touch of fun and
energy. Black and white never lose their
reputation in the home as the ultimate
colour boosters, because they contrast so
well with other colours and give the room
a classic feel.
While Furniture City keeps up with in‑
ternational trends the company constantly
researches the latest and newest products
ensuring they are of great quality and
value for their customers.

Furniture City’s range of autumn couches
bring warmth inside and keep the winter
chill outside.

Lounge suites for a lifetime
Furniture retailer Geen & Richards now
offers its customers a lifetime guarantee
on all lounge suite frames – the only and
first retailer to offer this exclusive service
in South Africa.
“We aim to be innovative and provide
our customers with high quality products
and services that they can trust,” says Geen
& Richards managing executive Eugene
Beukes. “After extensive customer research
we found that what sets us apart from
our opposition is our quality products.
Therefore we decided to make this bold
and exciting move.
“Our main objective is to ensure that
our valued customers always have peace
of mind when buying from us and what
better way to ‘put our money where our
mouth is’ but through this guarantee.
“With many consumers hesitant to
buy big ticket items such as lounge
suites now‑a‑days, owing to the tough
economic climate in South Africa, a
22
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Geen & Richards has made life easier for its customers by guaranteeing the couch frames of
all the couches in its stores for a lifetime.
guarantee such as this is sure to put
minds at rest.”
Beukes says that Geen & Richards is
committed to assisting customers in any
way possible during these trying econom‑
ic times. “Buying a lounge suite should not
be a burden on anyone’s shoulders.”

Constantly controlling and checking
the quality of all its products, Geen &
Richards’ lounge suites are supplied by
well‑known local manufacturers such as
Alpine and Grafton, as well as reputable
international suppliers that also produce
according to high quality standards.
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Nespresso’s quest for

perfect coffee continues
For the first time in its 25‑year history,
Nespresso has launched a range of three
coffee machines simultaneously, designed
by long‑time Nespresso design partner
Antoine Cahen of Les Ateliers du Nord in
Lausanne, Switzerland.
The Nespresso CitiZ is a single‑head
automatic espresso machine, the
single‑head CitiZ&Milk includes a built‑in
fresh milk frother and the CitiZ&Co is the
first double‑head machine specifically
designed for consumers.
“Besides being able to prepare the
perfect Nespresso coffee that we are so
well known for, the colours and design
of the machines are what sets this range
apart from machines already available,”
says Nespresso regional commercial
director Roland Tschanz, while on a recent
visit to South Africa. “Designed in a slim
format to easily fit into smaller urban
spaces, the machines evoke an urban
vibe and sport a daring style. They were
designed in both retro and high‑tech
looks, to give design‑loving coffee
aficionados more choice.”
The modern and retro style, soon to
be available in South Africa, comes in
60s white and Limousine Black, while the
high‑tech style comes in Fire Engine Red
and Steel Grey.
Like all Nespresso machines, the range
contains the technologically advanced
Nespresso patented extraction and
brewing system, which controls all of the
elements needed to create the perfect
coffee. The entire CitiZ range is equipped
with an automatic standby mode to
reduce energy consumption.
“Nespresso has become an iconic brand
worldwide and it is exciting to be bringing
it to South Africa,” Tschanz continues. “The
reception from consumers and retailers

has been above our expectations, and
there is a huge buzz around the product,
specifically because the Nespresso system
is unlike the traditional coffee machine
and takes the coffee experience to the
next level.
“South Africans place a lot of importance
on their home lifestyle and I firmly believe
Nespresso will fill a gap not previously
catered for by coffee machine providers.”
Tschanz says the company aims to
focus on entrenching the Nespresso brand
with its current retailer network, which it
hopes to grow over time. “That said,” he
adds quickly, “service remains the pillar
of our business model, so any growth
achieved must not be to the detriment of
our quality of service.”

Consumers who purchase a Nespresso
machine also buy into a palette of up to
12 Grand Cru coffee flavours, packaged in
hermetically sealed aluminium capsules,
specially designed to conserve the exact
proportion and perfection within. Air, light
and moisture are kept at bay, while the
aroma, freshness and flavour are sealed in
for more than a year, waiting for release.

The CitiZ single‑head automatic espresso
machine is specifically designed to fit into
smaller urban spaces.

Roland Tschanz – taking the coffee
experience to the next level.

The CitiZ&Milk includes a built‑in fresh milk
frother.
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Samsung microwave ovens add flair to any kitchen
Samsung’s latest range of premium 28ℓ
rapid defrost microwaves, the Ogun
Electronic and Ogun Grill, boast a sleek
and modern design that will complement
any kitchen.
The Ogun Grill combines traditional
microwave technology with a grill and
convection oven and offers consumers
versatility, simplicity and convenience.
It can be used in combination or as a
stand‑alone, allowing consumers to
prepare just about anything. By using the
grill and convection mode, chicken can be
browned and cooked at the same time.
The Ogun Electronic model comes
standard with the upgraded Pro‑Steamer
function, which is bigger, wider and
more versatile. When steaming food the
improved steam plate keeps the food and
water separate and prevents the water
from boiling over.
The units unveil a strong sturdy design
with a stainless steel and black front
casing, with the Ogun Grill housing a
ceramic enamel interior. “As the units
combine three appliances in one, they
eliminate the need for a traditional

Samsung’s Ogun 28‑litre microwave ovens enable consumers to
add style and convenience to their kitchen with just one appliance.
convection oven, and are perfect for
bachelors, fashionistas and larger
households,” says Samsung South Africa
senior product marketing manager of
home appliances Bronwyn Hume.
Key features of the microwaves
include a stylish LED display with an
impressive tact keypad, as well as a
one‑touch‑and‑think sensor which can
be used in the microwave mode to
make microwave cooking even easier.

In addition, the crusty plate allows
consumers to crisp bacon without
mess and the low and high racks make
preparing a roast side of beef easy and
convenient.
To clean the Ogun Grill simply pour
water and detergent into the steam clean
container, place the container inside the
microwave’s cavity, push the steam clean
button and 15 minutes later wipe off the
excess steam with a cloth.

SMC Networks snaps security into action
The EZ Connect Vision Wireless Pan
Tilt Zoom IP camera, available to the
local market through SMC Networks
South Africa, is ideal for a home or small
office with day and night surveillance
needs, enabling users to monitor their
premises remotely in real time for
complete security.
The camera provides multi‑function
IP surveillance via wired or wireless
connections to any PC or network,
including fully featured surveillance
software for Windows. The
SMCWIPCAM‑PZ can be viewed and
monitored remotely from anywhere via
a network or by using Internet Explorer
6.0, Firefox or Safari. It supports both
wired Fast Ethernet and wireless LAN
connections with up to 54Mbps and WPA/
WPA2 security.
The camera utilises advanced dual
MJPEG/MPEG4 video compression to
stream and record high‑quality images
with audio. With seven infrared LED
sensors, videos can be viewed and/or
24
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recorded even in low‑light environments.
The SMCWIPCAM‑PZ IP Camera is compact
and comes with a mounting kit for flexible
and easy installation.
The fully featured IPCamera Manager
software for Windows allows users to
create multiple user profiles, add/view/
manage up to 16 cameras, set up different
areas of surveillance, enable motion
detection, edit recorded videos, and
manage alarm types in their network.
Installation is easy with the step‑by‑step
setup wizard.
“With the ever increasing interest in
home and small office security, our new IP
camera is perfect for those who want to
protect their premises,” says SMC Networks
country manager Paul Luff. “With support
for 3GPP video streaming, even real‑time
monitoring on 3G mobile phones is now
possible. In the current financial climate,
we believe the EZ Connect Vision™
Wireless Pan Tilt Zoom IP camera provides
a reliable and cost‑effective IP surveillance
option for our customers.”

Users can monitor their premises remotely
and in real time using the new IP camera
from SMC Networks.
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Latest LG appliances deliver

healthy, smart technology
At its recent dealer convention held in
Johannesburg, Gauteng, LG Electronics
unveiled its latest range of home appli‑
ances that embody the ethos of beauty
and style in a package that is healthy for
consumers and the environment.
“All LG appliances are designed around
an eco‑design strategy,” says LG market‑
ing manager Dr Michelle Potgieter. “This
means that by the time the product is
made available to the public it will have
been designed in such a way that it has
not made use of any hazardous substanc‑
es, offers lower green house gas (GHG)
emissions and reduced power consump‑
tion, is made with recycled and recyclable
materials and fewer natural resources.”
Key technologies in LG’s appliances for
2009 include direct drive and steam wash
function in selected washing machines,
bi‑shield anti‑bacterial seal and bio‑silver
on refrigerators and multi‑air flow cooling
and magic crisper in selected refrigerators.
Additionally, most LG refrigerators carry
the Energy Star qualification for energy
efficiency.

friendly manner, reducing water consump‑
tion by up to 20 per cent.
“Direct drive washing machines and
combination washer‑dryers consume less
energy than traditional machines, but
the provision of cutting edge technology
has not resulted in a sacrifice of design,”
says Potgieter. “Indeed, the LG direct drive
steam washers, dryers and combos are
available in a range of designs from stylish
black to warm and affectionate red. A
prettier tiffany white flower design even
includes Swarovski crystals to brighten up
what is typically a dull appliance.”

ensuring a constant and optimal level of
cooling,” Potgieter explains. “This technol‑
ogy is also available in the black, red and
unique mirror finish side‑by‑side units.”

Wine coolers

Refrigerators

The LG wine cooler takes up less space by
fitting under the counter.
The free standing, direct cooling aluminum
titanium‑trimmed wine coolers are ideal
for consumers who want the convenience
of an under‑counter unit that takes up
minimal space, or who appreciate the con‑
venience of a fridge filled with perfectly
chilled beverages.

Direct drive steam washers

Colourful cooking

The white flower design on LG’s side‑by‑side
refrigerator includes Swarovski crystals.

The LG washer incorporate cutting edge
technology in a stylish design.
By combining steam and direct drive
technology LG provides consumers with
a washing machine that cleans clothes
more effectively and in an environmentally

The white flower pattern is carried through
to the LG side‑by‑side water and ice dis‑
pensing refrigerator. Sleek and elegant, the
side‑by‑side provides optimum freshness
for its contents through icebeam door
cooling technology.
“The cooling system circulates air
throughout the appliance through vents
at the rear and sides of the refrigerator,

Besides red, LG’s grill microwaves come in
black and silver.
LG’s cooking range is far from bland this
season. Grill microwaves are available in
red, black and silver and sport a host of
features.
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Diamond washer promises
‘excellent’ fabric care
Samsung Electronics’ 7kg Diamond front‑loading
washing machine is made for design conscious users
who expect not only durability but the best fabric care
for their clothing.
Among the special features of the washing machine
are voltage protection that contributes to the product’s
safety and durability. In particular, Volt Control – a
feature exclusive to Samsung – enables the machine
to operate safely within a voltage deviation of about
25 per cent.
With the unique embossed design of the Diamond
drum, the water exit holes are 43 per cent smaller than
conventional models and located deep within each
diamond‑shaped depression to prevent fabrics from
being caught and consequently damaged. This makes
the appliance ideal for everyday laundry needs, while a
‘Wool Course’ takes care of delicate items.

Samsung’s new 7kg Diamond washing machine.

Cobra showers soothe the soul
Cobra Watertech’s Aurora and Vivano Cromotherapy shower
roses transform a simple shower into a visual display of light
and colour. An infrared remote control panel mounted on
the shower wall allows users to change the glow of the rain
spray to nine colour effects ‑ cool, relaxing hues that fade
from one colour to another ‑ all of which help to energise or
relax the body.
“Inspiration comes from Eastern treatments, which use
colours to influence the equilibrium of charkas, the centres
of energy streams related to the major glands,” explains
Cobra product manager Monica van der Westhuizen.
“Chromo therapy is an ancient science, first used by the
Egyptians and Greeks, who made use of colour and light to
restore physical, emotional, spiritual and mental energy to
the body.”
The Aurora and Vivano roses can be viewed at all Cobra
showrooms, along with six new ranges that include the
200mm Lumen overhead shower and the Lumen hand
shower, which also produces a colour and light effect.
The 420mm Storm overhead shower with four white LED
lights, the Fusion hand shower (with a waterfall setting) and
the rail mountable Circa hand shower (with three settings)
complete the range.

Nine different colour effects can be enjoyed with Cobra’s
Cromotherapy shower roses.

Toshiba offers ‘No Matter What’ guarantee
Toshiba is offering a new package of confidence to customers in South Africa in the
form of its No Matter What guarantee.
Available on all Toshiba laptops at selected partner outlets, the guarantee consists of
various benefits:
• Satisfaction – the customer can work and play with the laptop, but if not completely
happy with it, can return it within two weeks after purchase, no matter what.
• Accidental damage coverage – Toshiba will replace or repair the laptop if it has been
damaged accidentally within one year, no matter what.
• Theft coverage – Toshiba gives customers the same or equivalent
laptop if the original is stolen within one year, no matter what.
Toshiba now offers a No Matter What guarantee on laptops.
26
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Garmin puts the great outdoors in the
palm of the hand
Garmin has refreshed its most popular
handheld navigation device, the GPSMAP
60CSx, by adding new features in a
waterproof and rugged housing.
The new GPSMAP 60CSx features a new
highly sensitive GPS receiver that gives
users improved satellite reception and lets
them determine and track their location
in challenging conditions such as heavy
foliage or deep valleys.
According to Garmin Southern Africa
distributor Avnic Trading sales and
marketing director Jason Theunissen, the
new GPSMAP 60CSx handheld, with a
built‑in base map, gives hikers, hunters,
geocachers, and boaters exactly what
they’re looking for – a tough, user‑friendly
handheld navigation device with the
versatility of a microSD memory card slot
for adding highly‑detailed maps.
“With the GPSMAP 60CSx, they can
find your way in almost any condition,” he
says. “The barometric altimeter provides
extremely accurate elevation data and the

electronic compass can determine users’
heading and direction, even when they’re
standing still, which is particularly helpful
for hikers and geocachers who demand
pin‑point accuracy.
“In addition, the GPSMAP 60CSx’s
IPX‑7 waterproof case can withstand an
accidental dunk in the water or bump
against a tree and still perform at its best.
And with the addition of the large colour
TFT screen, the turn‑by‑turn routing
capabilities can be easily seen, day
or night.”
The microSD card slot is located inside
the waterproof battery compartment
so users never need worry about water
getting inside. And for those who like
to share, they can transfer routes and
waypoints to friends via the Internet by
connecting the unit to a PC via USB.
The GPSMAP 60CSx comes with built‑in
celestial tables for fishing and hunting
and stores up to 1000 waypoints and
50 routes. It is also compatible with

A highly sensitive GPS receiver in the
GPSMAP 60CSx ensures improved satellite
reception for users.
MapSource and BlueChart mapping data,
making it particularly flexible to any type
of outdoor adventure.
The GPSMAP 60CSx will offer up to
18 hours of typical use and 30 hours
on battery saver from two AA alkaline
batteries.

Full touch screen LG handsets attractively priced

The LG KP500 is not only easy to use,
but also easy to afford.

The LG KP500 full touch screen handset
from LG Electronics comes complete
with the latest touch technology and
features found in existing high‑end full
touch screen handsets currently available
on the market, but is attractively priced.
“The LG KP500 is our answer to
consumer demand for a high‑quality
full touch screen phone that is easy
to use and much easier to afford,” says
LG Electronics South Africa marketing
director Dr Michelle Potgieter.
With continuous advances in touch
screen technology, the LG KP500 has
LG’s latest precision refinements for
when the human touch meets the
vivid digital screen. Slim‑profiled and
lightweight, the handset comes in black,
van dyke brown, anodising silver, and
elegant gold, giving consumers more
choices for their personal tastes.
The LG KP500 is a GSM phone that
can operate in four frequency bands,
giving it a far‑reaching reception range.
The vivid and intuitive user interface is
easy to understand with vivid icons on
the wide three‑inch screen.

Users can also attach a friend’s
photo to the speed dial feature, then
page through the portraits and touch
the friend to be called. “We optimised
the user interface to keep the tactile
operations smooth and simple, which
is necessary when you’re opening up
a new technology to a wide group of
people,” says Potgieter.
The LG KP500 has an embedded
stylus pen concealed in the base that
can be easily removed for the advanced
handwriting recognition program that
allows the user to write memos and
text messages, and edit photo images
by touching the screen with the pen
tip. The QWERTY onscreen keyboard
slides into view when the LG KP500
is held horizontally, and the auto
rotating display always shifts images
or documents for proper viewing,
no matter which way the handset is
turned. Also packed into the LG KP500
are motion sensor games that are
played by turning, flipping and shifting
the handset for a more active and fun
gaming experience.
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Technology Focus

CFL lamps are safe to use, s
There are currently fears that the 30 million energy‑saving
light bulbs rolled out by Eskom in South Africa since 2006
to ease the power crisis could pose a significant health
hazard. As CFLs become standard household equipment,
consumers may be feeling disoriented by recent negative
media coverage, but declares Philips Lighting SA manager
Luc Escoute, CFL lamps are not time bombs.

“On the contrary,” he explains, “they are a
vital step forward in our drive to reduce
energy consumption and, in the process,
minimise greenhouse gas emissions
largely accepted as being responsible for
global warming.
“CFLs are low‑pressure discharge lamps
which, if used to replace all inefficient
conventional lighting, can lead to a
worldwide saving in energy consumption
of about 40 per cent. As lighting accounts
for around 19 per cent of worldwide
electricity consumption, this is one easy
way to reduce global electricity usage.”

“It is totally misleading the
public to say that CFLs should
not be promoted to replace
incandescent lamps”
Escoute says South Africa is currently
the eleventh highest contributor to
greenhouse gas emissions in the world,
primarily due to energy wastage.
“According to Eskom, South Africans who
participated in Earth Hour in March this
year saved about 400MW of electricity,
400t of carbon dioxide, 224t of coal and
about 576 000ℓ of water. Imagine what
savings we can achieve if we all embrace
the switch to energy‑saving light bulbs –
savings which would last for more than
one night.”
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, says lighting manufacturer
Most CFLs contain mercury and as
such should be disposed of as special
waste, but an effective collection and
recycling system still needs to be
deployed in South Africa. Consequently,
says Escoute, Philips has taken two
initiatives to minimise the risk posed by
mercury.
“Firstly, we are currently importing
and producing in Lesotho, only RoHS
compliant CFLs (a European Directive on
the Reduction of Hazardous Substances)
with a maximum mercury content of
5mg per lamp. We took this decision even
though RoHS/environmentally friendly
lamps are more expensive to produce
and this norm is not a legal requirement
in South Africa.
“Secondly, the joint‑venture partners
(Philips Lighting, CEF and Karebo
Systems) which started the production
of Philips CFLs in Lesotho in May have
agreed to invest in a recycling plant
which will be located next to the factory.
It is expected to be operational early in
2010, a first in Africa.”
This, adds Escoute, despite the lack
of clarity on how the collection and
financing will be arranged. Additionally,
he points out that for the past few
years Eskom tenders have stipulated
strict adherence to the RoHS directive
for all CFLs supplied under its energy
efficiency DSM programme. “This is
a strong guarantee that only lamps
with a minimum level of mercury and

lead‑free glass are being used. In the
absence of clear legislation, it is a good
demonstration of forward thinking from
the national utility.”

“South Africa is the world’s
eleventh highest contributor
to greenhouse gas
emissions, primarily due to
energy wastage”
It is widely known that electricity
generation causes mercury emissions,
owing to the mercury content of fossil
fuel. When using a standard incandescent
light bulb, the total mercury emission
caused by electricity generation is up to
twice as high compared to the combined
mercury content and emission from the
electricity generation of using a CFL.
Says Escoute: “Considering the
situation in South Africa where most
electricity is produced from coal‑based
power plants, it is totally misleading the
public to say that CFLs should not be
promoted to replace incandescent lamps
because they contain small amounts
of mercury. We agree that more clarity
needs to be provided by the lighting
industry but, more importantly, the
technical committee of both the SABS
(South African Bureau of Standards) and
IESSA (Illumination Engineering Society
of South Africa) should clearly advise

Luc Escoute – calling for mandatory
standards on CFL production.
Government to impose mandatory
RoHS standards, or a similar ambitious
environmental norm on all CFLs
produced in or imported to this country.
This in itself will solve 80 per cent of the
problem.”
“While the Philips joint‑venture
production facility in Lesotho will enable
us to meet the growing demand in
energy efficient lighting solutions, we
are simultaneously stimulating economic
development in the region and, in
the process significantly reducing our
carbon footprint for products which were
previously imported before, an additional
benefit for the environment.”
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Gallery

Hirschs’ Heroes take on Dolphins

The Hirsch’s Heroes team: (back from left) Gulam Bodi, Lance Klusener, RossVeenstra, Shaun
Pollock, Dale Benkenstein, Wade Wingfield (captain) Henry Fotheringham (manager), (front
from left) Pat Symcox, Peter Rawson, Andrew Hudson, Allan Hirsch (Hirsch’s CEO), Richard
McGlashen and Jonty Rhodes.

M-Net Idols winners stay connected with
Acer ’s technology
Acer Africa, one of the sponsors of the
fifth season of M‑Net’s Idols, planned
to give the winner crowned as South
Africa’s Idol of the year a brand‑new
18.4‑inch Gem Stone Blue Acer Aspire
8930 notebook, a high‑end machine
designed for demanding entertainment
and multimedia applications. Following
M‑Net’s decision to crown Jason Hartman
and Sasha Lee Davids joint winners, Acer
South Africa decided to give them both
one of these notebooks.
“Jason and Sasha Lee will be able to
use this beast of a notebook to manage
business affairs, edit videos and mix
songs quickly and easily, and watch
high‑definition content during downtime,”
says Acer South Africa country manager
Graham Braum.
Acer also gave away 12 Acer Aspire One
netbooks over the duration of the show to
Jason Hartman
and Sasha Lee
Davids, joint
winners of Idols
2009 were each
presented with
a brand‑new
notebook
from Acer.

30

|

viewers who voted for their favourite idols.
In addition, the company offered four Acer
Aspire 5735 entertainment notebooks to
four lucky Idols fans.
The ten finalists in the show each
received an Acer Aspire One netbook, a
compact device with a diminutive 8.9‑inch
form factor that allowed them to stay in
touch with their fans wherever they were.
The Acer Aspire One netbooks feature
integrated 3G connectivity and webcams,
enabling the Idols finalists to engage with
their fans through blog posts, video chat
and other online.
“We were very happy with the outcome
of this show ‑ it was the perfect vehicle
to showcase how our empowering
technology simplifies and enhances the
lives of our customers,” said Braum. “Being
part of M‑Net Idols was really great for the
Acer brand.”

As part of its thirtieth birthday
celebrations, Hirsch’s Home Stores staged
the first 30‑30 cricket game in South
Africa. Aptly names Hirsch’s Heroes, the
star‑studded side included renowned
players such as Shaun Pollock, Lance
Klusener and Pat Symcox. They took on
the Durban‑based Dolphins in front of a
6 500‑strong crowd that included around
200 Hirsch’s suppliers.
After winning the toss the Dolphins
decided to bat first and reached 240/7
after 30 overs. Hirsch’s heroes started their
innings badly but chased the target hard
and ended up on 229/5. Star batsman of
the day was Shaun Pollock, who scored 87
runs off 46 balls.
Through the generosity of its suppliers,
Hirschs was able to give away more than
R250 000 worth of products to various
schools and charities.

Philips hosts
DIY breakfast at
revamped showroom

Thandiwe Vilakazi (Philips marketing
sssistant), Brett Larsen (Philips sales director)
and Sally‑Ann Green (customer marketing
manager at Philips consumer lifestyle)
demonstrate the nifty Philips blender.
Philips recently hosted a DIY breakfast‑
making event to introduce newly
appointed customer marketing manager
for its consumer lifestyle sector Sally‑Ann
Green. The event took place in Philips’
newly revamped showroom in Martindale,
Johannesburg. Guests were able to
experience the brand first‑hand by
preparing their own breakfast using the
latest Philips kitchen appliances. The
company aims to host more of these DIY
showroom visits to enable all stakeholders
to experience the Philips brand.
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Product debuts, ecology, lifestyle, HDT V and wireless
communications the main features at IFA 2009
The IFA in Berlin is widely regarded as the
world’s consumer electronics industry’s
number one venue for doing business.
For the second time, and with an even more
comprehensive show, the leading brands
of the consumer electronics and electri‑
cal home appliances industries will be
jointly represented on the Berlin Exhibition
Grounds at IFA 2009 from 4‑9 September.
IFA director Jens Heithecker says: “In 2008
the industry took the IFA to pole position
with a previously unmatched number of
product debuts. IFA 2009 will be building
on this. High‑quality, wide‑ranging brand
presentations will once again feature signifi‑
cantly at IFA 2009 in Berlin.
“The consumer electronics range of
products covers the entire market and
includes innovative, flat‑screen TVs, home
cinema systems, high‑resolution media and

intelligent networking solutions, as well as
all types of mobile devices.
“Regarding electrical home appliances,
the focus is on ease of use and health and
wellness where fridges, washing machines,
tumble driers, dishwashers, kitchen ap‑
pliances, hairdriers and personal hygiene
appliances are concerned,” he continues. In
both product sections an eco‑friendly ap‑
proach and using water and electricity in a
responsible manner are at a premium.”
With its unique flair IFA provides the per‑
fect setting for the ultimate experience of
consumer electronics and home appliances
brands, combining fascinating innovations
with exciting entertainment.

TecWatch
The IFA TecWatch will be offering European
research projects, developers from
industry, international trade associations,
as well as German research institutions

and universities an exclusive platform for
presenting product firsts. This year the
main topics will be devoted to assisted
living, the personal home, innovative audio
and smart interfaces.

IFA website relaunched
Easy navigation, user‑friendly applications
and speedy access to required informa‑
tion were the priorities for the IFA’s newly
redesigned website. For example, the latest
information on the upcoming show can
now be downloaded to a PDA, while the
new Download Centre gives a clear and
concise overview of all the forms and graph‑
ics relating to IFA 2009.
Using an easy‑to‑use search function,
users can enter key words and topic head‑
ings to download data ranging from stand
application forms, logos and banners for
advertising, to information on communica‑
tion services.

Competitive trade opportunities at
Made in Thailand exhibition
South African traders and entrepreneurs look‑
ing for trading opportunities with a competi‑
tive edge will be able to explore a diversity
of Thai products and services at the Made in
Thailand Exhibition, taking place between 18
and 20 June 2009 at the Sandton Conven‑
tion Centre, Johannesburg. The expo, which
promotes trade between Thailand and South
Africa, will give importers, traders, buyers and
entrepreneurs the opportunity to familiarise
themselves with Thailand’s distinctive prod‑
ucts and services, meet quality Thai suppliers
and explore trade and business opportunities.
Last year, Thailand’s furniture exports
totalled over US$1 Billion. The country has
built a reputation not only for the quality of its
exports but also the competitiveness of these
products and services. According to the World
Trade Atlas, export growth from January 2006
to December 2008 increased by 41 per cent,
with Thailand’s annual global exports totalling
US$180 billion in 2008.
“Using natural resources and traditional
Thai craftsmanship along with innovative
production technologies, Thailand’s exporters
deliver products of the highest international
quality standards while retaining a charm
steeped in their ancient and vibrant culture,

yet suiting all international tastes,” says Royal
Thai Embassyoﬃce of commercial aﬀairs
minister Somdet Susomboon. “In Thailand’s
conscientious campaign to end deforestation,
Thai manufacturers are driving innovation
in the ﬁeld of home and décor by utilising
new and exciting combinations of materials:
parawood timber (from rubber trees), rattan,
straw, water hyacinth, plastics and metals, and
are also introducing other environmentally
friendly products into the market.”
The Oﬃce of Commercial Aﬀairs of the
Royal Thai Embassy has hosted the annual
Made in Thailand Exhibition in South Africa
since 2001. “Trade between our countries
continues to grow from strength to strength,
proving Thailand’s commitment to strength‑
ening its relations with South Africa,” says
Susomboon. “South Africa has been Thailand’s
foremost trading partner in Africa for several
years, while Thailand ranks as South Africa’s
number one trading partner in the Southeast
Asian Nations region. Thailand oﬀers an ad‑
vantageous combination of quality products,
diligent service and competitive pricing.
“Our goal is to stimulate interest and
facilitate new trade relationships between
South Africa and Thailand by showcasing the

The type of furniture products
visitors can expect to see at the
Made in Thailand exhibition.
competitiveness of Thai exports
and the increased added value
of our products.”
Susomboon reassures the
business community that the
recent political situation in
Thailand has had no negative
eﬀect on trade and export out
of Thailand and says that the
country remains committed to its continued
economic development. “Exports from Thai‑
land have become even more attractive to
South African importers as the South African
currency has appreciated against the Thai
baht, making Thai products more competitive
to import.”
For more information contact the Oﬃce
of Commercial Aﬀairs – Royal Thai Embassy
on 012 342 0835 or email
ttcpretoria@telkomsa.net.
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Publisher's Comment

A lesson to learn
With our next issue, we will be distributing a ‘stand alone’
company profile on the Western Cape’s most important
independent retailer – Tafelberg Furnishers.
Not only important but the biggest. What is of particular
interest about this retailer is that despite experiencing all the
travails, the ups and downs, the prosperity cycles as well as the
recessionary cycles over the four decades of its existence, it has
remained constant in its pursuit of growth. Obviously, there have
been periods of relative inactivity when market conditions – and
the company’s own lack of resources – inhibited this aim.
But the strategic objectives, identified at an early stage of
the company’s history, have been kept in sharp focus. Those
objectives were to achieve a critical mass by opening branches
in selected areas throughout the Cape in order to service the
different populations and LSMs. And by doing so, limit the space
for competitors, thus ensuring that Tafelberg remained the first
choice for discriminating consumers. When one considers that
their latest branch was only opened in February in the upmarket
area of Tokai, in the middle of the darkest economic downturn
since the Great Depression of the Thirties, one can clearly identify
this retailer as either very foolhardy, or very courageous. As
business has been very positive since the branch opened, one
can only say that boldness brings its’ own rewards. By promoting
and marketing this new branch, Western Cape consumers have
been encouraged to buy, and this in turn has reinvigorated both
national and regional suppliers. And of course Tafelberg has
further cemented its market dominance.
There is a powerful lesson in all of this for suppliers and
the trade. Last month we referred to the successes enjoyed
by Gordon Selfridge during the depression, successes his
competitors could only envy because they lacked the conviction
which courage brings. Similarly, retailers today in every province
of South Africa can make it happen despite appalling trading
conditions. Involve your suppliers and light a fire under the
apathy of resignation.
Ian Hughes
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Parklane WU

Remus BRS

Telephone: (012) 333-3162/3/4, Fax: (012) 333-6453, 32 Eland Str, Koedoespoort, Pretoria, 0186
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Choose a mattress to suit
your specifi c needs

Climate Control™ grid
for perfect ventilation

Orthopedic support through
laminated Feelo Foam Cores

Flexizone Pocket Spring™
for maximum comfort

Maxi Koil Spring System™
for the ultimate support

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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