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Markets, fairs and the 
industry at play
New from GfK is TEMAX (page 4), a comprehensive Technical 
Market Index to track technical consumer goods markets. 
Designed to support industry and retail decision‑makers in 
obtaining substantiated facts about their markets, the findings are 
based on GfK Retail and Technology retail panel surveys. Reports 
are published quarterly in February, May, August and November.

A like‑for‑like comparison with the same periods in previous 
years reveals fundamental developments in the technical 
consumer goods market in general – one subject to constant 
change – and also identifies trends and volumes specific to 
particular market segments. Explanatory background information, 
such as the impact of major trade fairs, major sporting events or 
changes in tax policy, complete the picture.

Still on the subject of GfK, this month’s Market Review (page 18) 
takes a look at the gaming industry, an integral segment of the 
home entertainment sector which, according to market trends, 
looks set to grow exponentially, providing significant opportunities 
for retailers.

On the furniture side, the recent International Furniture Fair and 
ASEAN Furniture Show in Singapore showcased furniture from 33 
countries, including South Africa. A photo report is on page 28. 
Additionally, interzum in Cologne, Germany presented an overview 
of the latest global trends in the furniture and interior furnishings 
industries. Find out what consumers want on page 29.

Finally, the Cape version of the Furniture Traders Association’s 
annual FaisDay proved equally successful as its Gauteng 
counterpart, with no fewer than five charities benefiting from the 
event. Read more on page 30. 

Editor’s Desk
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FTA not in dire straits
I feel compelled to respond to the article 
and editorial comment which appeared 
in HGR April 2009 regarding the Furniture 
Traders’ Association of South Africa (FTA). 
Read cold and without insight to the back‑
ground information, readers could gain an 
entirely incorrect impression of the actual 
state of the FTA and the role it is currently 
capable of playing within the retail furni‑
ture and household goods sector of the 
South African consumer marketplace.

The comments that “the FTA is facing 
the gravest crisis of its existence” and “the 
hemorrhaging of membership” are perhaps 
somewhat exaggerated and capable of 
causing doubt and insecurity in the percep‑
tions of current and prospective members.

I would also like to correct a few 
inaccuracies. Firstly, the FTA was 
established in 1931, not “way back in the 
sixties”. Secondly, the much diminished 
membership number still represents in 
excess of 3000 individual retail furniture 
outlets and more than 80 per cent of the 
retail furniture industry in both sales value 
and number of outlets.

If the situation is not so bad, then why 
did the report from national president 
[Bruce Sinclair] invoke such alarm? He and 
we feel things are pretty serious and need 
to change for three reasons:
•	 The members the FTA has been losing 

at a steady rate are those pioneering 
independents who had a wealth of 
knowledge and experience to share 
and were the real heart and soul of 
our association. Their demise is a 
consequence of the ever‑changing 
market environment.

•	 There is a new breed of independents. 
In every mall of any significant dimen‑
sion, there are furniture stores selling 
imported goods from Europe and the 
east, and there are specialist bedding 

stores, appliance and home entertain‑
ment stores whose customers are the 
credit card using middle to upper 
class consumers. These independents 
view the FTA as servicing the credit 
providing sector of the industry and 
therefore do not perceive the benefits 
of membership. This is the obstacle 
which the FTA has to overcome.

•	 The national president also highlighted 
the world economic meltdown. While 
the strong and robust companies are 
equipped to ride out this economic 
storm, many of the smaller and less 
robust FTA members are severely 
feeling the pinch. The saving of even 
the modest FTA annual subscription 
has become an economically prudent 
necessity and a number have 
relinquished membership as a result. 
Thus the drop in membership this year 
has been greater than normal and 
has obviously had a negative effect 
on the association’s financial liquidity, 
but I would not say that the FTA is 
hemorrhaging.

 Dick Behrens, Executive Director
 Furniture Traders Association
 (letter condensed)
I am distressed that our well meaning com-
ments regarding the parlous state of the FTA 
were misconstrued. HGR has always closely 
identified our welfare and credibility with 
those of the FTA’s, and it is because of that 
concern and those ties that we published 
the comments that you took exception to. 
We meant to help and rally support for the 
FTA, but it is now possible, as you point out, 
that these admissions may have an opposite 
effect and further weaken the FTA’s image. 
We apologise unreservedly for any unintend-
ed consequences, and hope the publication 
of your letter will correct any unfortunate 
perceptions we may have created.
 Ian Hughes, Publisher

Where have all the Braun 
appliances gone?
As the leading publication “in the know”, 
perhaps HGR could help me and a few 
colleagues who own and love Braun 
appliances. P&G [Procter & Gamble] 
seems to have stopped distributing all 
but the Oral B toothbrush ranges – there 
are no Braun shavers, mixers, blenders, 
food processors etc. at any of the leading 
retailers in Johannesburg.

A less than helpful P&G keeps referring 
us to Fixnet in Kensington for service, 
as does the Braun worldwide website. 
Fixnet does not sell any of the lines in 
question and talk about a new distribution 
arrangement in two months or so.

How can a great brand like Braun 
disappear overnight? And how can P&G 
just walk away? Any light you can shed on 
the matter would be greatly appreciated.
 Ray Asiroglu
 Strategic Planning Director
 The Agency for Advertising & Marketing
According to recent media reports, P&G 
have handed over custodianship and 
distribution rights to fast moving consumer 
goods group Fore Good. The full story is on 
page 8. Regarding your observation of no 
Braun products on the retail shelves, HGR will 
follow up with Fore Good and hopefully shed 
more light on the matter.
 Aurette Bowes, Editor

Readers’ Forum

facebook

Home Goods Retailer now on Facebook

Join the Facebook community and become a fan of Home Goods Retailer. 
Stay up to date with the latest developments in the household goods retail 
industry, plus keep track of what the HGR team gets up to.

Home Goods Retailer

Got an opinion, observation, 
compliment or gripe about the home 
goods retail industry you would like to 
air? HGR Readers’ Forum is the perfect 
platform from which to do so. Send your 
letters to PO Box 41632, Craighall, 2024, 
fax 011 447 9838 or email editor@hgr.
co.za. Letters may be edited for length 
or clarity. Your identity will be kept 
confidential if you prefer. 

Have your say in HGR

Readers’ Forum
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The financial crisis has not yet affected 
South African markets for technical 
consumer goods as strongly as feared 
and since the beginning of the year the 
value of the Rand has increased against 
major currencies. Consequently, most 
sectors showed positive development 
in the first quarter. The IT and consumer 
electronics sectors grew by 12.5 and 
3.5 per cent respectively, with the office 
equipment and consumables segment 
showing a healthy gain of 23.7 per cent. 
Photographic sales increased by 36.4 
per cent. Small domestic appliances 
developed positively, rising 15.7 per 
cent while major domestic appliances 
fell by 8.8 per cent. The telecoms sector 
remained stable.

Positive market development 
in small appliances
Small appliances continued their upward 
trend from last year into the first quarter 
of 2009, most visibly in hair care and to a 
lesser extent in beverage makers and linen 
care. While hair care performed above 
average the latter two departments are 
recovering their prior shares. The upward 
hair care trend is the result of successful 
promotions among the mass merchants, 
while the specialist chains tend to ignore 
this department.

Retail distribution remains focused 
on mass merchants, with this channel 
contributing over 70 per cent of the 
overall turnover in small appliances, 
followed by smaller shares for electro 
retailers and furniture chains.

Food preparation is slowly gaining in 
value relevance, and long‑term trends 
indicate a growth to 12 per cent of the 
total turnover, from an average of eight 
per cent two years ago.

Difficult year ahead for major 
appliances
The recovery over Christmas was short 
lived and did not translate into sustainable 
growth in the first quarter of 2009. Of 
the R501 million generated in March, 
refrigeration represented 48 per cent 
of the turnover and 35 per cent of the 
volume. Compared to last year’s quarter 
the market value stabilised, although this 
ignores inflation as volume sales were 
down by 12 per cent. In comparison to 
other categories refrigeration is, with 
washing machines, one of the better 
performing categories.

Washing machines constitute the 
second largest category, increasing 
its value contribution by ten per cent 
compared to last year, even though unit 
development is down by eight per cent. 
The value trends are therefore a mix 
of slightly more upmarket sales (front 
loaders) combined with strong price 
increases on account of Rand weakness 
against major currencies.

Smaller, luxury oriented categories such 

as tumble dryers and dishwashers have 
been most affected by the retail recession 
in South Africa, with year‑on‑year declines 
of 34 per cent for both categories, a clear 
indicator that high interest rates, credit 
restrictions and exchange rate fluctuations 
have mostly affected the middle income 
groups.

Microwave ovens and cooking in 
general remain in between these two 
segments. Their units and value could 
not recover as laundry and cooling did 
in December 2008, but at the same time 
avoided the pitfalls of the luxury items.

Notebooks in demand
The information technology sector, with 
a volume of almost R0.9 billion in the 
first quarter of 2009 in retail, was up by 
12 per cent in comparison to the same 
period last year. With a share of more than 
70 per cent of the total IT sales in retail 
notebooks still recorded four per cent 
growth, while the demand for desktop 
PCs was slightly negative in comparison 
to the first quarter of 2008. The demand 
for monitors was stable over the same 
period. It is expected that within the PC 
segment the trend towards notebooks 
will continue.

LCD TVs highly sought after
The consumer electronics market 
generated more than R1.9 billion in sales 
in the first quarter of 2009, up 3.5 per cent 
in comparison to the same period last 
year. The main growth drivers were LCD 
TVs, which account for more than 30 per 
cent of the consumer electronics market. 
Sales of LCD TVs were about 45 per cent 
above last year’s level with full‑HD panels 
a major driver of this segment.

Many consumers are currently 
switching to high definition LCD and 
more affordable prices are supporting 
the market. In particular, sets with large 
screens (40‑inch and above) and cheaper 
32‑inch sets are selling well. Since prices 
for LCD TVs have come down considerably 
this trend is expected to continue.

The market for HiFi products such as 

No downturn in technical consumer goods market during Q1, reports GfK
The South African market 
for technical consumer 
goods made a promising 
start in the first quarter 
of 2009, with the overall 
market amounting to R7.6 
billion, a growth of 2.4 
per cent in comparison to 
the same period last year. 
The greatest upturns were 
recorded in photographic 
products and small 
domestic appliances, 
while the markets for 
consumer electronics, 
IT and office equipment 
also developed positively. 
Telecommunication 
products were stable and 
major domestic appliances 
showed a downturn.

Newsline
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home cinema systems, micro, mini and 
midi systems, which dropped significantly 
after the implementation of the National 
Credit Act in the second half of 2007, had 
a relatively good start this year. Despite 
slightly decreasing sales units the turnover 
in the first quarter of 2009 increased by 
five per cent, which can be attributed to 
an increasing average price. The figures for 
portable media players showed a healthy 
ten per cent growth, while turnover of 
portable navigation devices decreased 
by 24 per cent. This can be attributed to 
decreasing prices, as total unit sales still 
showed a slight increase.

While the market for DVD players and 
recorders showed very healthy growth, 
the demand for CRT TV, which still 
accounts for about 13 per cent of the total 
turnover in consumer electronics, showed 
an expected decline of 14 per cent in 
comparison to last year’s first quarter.

Laser toners in demand
Office equipment and consumables 
recorded healthy year‑on‑year growth 
of 23.7 per cent, reaching a value of 
R370 million in the first quarter of 2009. 
This growth was mainly owing to the 
increase in sales of printer cartridges and 
toners, while the sales of printing devices 
(stand‑alone printers and multifunctional 
devices) showed only a slight increase. 
Main drivers within the printer cartridges/
toners segment were toners for laser 
printers. The success of laser printers in 
the year 2008 is starting to reflect in the 
consumables market.

Digital SLR cameras drive 
photography market
After an exceptionally good 2008, the 
market for photographic products showed 
a very promising start in 2009’s first 
quater with an increase of 36 per cent in 
comparison to 2008’, reaching a volume 
of about R261 million. A constant driver of 
this development is increasingly affordable 
and feature‑rich D‑SLR cameras, although 
the market for digital compact cameras 
also showed strong year‑on‑year growth.

Continuous growth in 
telecommunications
The mobile phone market continues to 
surprise. Despite very high household 
penetration rates it continued to grow over 
the first quarter, with March passing 900 
000 sales, a level last recorded in November 
2008 and well above similar month 
averages. The key volume growth came 
out of the entry level segment with all 
major brands expanding their assortment 
and promotion activities in the sub 30 US$ 
segment. Korean brands in particular have 
been establishing a foothold in this market.

In the mid‑tier market fancy side 

sliders made a successful entry. Sliders 
were for the first time marketed as true 
“social” machines, more as lifestyle 
gadgets than the traditional smart 
phone approach. This has significantly 
impacted the slider market as a whole, 
increasing the competition level against 
traditional brands.

At the top end of the market a 
growing array of touch screen phones are 
becoming apparent. It is clear that they 
are the next aspirational feature which 
might replace sliders in the consumer 
perception, although the prices are high 
and the numbers consequently low. 

In ZAR Million Q2 2008 Q3 2008 Q4 2008 Q1 2009 
Q1 2009 
Q1 2008 
+/‑in % 

Consumer Electronics 2 015 2 142 2 811 1 917 3.5 

Photo 252 293 474 261 36.4 

Major Domestic Appliances 1 775 1 670 2 152 1 807 – 8.8 

Small Domestic Appliances 285 338 437 341 15.7 

Information Technology 691 695 729 868 12.5 

Telecommunication 1 714 1 692 2 401 2 015 0.1 

Office Equipment & Consumables 300 311 299 370 23.7 

GfK TEMAX® South Africa 7 033 7 140 9 303 7 579 2.4 

No downturn in technical consumer goods market during Q1, reports GfK
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Quarterly performance of technical consumer goods markets.

Sales development of technical consumer goods in South Africa.

Newsline
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Furniture retailer JD Group’s interim results 
for the six months to February 2009 show 
that it has managed to maintain stable 
earnings in a period of financial turmoil 
and loss of consumer confidence.

The group reports that it is now firmly 
settled in its new structure, with five 
distinct business divisions covering tra‑
ditional and cash retail, financial services, 
international and new business develop‑
ment. The restructuring costs expended 
in establishing the new structure was 
R84 million.

The traditional retail business, 
comprising the group’s eight branded 
furniture and appliance stores, produced a 
profit of R246 million off a slightly reduced 
turnover. The operating margin of 8.6 per 
cent is in line with 2008.

The cash division, made up of Incred‑
ible Connection and Hi‑Fi Corporation, 
managed a slight growth in turnover and 
maintained a profit of R125 million, in line 
with the comparative period last year.

“Both brands maintain a strong 
customer focus, which supports their 
growth plans,” says chairman David 
Sussman. “Each brand will be opening 
a number of new stores in the current 
financial year, reflecting growing market 
shares in this segment.”

The financial services division was 
severely impacted by lower new business 
inflows as well as a substantial increase 
in debtors’ costs, Sussman continues. 
“Consequently, operating profit declined 

48 per cent to R123 million. Admittedly, 
this was exacerbated by the added costs 
of the restructuring, but it also reflects the 
current indebtedness of the consumer. 
With debt collection now centralised, a 
stronger performance from this division is 
expected in the next six months.”

The new business development 
division, comprising Blake and Maravedi, 
is of strategic importance to the group’s 
future plans and, says Sussman, while 
not making a material impact on profits 
at this stage, is expected to contribute 
significantly to the group’s strategy of 
becoming a significant financial services 
provider to the middle mass market.

The group reached a settlement with 
the South African Revenue Service to 
resolve outstanding contingent liabilities 
arising from certain tax structures. “These 
contingencies would ultimately have 
risen to an amount of R970 million and 
the board of directors considered it 
prudent to eliminate the uncertainty and 
speculation surrounding this matter by 
settling on a once‑off charge to taxation 
of R338 million in the 2009 financial year,” 
Sussman explains. “As a result, the board 
has decided not to declare an interim 
dividend for the first six months of the 
2009 financial year in order to facilitate 
the payment.”

The group’s balance sheet and cash 
flow remain strong, with gearing at 13.5 
per cent and with 124 per cent of trading 
profit being converted into cash.

Sussman says he is proud the efforts 
made by management and staff to cope 
with the vagaries of the business cycle. 
“We have been through a substantial 
restructuring, which has not been easy, 
especially in the current climate, and 
management and staff have worked 
hard to achieve a substantially more 
focused group. We are now well poised 
to compete with the best; service levels 
are improving and we anticipate an 
improvement in like‑on‑like earnings for 
the next six months.” 

Small appliances manufacturer Nu‑World 
says its revenue from continuing 
operations is down 10.1 per cent in the 
half‑year to February, from R916.5 million 
to R823.7 million. South African operations 
dipped 13.4 per cent.

Net operating income declined 52.2 per 
cent to R27.6 million from R57.7 million, as 
operating margins came under pressure in 
competitive South African and Australian 
marketplaces.

Chairman Michael Goldberg describes 
January and February as “difficult months” 
as retailers were overstocked, but notes 

“considerable” improvement in March 
and April.

“We expect to see signs of 
improvement in the second half of the 
year, as consumers respond to lower 
rates and confidence improves with 
the expectation of further rate cuts. 
“Additionally, the stronger rand has 
enabled us to buy products at better 
prices. Small appliances, which are no 
longer cost‑competitive to manufacture 
locally, are being outsourced to the east.”

Goldberg adds, however, that South 
Africa and Australia have seen intense 

competition in deteriorating markets, 
which has eroded margins, making it 
necessary to rationalise the business. 
“We will be restructuring each company 
and division in the group and have 
offered voluntary retrenchment and early 
retirement packages.”

Manufacturing in South Africa in gen‑
eral is under severe pressure, he contin‑
ues. “Our local manufacturing division is 
receiving particular attention in terms of 
restructuring and downsizing.” The ration‑
alisation process is expected to be com‑
pleted by the end of the financial year. 

David Sussman – bringing certainty 
through tax settlement

Furniture retailer JD Group’s interim results 48 per cent to R123 million. Admittedly, Sussman says he is proud the efforts 

JD GROUP maintains stability amid financial turmoil

Nu-world holds its own in challenging environment

Newsline
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Furniture retail group Lewis increased 
revenue by six per cent to R3.8 billion in 
the year to March and showed an increas‑
ing trend through the year, improving 
6.6 per cent in the second half relative to 
five per cent in the first six months despite 
“demanding trading conditions”.

However, debtor costs rose from 6.5 
per cent to ten per cent of net debtors, 
including R202 million worth of bad debt 
that had to be written off and doubtful 
debt provisions rising to R137 million. As a 
result, headline earnings a share fell 7.6 per 
cent to R6.371.

Outgoing CEO Alan Smart attributes 
this to financial stress on consumers, most 
of whom have been affected by higher 
food and transport costs. “We focus on 
providing necessities,” he says. “If customers’ 
beds or refrigerators pack up, they have to 
be replaced.”

“While trading conditions are expected 
to remain difficult, the improving trend in 
revenue growth and the slowing bad‑debt 
provision in recent months provide encour‑
aging signs for the year ahead,” Smart con‑
tinues. “Sales for the first six weeks of the 
new financial year continued to improve 
on the positive trend of recent months.

“Continued government and private 
sector infrastructure spend support job 
creation and retention in several sectors 

of the Lewis target market, although 
rising retrenchments and unemployment 
remain one of the major risks facing the 
South African economy in the year ahead. 
Our national store base and diverse 
customer profile should limit the impact of 
unemployment affecting a particular sector 
of the economy or geographic region.”

Smart says the group will continue to 
expand “cautiously”, and plans to open 
20 to 25 stores across the three trading 
brands. The Lewis division, which accounts 
for 82 per cent of merchandise sales, 
increased revenue by 5.7 per cent. Best 
Electric was boosted by the introduction 
of furniture ranges into stores and lifted 
revenue 9.1 per cent. The chain has been 
rebranded as Best Home and Electric to 
reflect this change in the merchandise 
offering. Revenue in Lifestyle Living, which 
targets higher‑income earners, was the 
same as last year.

Smart will retire as CEO in September, 
but will remain as a non‑executive director. 
He will be succeeded by Johan Enslin. 

Tokyo‑based Sony has reported its first 
annual net loss in 14 years and forecasts 
a bigger loss this year, saying the 
pressure from sliding sales, competition 
in gadget prices and a strong yen was 
expected to continue.

The Japanese electronics and 
entertainment company lost ¥165 
billion (R14.5 billion) in the first quarter, 
compared with ¥29 billion profit made in 
the same period the previous year. This 
brings its full fiscal year loss to a ¥98.9 
billion, a reversal from the ¥369.4 billion 
profit of a year earlier.

Sony announced that it is to close 14 
per cent of its 57 manufacturing sites to 
help turn its business around and is also 
in the midst of cutting back 16 000 jobs. 
The company sees no quick recovery in 
sight, and has projected a ¥120 billion 
loss for the fiscal year to March 2010.

Chief financial officer Nobuyuki Oneda 
says the company expects more losses at 
its electronics operations and its games 
division to stay unprofitable this financial 
year. TV operations will probably lose 
money for a sixth straight year, he 
adds, but Sony plans to bring it to the 
break‑even level in the second half. The 
company is aiming to sell 15million LCD 
TVs this financial year, down slightly from 
15.2 million sold last year. 

African Bank Investments (Abil) paid 
more for Ellerines than it should have and 
has already spent around R400 million 
trying to “fix” the furniture retailer. This is 
according to Abil CEO Leon Kirkinis who 
says the R8.9 billion Abil paid for Ellerine 
did not reflect the risks in the company. 
Additionally, all the problems affecting 
the retailer were not revealed by the due 
diligence, which Kirkinis admits was not as 
good as it should have been.

After realising that Ellerine was in 
bad shape, Abil reduced store numbers 
from 1 235 to 1 131 and cut the staff 
complement from 17 471 to 14 489.

“A centralised collections methodology, 
which did not make sense at all, as well as 
heavy debts lay at the heart of Ellerine’s 
problems,” Kirkinis explains. Abil delisted 

Ellerine early last year.
In the six months to March Ellerines 

traded below expectations. The company 
reported R190 million in headline earn‑
ings, compared with R153 million in the 
previous three months. Sales fell 20.5 per 
cent to R2.3 billion, with cash and credit 
sales falling 19.7 per cent and 21.2 per 
cent respectively, mainly owing to the 
smaller store footprint, lower credit ap‑
provals, weaker demand and the inflated 
base of the comparable reporting period.

“A better performance is expected for 
the full year, but growth from Ellerines 
is not likely to be strong,” says Kirkinis. 
“The introduction of the National Credit 
Act has caused a marked slide in retail 
furniture sales, an indication that the level 
of credit to the industry was artificially 

high. Although Ellerines’ performance 
is still being measured against these 
previous artificially high levels, the level of 
credit to the sector is starting to reach a 
normalised level.”

The focus in the second half will be on 
further integration of financial services, 
which Kirkinis says is taking longer than 
expected, revitalising Ellerines’s retail 
activities and refining the bank’s collection 
and underwriting processes.

Kirkinis points out that it’s not all bad 
news for Ellerines, which “has made some 
progress towards its objective of providing 
products at the right price, complemented 
by a differentiated risk‑based credit offering.

“The rationalised management has 
been bedded down, new merchandise 
management skills have been introduced 
and the store footprint continues to be 
optimised. Development of a strategically 
aligned supply chain is on track.” 

Abil spends R400m fixing Ellerines

First loss in 14 
years hits Sony

Furniture retail group Lewis increased 

Lewis increases revenue despite 
‘demanding’ trade conditions

Outgoing CEO Alan Smart

Newsline
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FMCG group Fore Good is the new brand 
custodian and distributor for Braun small 
appliances in southern Africa, having 
concluded an agreement with Procter & 
Gamble (P&G) Geneva International.

Fore Good’s primary focus on Braun will be 
beauty and personal care. It will take holistic 
responsibility for the brand, including distribu‑
tion, sales, merchandising, marketing, strategic 
business development and key account rela‑
tionship management. The deal also involves 
the group’s team working closely with P&G 
Geneva’s commercial and brand teams.

Central Eastern Europe Middle East & Africa 
development and export markets director 
Gregor Forbes says, “Our region spans over 100 
countries and South Africa is one of our top 
three key strategic markets. It was paramount 
that we found a partner that could give sharp 
focus on our specialist brands and channels 
in sales and distribution and below‑the‑line 
marketing capability.

Fore Good has an outstanding track 
record in building leading brands in collabo‑
ration with the brand owners. We are excited 
about the prospect of them managing the 
Braun brand.”

Fore Good Investments’ Chairman, Selwyn 
Smith concludes: “We have been in talks and 
negotiations with P&G for almost five months 
and we have built a consummate and syner‑
gistic relationship with the team in Geneva. 
The foundation of the agreement is based on 
a pervasive and transparent partnership which 
I foresee will deliver exponential success for 
P&G and Fore Good.” 

While factory orders and shipments in the 
US declined in March on a year‑to‑year 
basis, the good news is that percentages 
are shrinking, according to the latest 
Furniture Insights survey of residential 
furniture manufacturers and distributors 
from the High Point accounting and 
consulting firm Smith Leonard.

New orders for March 2009 were 17 per 
cent lower than March 2008. Year‑to‑date, 
new orders were 21 per cent lower than 
the first quarter of 2008. This percentage 
was down from 22 per cent last month 
(the fourth quarter of 2008 was down 26 
per cent). Orders in the first quarter of 
2008 were eight per cent lower than the 
first quarter of 2007.

“While nothing to get too excited 
about, at least the decline fell below 
the 20 plus percentages we have been 
reporting,” says Smith Leonard managing 
partner Ken Smith in the report on the 
survey. Similar to orders, shipments 
were off 17 per cent in March versus 
March 2008.

“Although we continue to hear 
that some retailers are stretching out 
payments, we have also noted that 
many manufacturers and distributors are 
holding shipments until credit lines are 
reasonable,” Smith says.

Inventory levels were off 5 percent from 
February and were 11 percent lower than 
March 2008.

“It appears that many importers have 
been able to reduce the flow of goods 
from Asia and others. Almost everyone 
we have talked with are really focused 
on turning inventory to cash. In addition, 
and we hope this is true, we believe that 
much of the blow out inventory, has 
been ‘blown out.’ This is a good thing.”

Smith notes that with the “blow 
out” of inventories appearing to near 
an end, retailers hopefully will begin 
buying more products at more normal 
prices. “While there may still be some 
discounting, at least we should not have 
to give the 50 to 80 per cent discounts 
we have heard about.

“If the economy picks up or at least 
bottoms out in the third quarter, it may 
be the fourth quarter of 2009 or the 
first quarter of 2010 before the furniture 
industry sees much improvement,” 
he adds.

“With consumer debt also declining, 
we feel that once consumer confidence 
gets back to more normal levels, we 
will have an opportunity to see some 
improvement in 2010. No one expects 
the economy to come back with a roar, 
but at least if companies can feel they 
have bottomed out, management can 
structure the company to deal current 
volume levels. We do believe that 
we are, if not at the bottom, at least 
nearing it.” 

Mass retailer Massmart is continuing with 
its strategy of investing for the future de‑
spite the recession in the retail sector, but 
will change its tactics to take advantage 
of new short‑term opportunities that have 
presented themselves, says CEO Grant 
Pattison.

Some of these include taking advantage 
of cheaper advertising space, as all sectors 
were going through a tough time. “Other 
areas where we can benefit from better 
value are the property market – as we 
continue to roll out stores – and better 
service for suppliers. Some suppliers have 
found themselves burdened with too much 
stock. Massmart can take it off their hands 
for a good price, passing on better prices to 
consumers, which results in entrenchment 
of the company’s brands.

“Consumers, always on the hunt for good 
value, are now more interested in price and 
will look at trading down,” Pattison says.

Massmart has nine wholesale and 
retail chains such as Game, Dion Wired, 
Makro and Builders Warehouse. Each is 
focused on high‑volume, low‑margin, 
low‑cost distribution of mainly branded 
consumer goods for cash, in 14 countries in 
sub‑Saharan Africa through four divisions 
comprising 254 stores.

Pattison says the company is also 
focused on clearing stock. “Overstocked 
items could be put on special and placed 
where people can see them, creating a 
better price perception in consumers’ 
minds. Too much stock can either be seen 
as a problem or an opportunity.”

“Although our strategy is not changing, 

we are focusing on aspects we might 
have ignored while the good times were 
rolling,” Pattison continues, “something 
every company should be looking at now. 
Down cycles expose what companies 
got wrong in up cycles, aspects of the 
business that were easy to overlook when 
companies were doing well. Although 
cost management should be a permanent 
aspect of a business, more time would be 
devoted to it now.

“During tough times, it is important to 
continue to protect the company’s brands 
and to carry on investing in advertisements, 
training, development and sustainability. 
We will delay or stop investments that are 
not crucial, such as store revamping. These 
items will not affect the company’s medium 
to long‑term growth.” 

“Consumers, always on the hunt for good we are focusing on aspects we might 

Massmart finds opportunities in downturn

Decline in US furniture factory orders 
slows in March

P&G offloads 
Braun to Fore Good

Newsline
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After undergoing a complete makeover, Ellerines Furnishers has 
opened its first new concept store in the Pan African Shopping 
Centre in Alexandra, Wynberg. The new concept stores will be 
rolled out throughout South Africa over the next few years.

To make shopping at its stores a more pleasurable experience 
for its customers, the furniture retailer redesigned the interior and 
exterior of its stores and signage.

“The new layout is geared to make shopping easier for 
customers,” says Ellerines Furnishers marketing executive Johan 
Schalkwyk. “The new‑look store is streamlined and has a modern 

feel. The interior is open, light and airy, with well‑defined areas 
and the product placement has been improved. The welcoming 
customer services area will continue to offer the excellent 
services for which we are known.”

Ellerines Furnishers also unveiled its new logo at the opening 
of the Alexandra store. To show its dedication to assisting 
customers in as many ways as possible, the pay‑off line on the 
logo has been changed to Making Life Easier for You!

“We want to meet the needs of 
our customers by giving them access 
to affordable credit, lower prices and 
the best value for their money and 
to let them know that we will try to 
introduce ways which centralise their 
shopping, thereby making life easier 
for them,” Van Schalkwyk continues.

For the opening of the Alexandra 
store, Ellerines Furnishers teamed up 
with SABC TV Licences to give advice 
to customers on how to go about 
obtaining TV licences. The partnership 
also gave customers a chance to win 
Tek TV and home theatre prizes during 
the first few days of the opening. 

Bongani Mageba and Godfrey Brown at the opening of the new-look 
Ellerines Furnishers store in Alexandra.

Johan van Scalkwyk 
– making shopping 

easier for customers.

Ellerines Furnishers gets a make-over

Furniture retailer Coricraft plans to open six stores this year 
and another three in the first quarter of 2010, this according to 
managing director David Jacobson, who says the company is 
expanding to meet the growing needs of consumers who want 
value offerings.

Coricraft currently owns 17 stores in the Western Cape, Eastern 
Cape, Gauteng, Free State, Mpumalanga and North West. It has 
allocated R15 million to the location of new stores in Durban, 
Cape Town and Gauteng, as well as refurbishments to its Sandton 
City and Canal Walk stores. Next year stores will open in Witbank, 
Mpumalanga, Polokwane, Limpopo and the Vaal Triangle.

Jacobson says it is an opportune time to grow as rental space is 
easier to come by. “A team of renowned shop designers has been 
seconded to the project to give the stores a brand‑new look and 
feel. The revamped Sandton City and Canal Walk stores will be 
relaunched in August.”

Coricraft stores are generally located in malls. “A few are 
standalone concepts, but this is not ideal as people prefer to 
cross‑shop,” says Jacobson. Coricraft is unable to carry its entire 
range in each store, but offers swatches and an online portal and 
plans to also soon launch an online store.

“Retail norms have changed dramatically over the past 12 
months,” Jacobson continues. “Customers are not only demanding 
lower prices for better quality products, but also stringent pre‑ 
and post‑sales service.”

Coricraft’s Cape Town factory currently employs 400 staff, but 
Jacobson adds that a Johannesburg factory will start producing 
40 units a month later this year. 

Schalkwyk. “The new‑look store is streamlined and has a modern 

Coricraft to expand in line 
with rising demand

Sony digital imaging innovation has been recognised by the judges 
of this year’s TIPA (Technical Image Press Association) awards.

TIPA is an independent, non‑profit association of European photo 
and imaging magazines. With 27 member magazines from 11 coun‑
tries, TIPA is the largest and most influential photo and imaging press 
association in Europe. Each year, editors of member magazines vote 
for the Best Photo and Imaging Products in Europe, considering in‑
novation, use of leading‑edge technology, design/ergonomics, ease 
of use and price/performance.

The editorial panel of Europe’s most prestigious photo industry 
awards named the Sony Cyber‑Shot DSC‑HX1 Best Superzoom 
D‑Camera in 2009. The judging citation states: “The Sony Cyber‑shot 
DSC‑HX1 can take up to 224 degree panorama shots in one easy 
press and sweep motion. It is the company’s first compact camera 
to use its Exmor CMOS sensor technology, allowing the camera to 
achieve burst speeds of ten frames per second at full 9.1 megapixel 
resolution and record movies in 1080p HD. The camera also has a 
fantastic 20x optical zoom G lens technology, previously only avail‑
able in its alpha cameras.”

Meanwhile, the Sony DSLR lens 70‑400mm F4‑5.6 G SSM was 
awarded Best Expert Lens in 2009. The judging citation states: “With 
18 elements into 12 groups, including two ED glasses, Super Sonic 
Motorisation (SSM) for a total weight of 1.5 kg, this Sony G zoom 
lens deserves the ‘expert’ definition. In a beautiful silver finish and 
solid construction, it features an excellent optical quality at f/4. 
Circular aperture, low distortion, invisible vignetting and a negligible 
chromatic aberration complete the portrait of this high quality 
telephoto lens.” 

Sony scoops international awards 
for digital imaging products

Newsline
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Philips Supply Opportunities and Achieve 
Results (SOAR) has donated four litres of 
paint to Ditau Primary School in Orlando 
East, Soweto. The initiative is geared to 
uplifting and improving the lives of less 
fortunate individuals and communities.
The paints, sponsored by Philips, were used 
in the classrooms to add colour to the walls, 
which were fading and needed a face-lift. 
Parents of the learners assisted in painting 
the walls of the classrooms. 

The Singapore Furniture Industries 
Council (SFIC) recently led representatives 
from ten distinguished Singapore 
furniture companies on a business 
mission to explore new markets in Eastern 
Europe. Supported by International 
Enterprise (IE) Singapore through 
its International Marketing Activities 
Programme (IMAP) as well as SPRING 
Singapore, the team visited Hungary, the 
Czech Republic and Poland.

The mission aimed to allow local 
companies to gather first‑hand knowledge 
on the requirements of the Eastern 
European furniture market, raise the 
profile of Singapore’s furniture industry, 
explore partnership opportunities and 
seek out new business leads.

Led by Jerry Tan, vice‑president of SFIC 
and managing director of Jaco Furniture, 
the Singapore delegation included SFIC 
member companies Falcon Incorporation, 
Keng Cushions Trading, Koda, QC@Paul 
Furniture, Sitra Holdings, Star Furniture 
Industries, Suncoast Sitra, Univonna and 
Valencia Design.

“During such uncertain economic 
times, it is important for the Singapore 
furniture industry to be even more 
pro‑active in seeking out new 
opportunities,” says Tan. Eastern Europe is 
a rapidly emerging market which is still 
relatively untapped by our local furniture 
companies. We believe it possesses a 
wealth of business potentials and would 
like to give our members the opportunity 
to experience it personally.”

“Many Singapore furniture companies 
tend to rely on the traditional markets 
like Asia, Western Europe and North 
America for a steady stream of business,” 
adds Kenny Koh, deputy mission leader, 
vice‑president of SFIC and managing 
director of Star Furniture Industries. “But 
for significant growth to occur we must 
expand our reach. We cannot afford to 
ignore new emerging markets as they 
potentially offer the biggest rewards.”

Research by Italy‑based furniture 
research firm CSIL Centre for Industrial 
Studies Milano indicates that 
consumption of home furniture in the 
new EU member states amounted to 
Euro 6.1 billion (at factory prices), over 
80 per cent of which was absorbed by 

Poland, the Czech Republic, Romania 
and Hungary. This translates into 
potential supply opportunities for 
companies which offer a compelling 
proposition to both trade buyers and 
end consumers with their diversified 
production bases, strong fundamentals 
and superior offerings.

During the nine days on the ground, 
the ten companies travelled around 
Budapest in Hungary, Prague in the Czech 
Republic and Poznań, Poland, visiting 
a mix of retail outlets and meetings 
with major furniture importers, retailers, 
manufacturers and trade associations.

The delegates also met with the heads 
of the Association of Czech Furniture 
Manufacturers and the Poland Chamber 
of Commerce to explore potential 
tie‑ups between Singapore and the 
two republics. They toured the Poznań 
Furniture Fair and attended the Home 
Decor, Furniture, Budma Interior and 
Luminexpo “Business Mixer”, a business 
networking session jointly organised by 
SFIC, the World Trade Center Poznań and 
the Polish Information Centre in Latvia. 
The delegates met with over 100 Polish 
and foreign companies from the furniture 
and interior design sectors.

Singapore’s total trade in furniture with 
Hungary, Czech Republic and Poland 
registered S$5.7 million in 2006, S$4.9 
million in 2007 and S$8.0 million in 2008. 
The bulk of the revenue generated was 
from furniture imports, which accounted 
for an average of 97 per cent of 
Singapore’s total furniture trade with the 
three countries.

“Given Singapore’s strategic location, 
our local furniture companies are 
able to offer buyers the best of both 
worlds through its unique blend 
of Eastern and Western business 
practices, dynamic design capabilities 
and versatile production resources,” 
says Tan. “Singapore furniture players, 
through their regionalisation efforts, 
have the added advantage of being 
able to leverage on the key strengths 
of different Asian markets and 
their industry network. This further 
consolidates Singapore’s position as the 
furniture trade hub for the region and 
even the rest of the world.” 

Dull classrooms 
brightened

Mr Price fares well in 
economic downturn

Singapore furniture companies forage into 
untapped Eastern European markets

Retail group Mr Price has reported diluted 
headline earnings per share of 244.6c for 
the year ended March 2009 from 210.8c a 
year ago – a rise of 16 per cent.

Although most of the 19.3 per cent 
increase in retail sales to R8.6 billion was 
for clothing, the homeware chains lifted 
sales by 12.1 per cent to R2.7 billion. Most 
of the rise came from Mr Price Home, 
which increased sales by 13.3 per cent to 
R1.9 billion, with Sheet Street lifting sales 
by 9.7 per cent to R8 billion.

According to CEO Alastair McArthur, 
the homeware chains remained 
under pressure as consumers deferred 
expenditure on home products in the 
tighter economic environment. “The softer 
trading conditions also led to higher 
markdowns and consequently, operating 
profits in this division declined by 29.3 per 
cent to R83.3 million. However, market 
share gains in both chains augur well for 
the future.”

During the year the group opened 86 
new stores, including some that were 
franchised, bringing the total to 971 and 
creating more than 400 full‑time jobs 
as a result. It plans more expansion into 
the rest of Africa, including Angola, and 
already has stores in Kenya, Mozambique, 
Zambia and Tanzania. 

Newsline
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Massmart’s Game and Dion Wired stores have embarked on 
a campaign that aims to save 100 000 lives by urging their 
employees to become active blood donors in the build‑up to the 
2010 FIFA World Cup football tournament in South Africa in June 
next year.

Their Vote for Life campaign encourages all staff members to 
donate blood at least six times before June next year. It began 
in December last year and is believed to be the only corporate 
campaign of its kind in the country. “We are asking our employees 
to truly think about the difference their gift of blood could make 
and then take that brave step towards giving blood,” says Game 
and Dion Wired stores managing director Jan Potgieter. “Each time 
one person donates blood, they could be saving three lives. This 
means that one employee could save 18 lives in 18 months.”

Staff members are able to donate blood in their own time at 
any clinic run by the local blood service, but special clinics are 
also being set up at some of the more than 100 stores, regional 
offices and warehouses operated by the two companies.

“Shoppers at Game and Dion Wired stores where clinics 
are set up are more than welcome to donate blood here and 
become a part of the campaign,” says Potgieter. “South African 
National Blood Service (SANBS) and the Western Province 
Blood Transfusion Service face shortages on a regular basis and 
pressure will mount during an event like the World Cup, which 
will see an influx of thousands of overseas visitors. This will be a 
challenging time for these organisations whose sole purpose is 
to saves lives.”

The Vote for Life programme has been rolled out to the group’s 
stores across Africa – in Botswana, Ghana, Malawi, Mauritius, 
Mozambique, Namibia, Nigeria, Tanzania, Uganda, and Zambia.

Describing the campaign as one of the most important Game 
and Dion Wired have undertaken, Potgieter is confident that the 
companies’ employees appreciate the need in South Africa and 
Africa for individuals to come together and make contributions 
that will give hope, help and life. “This is an opportunity where a 
single act by one individual can truly save a life. Collectively, it is a 
team effort which we hope will have a huge impact.” 

Massmart’s Game and Dion Wired stores have embarked on 

Vote for Life blood donation 
campaign aims to save 100 000 lives

Game and Dion Wired stores managing director Jan Potgieter donates 
blood at a special clinic set up at Game Pavilion as part of the group’s 
Vote for Life campaign. Helping him is Sister Jay Moodley from SANBS.
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Sony Electronics Asia Pacific introduces 
three new high performance and afford‑
able cameras, DSC‑S950, DSC‑W210, and 
DSC‑W220, adding to its Cyber‑shot range.

Sporting up to 12.0 megapixels 
and up to 4x optical zoom, the new 
additions to Sony’s Cyber‑shot camera 
range – the DSC‑S950, DSC‑W210 and 
DSC‑W220 – offer higher imaging 
quality that is smoothly reproduced, 
even on A3 size printouts. Additionally, 
the new Cyber‑shot models feature 
double anti‑blur solution and optical 
SteadyShot technologies to reduce the 
occurrence of blur images and ensure 
that clearer pictures are taken.

“Through the development of user‑
friendly high quality cameras, Sony aims 
to share the joyful ease of capturing 
precious memories with consumers of 

all ages and income levels,” says Sony 
Electronics Asia Pacific general manager 
digital imaging marketing division 
Tatsuo Takahashi. “The new Cyber‑
shot cameras offer improved image 
stabilisation technologies and higher 
resolution imaging in a simple and 
affordable package.”

DSC-W220 and DSC-W210
The DSC‑W210 is equipped with 
SteadyShot to easily achieve sharper 
images, with or without flash, while the 
DSC‑W220 features Sony’s new double 
anti‑blur solution, which combines the 
benefits of optical SteadyShot with an 
improved high sensitivity mode to help 
reduce camera shake. To further deliver 
clean, high‑resolution images, Sony’s 
original clear RAW noise reduction 
algorithm is employed to suppress 
image noise.

Intelligent scene recognition 
function automatically determines the 
optimal settings for difficult imaging 
conditions such as in dark and backlit 
environments, and is available for up to 
five different scene selections.

The easy shooting function helps 
prevent mishandling by inexperienced 

users by providing easy‑to‑read, on‑
screen instructions,

DSC-S950
Available in silver, black and pink the 
DSC‑S950 combines an effective 10 
mega pixel, 4x optical zoom and large 
2.7‑inch LCD for high performance 
imaging at an affordable price. The 
DSC‑S950 is also equipped with 
SteadyShot technology while the 4x 
optical zoom allows for close‑up photos 
of subjects from as near as 5cm.

The new Cyber‑shot cameras feature 
Sony’s Face Detection technology 
to automatically detect faces in a 
scene and adjust focus, exposure and 
white balance accordingly. It can also 
automatically distinguish between 
children and adults.

The cameras come bundled with 
picture motion browser, Sony’s image 
management PC software, which 
organises and plays recorded movies 
and still images according to the date 
they were created, and allows users 
to search for images by face type. 
The software can even pick out facial 
features from an image and conduct a 
search for similar faces. 

Sony’s V1000 digital photo frame offers 
the new BIONZ imaging processor, which 
brings pictures to life with exquisite detail, 
vivid colours and natural tones. This image 
processing engine easily accommodates 
large image files, and displays the highest‑
resolution photos in moments.

Red‑eye, soft focus, skin blemishes and 
other faults can be fixed instantly using 
auto touch‑up, with no PC needed, thanks 
to the exposure correction feature.

The frames come with a range of 
new slideshow modes, including clock, 
calendar, time machine (slideshow with 
date of photo), scrapbook and other 
creative view modes to display images. 
Users can create their own calendar with 
the desired picture for each month, add 

a reminder (for example, birthday or 
anniversary) via icons and directly add text.

Easy‑to‑use picture search functions 
make it easy to track down a favourite 
photo from hundreds or thousands. 
Stored images can be browsed by events, 
markers or folders, helping users pinpoint 
the right picture in moments. If a folder 
is copied from a PC the name is retained, 
making it easy to find.

All S‑Frame models feature an auto‑
orientation sensor. This intelligently ‘flips’ 
images so they’re always displayed with 
correct orientation, whether the frame is 
placed in portrait or landscape positions.

A new alarm clock function lets users 
wake up to theirr favourite pictures. It also 
sports a new auto‑dimmer that adjusts 

screen brightness to ensure a perfectly 
bright image in changing lighting 
conditions. V‑Series models can also be 
connected to any HD Ready television, 
enabling users to enjoy big‑screen 
slideshows with background music. 

Sony adds three high performance, 

affordable cameras to Cyber-shot range

Sony photo frames turn life into art

The latest additions in Sony’s Cyber-shot 
camera range feature technologies that 
easily reproduce accurate and clear images.

Sony’s new range of S-Frame digital photo 
frames offer a wide range of stylish and 
easy-to-use viewing features.

Cameras
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Samsung remains the global brand share 
leader in revenues for the 13th straight 
quarter, holding its revenue share around 22 
per cent, and also leading in global TV unit 
share in the first quarter of 2009, according 
to the latest Quarterly Global TV Shipment 
and Forecast Report from DisplaySearch.

LG Electronics overtook Sony for the 
number two share position in global TV 
revenues, rising almost two points to 13.3 
per cent and posting the only year-on-year 
revenue growth among the top five brands, 
with a 14 per cent year-on-year growth 
in unit volume. Sony fell to number three 
position on a revenue basis as a result, with 
Sharp and Panasonic rounding out the top 
five. It’s interesting to note that in LCD TV 
on a revenue basis, Philips fell out of the top 
five for the first time, replaced by Toshiba 
who was number two in Japan and number 
five in North America and Western Europe.

With a lingering global recession 
continuing to place pressure on 
discretionary spending, global TV shipments 
declined six per cent year-on-year in the 
first quarter to 43.3 million units. This was 
a decline of 25 per cent from Q4’08 on 
seasonal trends. Revenues fell even more, 
down 12 per cent year-on-year to $22.1 
billion with average selling prices falling 
six per cent year-on-year, as both retailers 
and brands sought to keep consumers 
shopping. The resulting shipments were 

very close to projections, but the mix was 
weighted more heavily towards LCD TVs 
than expected on strong demand in China 
as well as North America.

Globally, flat panel TV shares grew from 
66 per cent in Q4’08 to 68 per cent in Q1’09 
as LCD TV prices fell even more in Q1’09 on 
an annual basis than they did during the 
Q4’08 holiday season, an indication of the 
pressure to maintain consumer demand. 
LCD TVs were the only technology to gain 
share during the quarter, rising from 58 
to 62 per cent, as year-on-year shipments 
grew 27 per cent to 26.7 million units, but 
revenues posted the first ever year-on-year 
decline on a worldwide basis, down one 
percent, highlighting the pressure on prices. 

Plasma TV unit shipments increased one 
per cent year-on-year by comparison to 2.8 
million, with revenues falling by 26 per cent, 
representing six per cent of unit shipments 
and 11 per cent of global TV revenues.

Given the pressure on consumer 
spending, it’s not surprising that demand 
remained strong for modest screen sizes, 
where pricing was more attractive. 32-inch 
was still the most popular screen size, 
accounting for almost 38 per cent of 
unit shipments, but the share of total TV 
shipments above 40-inch declined about 
half a per cent from record levels in Q4’08. 
The unit share of higher resolution 1080p 
models increased by more than a point to a 
record 21.7 per cent. 

Rank Brand
Q4’08
Share

Q1’09
Share

Q/Q
Growth

Y/Y
Growth

1 Samsung 22.1% 21.5% –29% –8%

2 LGE 11.5% 13.3% –16% 2%

3 Sony 14.8% 13.1% –36% –9%

4 Sharp 7.4% 7.2% –29% –12%

5 Panasonic 8.8% 6.1% –50% –22%

 Other 35.6% 38.8% –21% –17%

 Total 100.0% 100.0% –27% –12%

Q1 09 Worldwide TV brand rankings by revenue share

Samsung retains
global top spot in TV units and revenues
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In the continuing development of 
TV technology the focus is on energy 
efficiency, further improvements in picture 
quality, especially on LCD televisions, and 
even slimmer units. LED backlighting 
for LCD screens is now becoming well 
established with a whole range of 
new models. The individual LED light 
cells can be controlled to match the 
brightness specifications of the picture 
content and this enables much higher 
contrast levels to be achieved while also 
conserving energy.

Plasma screens also have reduced 
energy consumption. With such 
developments manufacturers are 
continuing in the direction they set 
in 2008. The new technology enables 
slimmer units to be produced and larger 

TV screens are becoming thinner than 
ever, as little as nine millimetres.

Another of the criteria for improving 
picture quality is that of natural, 
smooth‑flowing movement with 
even sharper definition. All the major 
manufacturers are producing attractive 
new models that operate at many times 
the standard picture frequency and 
include cleverly calculated intermediate 
images. In this way they can even produce 
a clear and detailed picture when the 
camera pans across an entire football 
pitch in a fraction of a second.

Alternatives to the established 
technology used for plasma and LCD 
television screens are not expected to 
account for a large share of the market for 
several years, but they will be on show at 
IFA 2009. For example, the OLED screens 
will include not only experimental units 
but also the first mass‑produced models.

There is also a new screen format 
which points the way forward: one of the 
superstars among the latest television 
sets is a model with a picture ratio of 21:9, 
the same as that used to screen movies in 
Cinemascope.

New on the screen: Internet 
and the third dimension
Top‑of‑the‑range televisions are bringing 
the Internet into the home. Video clips 
from YouTube web pages, slide shows 
from the online photo service Picasa, 
weather reports, breaking news reports, 
sporting events and stock market 
prices are all now available at the click 
of a button. The manufacturers use a 
number of different technologies, such as 
standardised browsers or special widgets, 

but in every case the results are similar, 
making access to Internet content as easy 
as it is to zap from one television station 
to another.

It will be a few years before consumers 
can see 3D television pictures in their 
homes, but the industry is already 
working on solutions that incorporate 
the entire infrastructure, from 
programme production to distribution 
and the terminals. An industry‑wide 
standardisation project envisages the 
Blu‑ray disc as the future medium for 
3D images.

Blu-ray a mature market
The Blu‑ray disc is viewed as a fully tried 
and tested media platform, with well 
established standards of the highest 
technical level, a wide choice of films 
and other media content, online access 
and an extensive range of playback units. 
Many different varieties and designs 
of Blu‑ray player are now available as 
stand‑alone components, including 
extremely flat units. Blu‑ray drives are also 
being installed increasingly as standard 
equipment in fully equipped home 
cinema systems.

Fascinating new 
screen technologies, 
three-dimensional images, 
entertainment, navigation 
and communication using 
portable terminals, wireless 
media in the networked 
home – these are the 
latest trends emerging in 
the consumer electronics 
industry, which will be 
showcased at IFA 2009 
in September.

Many different designs of Blu-ray player are 
now available as stand-alone components, 
such as this BD370 from LG Electronics, 
which enables users to connect to the 
Internet and enjoy the streaming services of 
movie trailers, subtitles, related quizzes and 
multi-player interactive games.

Consumer electronics trends –
fascinating, innovative and 
in harmony with the environment

Home Entertainment
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Wireless and easy to use
High definition images can now be 
transferred to the screen wirelessly, 
without any compression and with 
high definition multi‑channel sound, in 
accordance with the new wireless HD 
standard. Over short distances of 20 
metres the radio link operates reliably and 
without any problems, and at extremely 
high frequencies of around 60 gigahertz. 
Wireless HD is likely to develop to 
augment the HDMI connection, and the 
first sets with built‑in transmitters and 
receivers for wireless HD will be on show 
at IFA 2009.

IFA will also be demonstrating many 
new examples of streaming for audio and 
video applications, including a wide range 
of media players and many new media 
servers and NAS drives, holding images, 
music and films that can be played on 
all loudspeakers and screens throughout 
the home.

Hard disc archive, online music 
and Internet radio
For hifi enthusiasts a network connection 
is increasingly being taken for granted. 
Nowadays music is mainly bought online, 
computer hard drives are gradually 
replacing racks of CDs as a sound archive, 
and network clients can either play a 
private repertoire by themselves or feed it 
to a hifi system. The next logical step is for 
devices which, via the home network, can 
be used to access the archive contained 
on a hard drive, as well as often also 
serving as receivers for Internet radio 
services.  Special providers can offer tens 
of thousands of radio stations from all 
over the world, sorted according to genre 

or region, and providing yet another 
attractive source of entertainment and 
information.

Mobile entertainment, 
navigation and communication
MP3 players, navigation devices, 
smart phones with browsers and 
email‑programs – it is now virtually 
impossible to separate the different 
functions available on mobile terminals. 
New items suit every kind of user: mobile 
jukeboxes which can also display digital 
photos or serve as dictation machines, 
pocket‑sized multimedia players capable 
of playing movies with definition 
approaching TV quality, navigation 
devices with optional television viewing 
facilities, and telephones which, with a 
built‑in GPS antenna, can also search the 
Internet for information about the locality. 
Few other product categories provide 
a more convincing example of what 
convergence means today.

Increasing popularity of 
flash drives
For televisions, DVD players and hifi 
components alike, an increasing number 
of consumer electronics devices not 
only have the usual interfaces but also 
slots for memory cards, or USB ports 
for conveniently sized memory sticks, 
reflecting the fact that these tiny and 
practical digital devices are now well 
established as multipurpose systems for 
storing all kinds of media content. They 
can be used to bring photos from digital 
cameras or home‑made movies from a 
camcorder directly onto a flat screen. 
Alternatively, entire MP3 collections can 

be transferred with very little effort from a 
computer to a hifi in the living room.

The technology behind flash memory 
chips, which are the key components 
in these tiny, light storage devices, is 
developing at an astonishing pace: their 
capacity is doubling almost annually, 
while their prices continue to fall. Flash 
memories have already begun to supplant 
hard disc drives and other mechanical 
storage systems. Solid state discs (SSD) 
are being used increasingly as mass 
storage devices in compact notebooks. 
This is an ongoing trend, with numerous 
new, lighter and more compact items, 
with substantially reduced energy 
consumption too. 

An energy-efficient flat 
screen made by Grundig.
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Samsung’s new line‑up of 
advanced LED high‑definition 
TVs are built upon the success 
of its first and second‑
generation LED HDTV models.

The new 8000, 7000 and 6000 
series use LEDs (light emitting 
diodes) as their primary light 
source, rather than traditional 
cold cathode fluorescent lamps. 
Benefits of using LEDs include 
ultra‑high contrast ratios, slim 
depths that allow for more 
artful designs, plus increased 

energy savings. In addition, 
a variety of state‑of‑the‑art 
networking features give 
the ability to adapt to 
how consumers view 
and experience shows, 
movies, games and other 
multimedia at home.

“Samsung’s latest LED televisions 
redefine the standards for viewing 
quality, energy efficiency and home 
entertainment décor,” says senior 

product manager Jean Victor. “The LED 
HDTV line‑up incorporates a number of 
innovative features to reduce motion blur 
and image judder, which traditionally 
plague LCD HDTVs when displaying 
fast movement. All three series boast 
Samsung’s acclaimed Auto Motion Plus™ 
frame interpolation technology.

By using LEDs, Samsung has been able 
to shave all three series down 
to ultra‑thin depths. At just over 
2.54cm thick, the sets remain 
trim without cutting back on 
connectivity options. To further 
complement the svelte design 
of the new LED HDTVs, Samsung 
created an ultra‑slim wall‑mount 
solution, thereby reducing the 
gap between the TV and the wall 
to around 1.5cm, down from the 
5cm of bulkier solutions.

In 2008 Samsung created its 
unique Touch of Color (ToC) design, 
which uses dual‑injection molding to coat 
a translucent, coloured surface to achieve 
an attractive crystalline appearance. The 

latest evolution of Samsung’s ToC design 
begins with a deep piano black bezel that 
fades into distinct chrome and finishes as 
a clear prism along the outer edges (8000 
Series), or as light ruby (7000 and 6000 
Series) highlights. The intensity of the 
colour subtly changes, depending on the 
viewing angle, and further accentuates 
these TVs’ slim bezels. 

LG Electronics’ single layer PQ70 HD 
plasma TV with 600Hz sub‑field driving 
technology delivers exceptional picture 
quality in a sleek and sophisticated 
frameless package.

“The single layer concept has created a 
whole new paradigm for plasma television 
design,” says LG Electronics South 
Africa Marketing Director Dr Michelle 
Potgieter. “Through extensive customer 
research, we’ve learned that people want 
high‑performance televisions that are in 
perfect harmony with their homes. The 
PQ70 offers the latest high‑end features 

within a spectacular streamlined 
look that blends perfectly with a 
room’s decor.”

The frameless, single layer de‑
sign of the PQ70 is a minimalist’s 
dream come true, Potgieter con‑
tinues. “The 2.5mm‑thick single 
pane of glass sits plainly across 
the entire length of the screen, 
allowing the PQ70 to become a 

part of its environment, thus giving the 
illusion of a single surface, like a picture 
embedded in the wall.”

LG’s HD ultra bright panel has improved 
brightness and deep black levels that, 
along with a dynamic contrast ratio of 
2 000 000:1, ensure images always look 
vibrant and realistic. Additionallly, LG’s 
600Hz sub‑field driving technology reacts 
with outstanding precision to changes 
on the screen, delivering fast action and 
eliminating motion blur in a response 
time of 0.001ms.

The PQ70 includes LG’s Dual XD 
Engine and image processing system 
that optimises picture quality for any 

type of content. Special AV modes further 
enhance viewing, providing choices 
among movie, video game and sports 
modes at the press of a button.

Bluetooth connectivity means that 
the PQ70 easily pairs with a wide range 
of Bluetooth devices. Viewers can look 
at photos or listen to music stored on 
compatible mobile phones and connect 
Bluetooth headphones without ungainly 
wires getting in the way.

This is also the first TV that can play DivX, 
along with other file formats such as JPEG 
and MP3, on its USB 2.0 interface. The PQ70 
can read from a variety of USB devices like 
external hard discs and USB memory.

Standard on all LG’s TVs for 2009 
is its energy efficient smart energy 
saving plus, an intelligent sensor that 
adjusts picture brightness according to 
ambient light in the room, improving the 
viewing experience and reducing power 
consumption over normal plasma TVs. 
Standby energy consumption is almost 
zero. Additionally, the LG PQ70 boasts a 
lifespan of 100 000 hours. 

Samsung LED TVs usher in new era for flat-panel television

Samsung’s new LED series of HDTVs allow for 
increased energy savings.

The TVs are 
ultra-thin 
at just over 
2.54cm thick.

LG’s single lay PQ70 HD plasma TV.

within a spectacular streamlined type of content. Special AV modes further 

LG brings single layer sophistication to plasma TVs
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Design is at the heart of the new 
EH‑TW3000 HD Ready 1080p projector 
from Epson. A contemporary white chassis 
makes it a sleek and subtle addition to any 
fashionable home.

The EH‑TW3000 integrates Epson’s 
3LCD technology, resulting in more ac‑
curate colour reproduction and finer grey 
scaling in any light condition. Next‑gen‑
eration D7 LCD panels offer enhanced im‑
age quality, while a 20 000:1 contrast ratio 
ensures clear, sharply defined images and 
superb brightness for any light situation.

“As the HD era advances, projectors 
are becoming increasingly popular as 
an authentic home cinema experi‑
ence, bringing the movie watching and 
gaming experience to life,” says Epson 
SA product manager Lyle Mitchley. “Not 
only is the EH‑TW3000 stylish and easy 
to install, but a collection of exclusive 
innovations ensure extraordinary picture 
quality, brightness and versatility, all in full 
high definition.”

The projector also features high video 
processing capabilities to guarantee 
optimal sharpness and fluidity of moving 
images, even when used in conjunc‑
tion with the latest games consoles. The 
EH‑TW3000 includes a 10‑bit Pixel Works 
video processor chip to bring added 
smoothness and clarity to even fast mov‑
ing pictures on screen.

Despite its intricate technical capabili‑
ties, the EH‑TW3000 is quick and easy to 
install and set up. A x2.1 optical zoom 
capability and a wide horizontal/vertical 
lens shift makes image adjustment flexible 
and easy in any environment. The projec‑
tor also boasts wide connectivity options, 
including two HDMI version 1.3 inputs. A 
reduced fan noise means the viewer can 
focus on the movie and not on the sound 
of the projector.

Epson provides a three‑year warranty 
on the projector and lamp. 

LG Electronics’ new Blu‑ray home 
theater system, the LG HB954TB, is easily 
recognisable by its distinctive champagne 
glass design, which enables absolute 
clarity in audio.

“The Blu‑ray market has grown 
exponentially year‑on‑year, and with the 
rise in popularity of Full HDTVs, more 
consumers are looking for players that can 
exploit the full potential of their display 
systems,” says LG Electronics South Africa 
marketing director Dr Michelle Potgieter.

All models in LG’s Blu‑yay home theatre 
system range empower Full HD 1080P 
and Dolby TrueHD for unrivaled clarity. In 
addition, all units include the following 
key components:
•	 Mark Levinson-tuned audio: sound 

specially tuned by world‑renowned 
master of high‑end audio, Mark 
Levinson. The speaker design, 
each unique to the individual 
models, perfectly balances the 
low, medium and high tones 
to deliver crystal‑clear sound 
without any exaggeration 
or distortion of the original 
recording.

•	 Convenient BD Live: Blu‑ray 
disc media offers many 
new ways to have fun even 
after viewers have finished 
watching the movie. With BD 
Live, the home theatre can be 
connected directly to the 
Internet and additional 

content can be downloaded from 
film‑maker’s websites.

•	 Real HD audio and video: the home 
theatre delivers 1080p pictures with 
deep colour and HD sound quality 
without any picture or audio loss.

•	 iPod dock: users can listen to their 
full collection of music on their iPod 
through LG’s powerful speakers while 
recharging the iPod. By using LG’s 
remote control, music can be easily 
and effortlessly accessed.

The LG HB954TB also comes standard 
with an HDMI input, which provides users 
a base station for various media players. 
All LG Blu‑ray home theatre systems also 
allow access to YouTube and support 
YouTube standard video and audio stream 
format. (up to 640x480 for video and AAC 
for audio). 

CyberLink PowerDVD 9, an award‑winning 
DVD player software product, will be 
distributed by local distributors of 
entertainment, creative and inspirational 
software, Edutain Distribution. PowerDVD 
9 enriches the movie experience, 
providing HD‑like quality from 
standard‑definition DVD movies.

“Our mission for PowerDVD 9 is to 
offer the most innovative technologies 
to deliver the ultimate video and audio 
experience for playing high‑definition 
movies on the PC, including 

standard‑definition DVD movies in HD 
quality and interactive Blu‑ray discs,” says 
Cyberlink CEO Alice H. Chang.

CyberLink PowerDVD 9 supports 
English, French, German, Italian, Spanish, 
Chinese (simplified and traditional), 
Japanese and Korean and is available in 
three versions:
•	 PowerDVD 9 Ultra for Blu‑ray disc and 

home theatre enthusiasts
•	 PowerDVD 9 Deluxe for DVD and HD 

video file enthusiasts
•	 PowerDVD 9 for DVD fans 

CyberLink PowerDVD 9 delivers 
HD playback quality

Epson projector 
gives HD home 

cinema a new twist

The Epson EH-TW3000 home cinema 
projector brings new levels of 
performance to movie, sports, television 
and gaming enthusiasts.

LG Electronics’ new Blu‑ray home content can be downloaded from 

First LG Blu-ray home theatre system 
redefines ‘premium’

The LG HB954TB 
Blu-ray home theatre 
system is targeted 
at premium-seeking 
consumers.
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Although the quarter overall was 
positive against the same period 
last year, it cannot be ignored that 
one month out of the three was not. 
Compared to other categories this 
growth rate volatility might be minor, 
but in the gaming industry this is a 
warning signal that even the most 
successful product group might not 
be immune to recession after all. 
Nevertheless, the strong April figures 
have dispelled the bad news and it 
seems that the market will continue on 
the growth path.

Taking into account the 
development of the first four months 
of the year, a total annual turnover of 
at least R1.8 billion seems feasible; if 
the current growth rate of +24 per cent 
continues then R2 billion or more could 
be reached. It seems likely though that 
the final figure will be in this bracket 
above the conservative estimate, but 
significantly below the more optimistic 
projections, because the gaming 
industry is under pressure value wise 
and price erosion is likely.

Despite the rather gloomy economic 
outlook the market is poised for double 
digit growth. Of this turnover about 
a third is generated by console sales 
(excluding bundled software), with 
gaming software making up around 
60 per cent of the total. The difference 
is generated by free accessory sales 
such as controllers and wheels. If the 
software value generated by bundled 

consoles is included then its value 
would be higher, at the expense of the 
software. In fact, most consoles (58 per 
cent in April) are sold in combination 

with at least one game or additional 
controller. The share has declined over 
the last few months because of price 
erosion.

Home entertainment

Gaming industry poised for  double digit growth
After a difficult first quarter 
the video gaming market 
in South Africa showed 
strong growth in April, 
reaching a turnover across 
the three main categories of 
R113 million.
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To maintain attractive price levels 
suppliers have been forced to spec 
down the bundles, reverting to single 
consoles. According to international 
rumours, the market will also see entry 
level consoles in the near future. This 
does not mean that software and 
console bundles are a thing of the 
past. Indeed, bundles allow retailers 
to promote individual packages, thus 
differentiating them from competitors. 
The on‑going success of the Wii 
platform has paved the way for a 
bundle strategy across every single 
piece of hardware. Bundles provide 
a working product which allows 
non‑traditional retailers to enter the 
market without the risk of focusing on 
the far more difficult software.

Change in buying patterns
Despite market growth South African 
consumers are feeling the pinch and 
have changed their buying patterns. 
For example, Sony remained market 
leader in April with 61 per cent in units 
across all platforms, although this 
increase came out of a price aggressive 
campaign with the PS2 – an example 
of the aforementioned trend that 
consumers are reverting to affordable 
platforms with less emphasis on 
processing power or graphic resolution.

Nintendo as a group is second with 
a declining share down to 25 per cent, 
owing to a lack of new products and 
major price increases. Microsoft had 
14 per cent market share in April, but 
this comparison is flawed to some 
extent because its only product (Xbox 
360) competes against suppliers with 
three (Sony) and two (Nintendo) 
basic platforms.

The install base in the market for 
next‑generation consoles tells a very 
different story. The Xbox 360, with just 
under 100 000 installed consoles since 
launch, is the market leader in this 
segment, with the Wii slightly above 
80 000 and the more upmarket PS3 at 

around 70 000 units. All next‑generation 
consoles together represent about 
250 000 users since launch of the new 
platforms, giving them a little less than 

25 per cent of all installed consoles.
Obviously, the older PS2 remains 

the most popular console in the 

Gaming industry poised for  double digit growth
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market with an estimated install base 
of 800 000 units and, considering the 
relaunch success of the platform, taking 
advantage of lower prices and a popular 
software franchise (Ben10), has proven 
that this console is going to dominate 
the hardware and software market for 
some time, locally and overseas.

Moving away from the console wars, 
the South African environment remains 
a relatively untapped market. All home 
consoles together reach an install base 
of just 1.03 million users. In other words, 
household penetration is only nine per 
cent, and this calculation assumes no 
double ownership, which is obviously 
wrong. At least 91 per cent of all South 
African households have yet to buy a 
home console. While this calculation 
is too optimistic owing to the fact that 
video gaming is a luxury product for 
most consumers, it does indicate the 
potential. Just raising the penetration 
rate to a more realistic 20 per cent of all 
households would more than double 
the market. Additionally, it seems 
that this change is currently being 

monitored from a hard core and fairly 
affluent gamer base to a more casual 
consumer market of interested, but not 
dedicated gamers. Again, the success 
of the PS2 shows this best – current 
customers look not only at the price 
of the console, but also at the cost of 
the subsequent games. Here, the older 
platform beats next‑generation and 
high software prices are driving casual 
customers to older technologies. The 
decline in growth of all next‑generation 
platforms is the direct result of this.

Portables
In South Africa only two platforms 
(DS and PSP) are available (cheaper 
no‑name brands are known overseas 
but have not yet been made available 
locally). Both platforms represent very 
different ways of playing and to some 
extent don’t even compete against each 
other. They also are known to be typical 
“travel” gifts, owing to their price and 
size. While the DS is positioned more 
in the casual corner with an array of 
popular long‑going titles, the PSP is 
closer to the home console market.

PSP titles tend to belong to franchises 
successful in the home market. 
Additionally, the age classification of 
its customers tends to differ, with PSP 
targeting slightly older buyers than DS. 
In South Africa the install base of the DS 
is estimated between 40 000 and 50 000 
units, a large percentage of it grey. The 
PSP, which had an ongoing distributor, 
is estimated at around 140 000 to 150 
000 units, giving it a combined weight 
of just under 200 000 installed consoles. 
Regrettably, portable consoles do not 
increase household penetration rates 
because most of the users also own one 
of the home consoles. That said, just two 
per cent of households own a portable 
platform, thus making portable gaming 
consoles a very attractive product 
to stock.

As with home consoles the selling 
strategy has to be poised around trying 
the product. Customers will only be 
willing to spend a significant amount 
of their disposable income on luxury 
items if they previously experienced 
enjoying them. 
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This market review is provided by 
market research organisation GfK, 
which tracks the sales of consumer 
durables through monthly retail 
audits done on model level. The au-
dit is carried out across all relevant 
channels of distribution. In South 
Africa GfK currently tracks and 
reports on 45 product categories 
within the consumer electronic,
domestic appliances, telecoms, 
IT, gaming and sports markets.
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HGR: Do you agree with GfK’s findings?
Braum: There is a general trend towards 
mobility, but emerging product categories 
such as nettops are creating brand‑new 
opportunities in the desktop space. 
Demand for notebooks and other mobility 
products boomed in 2008 while sales of 
desktop PCs declined.

This year, the economic climate is 
even harsher than it was in 2008 and we 
have seen sales slow down across the 
board in the PC market. The decline in the 

professional market is sharper than in the 
consumer market. Users have less money 
to spend when they do buy new PCs, 
which means that we have also seen a 
steep decrease in average selling price.

According to most analysts, the only 
segments of the EMEA market that 
continue to grow are newly emerging 
categories such as netbooks and all‑in‑one 
PCs. There is some potential for all‑in‑one 
PC Internet devices to bring about a 
revival of the desktop market, while the 
netbook market continues to show real 
strength and growth.

Are netbooks the next big thing?
Netbook products are available to match 
the needs of a wide range of market 
segments: the globetrotting professional, 
a campus‑roaming student who needs to 
take notes in class, a teacher who needs to 
surf the web for research, a world traveler 
who wants internet access in remote 
regions, or a home executive who enjoys 
communicating with friends using email 
and instant messaging.

Netbooks and smartphones seem 
destined for big growth in 2009. These 
products can put more applications 
in consumers’ hands at an affordable 
price, whether their preference is for a 
one‑hand (smartphone), or two‑hand 
device (netbook). More than two million 
netbooks shipped in EMEA during the 
first quarter of 2009 and the segment 
continues to grow.

The netbook is a lifestyle device that 
really mobilises an individual’s online life 
and reflects his or her personality and 
interests. These devices are ultimately 
about communicating and viewing 
content rather than creating it – for 
serious content creation, one still should 
choose a notebook.

What opportunities await retailers of 
computer equipment?
Like any other retailer, computer retailers 

must capture the imagination of the 
audience to entice consumers into visiting 
the store and ultimately buying a product. 
They need to break the barriers between 
the consumer and the technology, and 
make computers more approachable. 
This means increasing the presence of 
computer equipment at the point of sale, 
as well as a bigger focus on marketing and 
advertising that sets the store apart from 
other computer retailers.

Mobility, entertainment and 
communication devices will still be the 
major growth segments in retail, but 
all‑in‑one desktop technologies to put 
consumers online will also breathe life 
into the computer equipment retail 
environment this year.

What challenges face retailers and how 
can these be overcome?
Decreasing average selling prices, less 
disposable income for the consumer, 
expensive or no credit, tougher 
competition and continually changing 
products are all real challenges for 
retailers worldwide in the current 
economic climate. Disciplined inventory 
management, sound strategy and a strong 
focus on marketing will help retailers steer 
through this tough market.

Any other trends retailers should 
know about?
Displays and audiovisual equipment are 
becoming key product ranges in the 
computer retail business, with consumers 
seeing LCD screens and projectors as 
essential purchases. The Acer group has 
really focused on expanding its offerings 
in both these segments to offer the wide 
range consumers are looking for.

Wireless technologies remain key. 
Any devices that allow workers and/or 
consumers to roam and remain connected 
to the Internet will be strong sellers in 
2009, whether they’re based on 3G, ADSL, 
WiMax, or a combination of these. 

Research done by GfK 
reveals that the information 
technology sector showed 
positive development in the 
first quarter of 2009, with a 
volume of R0.9 billion. With 
a share of more than 70 per 
cent of the total IT retail 
sales, notebooks recorded 
four per cent growth. The 
demand for monitors 
remained stable but that 
for desktop PCs was slightly 
negative in comparison to 
the same period last year. 
HGR asked Acer country 
manager Graham Braum 
whether he agrees with 
GfK’s expectation that the 
trend towards notebooks 
will continue.

Mobility, entertainment, 
communication to become key 
growth segments in computer retail

Computer Equipment
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The cost‑effective, feature‑rich nature of 
Acer’s new breed of entry‑level notebooks, 
affectionately known as its e‑Machine 
range, is exactly what the local retail 
sector has been craving for the past two 
years, the company believes.

The eME520 is a 15.4‑inch 
Celeron‑based notebook available with 
Microsoft Vista Home Basic or Vista Home 
Premium. The unit boasts between 120 
and 250GB of disk storage, built‑in wireless 
networking, embedded graphics and a 
number of expansion ports.

“For some time now, it’s been clear 
that emerging markets such as South 
Africa, especially at a retail level, require 
value‑for‑money solutions that allow 
customers who have only recently moved 
into an income bracket commensurate 

with the purchase of white goods to 
get online quickly and cost‑effectively,” 
says Acer product manager at Tarsus 
Technologies Othelo Vieira. “Solutions 
such as the eME520 are perfect for 
students and novice users who need 
access to a computer and the Internet.

“Although these notebooks don’t 
feature all of the latest developments 
in the market, they make use of the 
more mature technologies where 
the economies of scale reached 
strongly contribute towards extremely 
cost‑effective end‑products,” he continues. 
“Since the entry‑level retail sector is where 
the majority of the growth still needs to 
take place in the South African computing 
sector, Acer is right on the money with the 
release of the e‑Machine range.

Vieira says that Acer and Tarsus plan 
to expand the suite to encompass a 
broader range of notebooks and a handful 
of desktops. “Both companies see great 
potential in this entry‑level segment 
and we’re anticipating healthy sales and 
growth in this sector over the coming 
months.” 

Small, light and functional, the Samsung 
NC10 netbook weighs only 1.33 kg 
(which includes the six‑cell battery), 
making it one of the world’s lightest 
10.2‑inch netbooks on the market.

The NC10’s non‑gloss LED screen and 
normal‑size keyboard not only makes 
typing easier, but the keyboard is also 
anti‑bacterial, through Samsung’s silver 
nano technology. Nano‑sized silver 
ion powder sprinkled on the keyboard 
makes it impossible for bacteria to live 
and breed, creating a more hygienic 
personal computing environment.

The Samsung NC10 is ideally suited to 
the first‑time buyer or as a supplement 
to a primary notebook. Its low price and 
practical functionality gives millions of 
consumers a user‑friendly way to access 
the Internet and social networks, as well 
as send and receive emails. The netbook 
comes in a choice of stylish colors – 
white, classic Samsung piano black and 
a unique metallic blue color.

For those who are constantly on the 
move and need to stay in touch, the 
Samsung NC10’s ultra durable casing 
can easily withstand the stresses and 
strains of everyday life, making the 
netbook the ideal companion for a 
mobile lifestyle. And for maximum 
freedom and mobility the NC10 delivers 
longer battery powered performance, 

with the six‑cell battery capable of up to 
eight hours.

“Through our extensive R&D network, 
we have gained a true insight into 
consumers’ frustrations with these 
products, such as small keyboards and 
short battery life, which has been very 
valuable and has allowed us to develop 
a product we feel fits our customers 
needs,” says Samsung computer systems 
division product manager Gavin Slevin. 
“Small and light, with the power and 
functionality for mobile working and 
web browsing, the NC10 delivers a true 
online experience from the palm of 
your hand.” 

e-Machines perfect for entry-level retail sector

Acer’s new e-Machine range of notebooks is 
ideal for students and novice users.

Samsung storms into netbook market with NC10

Samsung NC10 netbook
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As consumers increasingly gather data, 
photos, videos and music clips, they 
want to access their digital content from 
the different devices they use, such as 
TV sets, laptops or HiFi systems. External 
hard disk drives are an ideal solution to 
achieving this.

Toshiba has expanded its external hard 
disk drive family with the addition of two 
new devices that have a strong focus on 
design. StorE steel has a minimalist and 
elegant design that comes in three glossy 
metallic colours, while StorE art brings 
personalisation to the market with a range 
of different colours and patterns.

“With our new StorE steel and StorE 
art, we are again expanding our external 
hard disk drive family with devices that 
appeal to our style conscious customers – 
those who desire high quality, ease of use 
and a personalised design,” says Toshiba 
computer systems sales manager for SADC 
and ROA Reon Coetzee.

StorE steel
It is the minimalist and elegant design that 
makes the StorE steel unique. The casing is 
made up of a glossy, scratch and smudge 
resistant stainless steel design that is 
available in three different metallic colours: 
titanium, silver and gold. The ultra portable 
1.8‑inch version measures 10.3cm x 6.3cm 
x 1.4cm and offers a storage capacity of 
up to 160GB. The drives are lightweight, 
despite their steel casing and weigh only 
120g and 190g respectively. There is no 
need for an external power supply as StorE 
steel is powered via USB interface.

StorE art
“StorE art is ideal for customers looking 
for a robust, portable solution to back‑
up or store large quantities of data,” 
explains Coetzee.

The first devices will be available in 
glossy black, with more colourful designs 
to follow. The range comes in three sizes: 

a 1.8, 2.5 and 3.5‑inch hard disk drive. 
The 1.8 and 2.5‑inch hard disks weigh 
between 106g and 175g and both are 
powered by USB. Despite the small size 
of the hard disk drive, the 1.8 and 2.5‑inch 
StorE art offer a storage capacity between 
120GB and 500GB.

For users with large amounts of multi‑
media data, the high capacity version of 
StorE art, with its 3.5‑inch hard disk drive, 
provides between 500GB and 1000GB of 
storage. As a desktop solution, this model 
requires an external power supply.

These new additions join the existing 
storage devices in the StorE product 
range – StorE SecuRed with a fingerprint 
reader to increase security and the elegant 
StorE alu. The new additions come with a 
high‑speed USB 2.0 interface so they can 
be used as a multimedia drive to store all 
file types, including movies, pictures and 
music. In addition, Toshiba offers McAfee 
Internet Security for added protection. 

Toshiba adds ‘steel’ and ‘art’ to
external hard disk drive family

Computer Equipment

23Home Goods Retailer – June 2009 |

0906 HGR.indd   23 2009/06/24   3:33 PM



The Intellipen is a digital pen that does 
not require any special paper and boasts 
1GB of memory, the equivalent of 1000 
handwritten pages.

Digital pen technology is an efficiency 
solution which allows the user to 
combine the portability and familiarity 
of a traditional pen with the ability to 
store that information, share it, convert 
it into text and edit. Some digital pens 
require special paper, while others need 
no special paper at all and reduce the cost 
and improve portability in not having to 
have special paper.

Digital pens capture the pen strokes 
of the user as he or she writes without 
having to be located at a PC or laptop. The 
device is later attached to a computer and 
the information is then uploaded from the 
device. OCR (optical character recognition) 
software allows the user to convert the 
handwritten notes and diagrams into a 
text document, which can then be edited 
and distributed.

Digital pen technology is especially 
relevant in environments that are 
paper-based or require any amount of 
note-taking or drawing. It is also easy 
to introduce, as it keeps the user in the 
traditional handwriting environment.

There are a number of benefits in 
moving from traditional writing to digital 
pen technology:
• Time saving – the user does not have 

to waste time recapturing notes that 
already exist and can be converted 
directly into text.

• Efficiency – notes can be shared or sent 
to others in a very short space of time.

• Automatic back-up – notes and 
diagrams are stored electronically as 
they are written.

• Easy acceptance – because the user 
can remain in his or her natural 
handwriting environment, significant 
training is not required and even 
somebody who is not “tech savvy” can 
easily use the device.

• Mobility – the user can attend 
meetings, conferences, lectures, or just 
sit in the park and scribble without 
needing a computer. 

Toshiba’s new Satellite U400 and U400 
Pro notebooks are designed to impress 
design-conscious consumers and employ-
ees working for a small-to-medium sized 
business. “The U400 incorporates design 
elements not often found in mid-range 
notebooks, such as a textured palm rest and 
smooth touchpad with metallic-coloured 
mouse buttons giving the user a truly tactile 
experience,” explains head of sales South Af-
rica, SADC and Rest of Africa Reon Coetzee.

The U400 also includes a multime-
dia bar with six white LED-illuminated 
feather-touch ‘easy keys’, white LED system 
indicators and a high-gloss keyboard, which 
accentuates the overall look of the product.

This new addition to the Satellite range 
comes with an Intel (Santa Rosa) processor, 

Windows Vista Home Premium Edition, the 
latest ATI Mobility Radeon HD 3470 with 
up to 512MB VRAM, and a Toshiba TruBrite 
WXGA display with 1280 x 800 resolution.

“The Satellite Pro U400 fulfils a diverse 
range of user scenarios with the added 
extra of a design that is both timeless and 
elegant”, says Coetzee.

The notebook is stylishly presented in 
titanium silver and boasts a metallic-style 
LCD lid. With its 13-inch screen size, the Sat-
ellite Pro U400 is the thinnest and lightest of 
Toshiba’s new business machines.

To prevent the hard disc drive from be-
ing damaged from shock or vibration, the 
notebook comes equipped with a special 
EasyGuard feature, HDD protection.

An extremely handy feature of the 
Satellite Pro U400 is the Business Card 
Reader software, which scans and 
recognises business cards via the integrated 
1.3 megapixel camera.

The Satellite Pro U400 also features 
built-in Active USB ports, which means that 
it can charge any device that charges from 
a USB port, even after the laptop has been 
shut down. 

The latest IDC results reveal that 
Lexmark was the top inkjet seller in 
the fourth quarter of 2008 in South 
Africa. Despite the global economic 
climate, which caused the overall 
inkjet market to decline by 37 per 
cent between the third and last 
quarter, Lexmark managed to grow 
by 25 per cent in sales units.

 “The success of our inkjet range 
lies in the exceptional value in terms 
of affordability, wireless functionality 
and product-confidence inspired by 
the three and five year guarantees we 
offer,” explains Lexmark South Africa 
managing director Mark Hiller.

Hiller goes on to explain that the 
international imaging company has 
moved away from entry level devices 
and has repositioned its range for 
students and home-office based 
professionals, as well as making 
changes to its local operation to 
ensure optimum customer care and 
after-sales service. 

Toshiba’s U400 perfect for 
home and business users

Toshiba’s U400 
Pro incorporates 

design elements not often found in 
mid-range notebooks.

Intellipen shows the smart way to write

Intellipen – a pen pal of note.

Lexmark inkjets 
take market share
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Digital signage provides a more dynamic and interactive 
display than static posters. LG Electronics’ newly launched 
commercial division offers tailor‑made digital display 
solutions that can be placed in a multitude of highly 
visible sites, including retail outlets.

The solutions vary in size from 32‑inch single screen 
panels to complete video‑walls made up of no fewer than 
nine displays. The solutions can also be supplied to offer 
touch screen functionality, three‑dimensional displays, 
kiosk displays and multiple views on a single display.

LG’s digital signage plasma display panels provide 
superior image display properties and performance. Static 
image performance is 5 000 hours and moving picture 
performance: 100 000 hours at ~1 000 nit. The transflective 
coating enhances visuals in direct sunlight to 1 500 nit 
brightness.

The displays differ from a regular display panel in 
that through LG’s eZ‑Net Manager most displays offer 
large area network and wide area network control, auto 
controls and scheduling as well as self‑diagnosis and 
wire or wireless firmware updates.

e‑Z Net Manager makes all displays on a network 
easy to manage, control and proactively monitor 
through a single console. e‑Z Net Pro, an advanced 
software solution for LG Digital Signage Solutions, 
provides additional local video capabilities through 
the built‑in 4GB flash memory and allows the displays 
equipped with e‑Z Net Pro to be used in narrow casting 
applications and stand‑alone applications in addition to 
network streaming. 

Garmin Edge 705

Garmin nüvi 710

Garmin offers solutions for consumers 
who don’t mind acknowledging they are 
not a walking map book.

Garmin nüvi 710
The Garmin nüvi 710 has advanced 
navigation features, a widescreen display, 
FM transmitter, preloaded Southern 
African maps, and Bluetooth wireless 
technology with a built‑in microphone 
and speaker for hands‑free calling.

The nüvi 710 includes “must have” 
entertainment and travel tools, such 
as MP3 player, audio book player, JPEG 
picture viewer, and currency converters.

Garmin Edge 705
The Garmin Edge 705 speaks the 
language of the outdoor adventurer or 
sports fanatic.

This GPS‑enabled cycle computer 
features built‑in basemaps and microSD 
card slot so that users can add mapping 
detail and store workouts, courses and 
saved rides.

The Edge 705 automatically measures 
speed, distance, time, calories burned 
altitude, climb and descent, even under 
extensive foliage. The Edge 705 allows for 
courses, workouts and saved rides to be 
shared wirelessly with other Edge users. 

Digital signage provides a more dynamic and interactive The displays differ from a regular display panel in 

LG gives digital signage some impact with innovative solutions

Know where you are

with Garmin
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LG Electronics has launched its new 
MH6647SRW Grill Microwave with mirror 
finish. This stylish 26-litre unit has a Smart 
LED display and is available in red, black and 
silver. Unique to the Grill Microwave is the 
Keep Warming function, a feature that keeps 
food warm without drying it out. Moisture 
loss is controlled because the microwave 
uses a heater to keep the food warm and 
not microwaves. Food can be maintained 
at a temperature of 65-67 degrees for up to 
90 minutes. 

LG microwave oven 
warms without 

drying out
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Softline Pastel’s first online accounting 
system, Pastel My Business Online, is 
aimed at the SME market.

“Very often, products become 
complicated by the sheer volume 
of features added to it over time. 
Developing Pastel My Business Online 
from scratch gave us an opportunity to 
design it specifically for those business 
owners starting out with very little 
bookkeeping knowledge or just wanting 
a basic system,” says Softline Pastel 
managing director Steven Cohen.

“Pastel My Business Online is a 
multi‑user system with dashboards, 
graphs and drill‑downs to source 
transactions. In addition, we have 
integrated My Business to the iPhone 
and will port it to the Blackberry and 

Windows Mobile platforms soon.”
Accounting over the Internet 

gives the user mobility, while 
extending it to mobile devices 
makes it even more portable. Users 
can view customers’ sales histories 
and contact details and write notes 
while on the road, or in front of a 
client. Being online also allows an 
accountant to log on to the system 
without travelling to the customer’s 
premises to check accounts.

“When we developed Pastel My 
Business Online, we used all our 
20 years of experience to deliver a 
product that is user‑friendly, intuitive 
and fun to use,” says Cohen. “We also 
disciplined ourselves to keep the 
product clean and uncluttered.” 

Pastel Accounting goes online

Product Showcase
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The International Furniture Fair Singapore 2009 and 26th ASEAN 
Furniture Show (IFFS/AFS 2009) saw a healthy attendance of 15 606 
trade visitors from 118 countries, solid testimony of the strength and 
liveliness of the furniture trade industry in Singapore and the region, 
despite the economic downturn. 

At the four‑day event held from 9 to 12 March, a total of 104 
overseas buying delegations from 38 countries visited the fair, which 
boasted prominent players from South Africa, Australia, Germany, 
Hong Kong, India, South Africa, Spain, the UAE, UK and USA. 

Covering six halls and a gross area of 60 000 square metres at 
the Singapore Expo, IFFS/AFS 2009 showcased a fascinating array 
of quality, well‑designed furniture from 471 Asian and international 
exhibitors from 33 countries. New exhibitors hailing from 26 different 

countries made up close to 30 per cent of total exhibitors, providing 
much freshness as well as greater avenues for potential new business 
ventures and tie‑ups. 

With more than 60,000 pieces of furniture and furnishing products 
featured, IFFS/AFS 2009 offered unparalleled variety and quality 
buying opportunities. The fair also gathers the largest collection of 
products from China, Hong Kong, Indonesia, Taiwan and Vietnam 
exhibitors, exhibited outside these respective countries, making it 
truly Asia’s one‑stop sourcing haven.

Buyers were also able to view first‑to‑market collections launched 
at the fair, including the new Pinker series developed by Karim 
Rashid in collaboration with Office Planner, and the Level collection 
by renowned designer John Kelly for Koda. 

continues to deliver bullish results in challenging times
IFFS/AFS 2009 

Fair Report
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The inner life of cabinets, sofas and beds, together with new 
trends in upholstery fabrics, surfaces and woods can best be 
studied at interzum, the trade fair for suppliers of the furniture 
industry and interior furnishings. 

Around 47 000 visitors from more than 130 countries came to 
this year’s fair to find out more about the trends and innovations 
of 1370 companies from 63 countries. A total of 70 per cent of 
suppliers and about 65 per cent of visitors came to Cologne from 
outside Germany.

This year, interzum once again presented the sector with 
an overview of the global trends, with the latest materials and 
material combinations presented confidently and in a huge 
variety. Representing a world of contrasts and creativity, they 
also highlighted the wish of many consumers for naturalness and 
value. Consequently, natural materials and material collages are 
leading the way. They allow for bold combinations and structured 
surfaces. In the area of textiles, velour is competing against linen, 
simple monos are rivalling large designs and soft felts. Matt or 
extremely shiny metals ensure exciting designs. And an especially 
amazing trend this season will be glass imitations — from edges 
with a glass effect to glass‑look blind systems or “glass from a roll”. 
Glass imitations are functional and also have emotional appeal.

Trend colours
The diversity and contrasts among the materials is reflected 
in the broad spectrum of colours in which they are available: 
elegant black and radiant white, solo or combined, are still very 
popular and are setting bold accents with stark graphic lines and 
patterns, sensitively balanced against fine shades of grey. Fresh 
green colours in all tones are meeting the demand for nature and 
sustainability, and vibrant shades of blue and aqua are evocative 
of the sky and sea. Competing with this is a sensual range of 

colours comprising warm shades of brown, powder and khaki, 
with strong red and eccentric pink variations. The colour trend for 
2009 is definitely diverse, with an attractive interplay of colours.

Ecology meets high-tech
“Back to nature” seems to be the message of many materials. 
Modern linen, good traditional cotton fabrics and textiles made 
from other natural materials, including leather or felt, are all hot, 
but only if used in combination with the latest technologies. 
This is because nowadays textiles are expected to provide much 
more than just decorative input. Stain‑resistant treatments 
are currently as much in demand as anti‑bacterial finishes and 
electro smog‑repellent properties. Sustainability and resources 
conservation are an integral element of responsible product 
development. The economic use of natural renewable raw 
materials is present in many of the innovations, for instance, a 
lightweight honeycomb panel made of cardboard and vegetable 
oil‑based foams.

Lightweight and flexible
Furniture should be lightweight, flexible and innovative – 
portable for people who regularly move homes. To make 
furniture lightweight, innovative material combinations and 
lightweight construction and honeycomb panels are used, which 
are just as durable as their heavy relatives. Materials including 
aluminium, fibre glass and special laminates emphasise the 
flexibility of the materials available. Prevention of disagreeable 
noises can help make everyday life more comfortable. By 
means of increasingly quieter drawer mechanisms and hinges, 
and intelligently developed panels and devices, including 
sound‑absorbing ceiling panels, sound levels in homes can be 
perceptibly lowered. 

Interzum reveals
the stuff that furniture is made of

Fair Report
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Chilly weather and an 
overcast sky did not deter 
employees and service 
providers of the furniture 
and appliance industry 
from participating in the 
annual Cape FaisDay, held 
in April at the Parow Golf 
Club in Cape Town.

Funds raised from this 
year’s event were donated 
to five different charities: 
Society for the Blind, Vista 
Nova School, Alta du Toit 

School and School for Adults, Andrew Murray House (Wellington) 
and St Luke’s Hospice.

FaisDay competitors took part in golf, bowls and darts 
tournaments. About 30 four‑ball teams competed in the 
golf tournament, which was eventually won by the Albarit 
Financial Services team of H Joubert, H Joubert jnr, P Ludick and 

J van Schalkwyk. The bowls tournament was held at the Bellville 
Bowling Club and was won by B Diamond and L Hugo. The 
winning darts team consisted of Shamiele Taliep (Edblo), Trevor 
Uys (Panasonic), Vincent Slater and Huegh Groenewald (Sealy).

The day ended with a prize giving dinner, at which raffl  e tickets 
were sold and a number of items auctioned during the course of 
the evening by Manie van Schalkwyk. Among these was an Alpine 
recliner, which was auctioned three times. A bottle of 90‑year‑old 
Founders Reserve brandy sold for R700, while a Whirlpool 
microwave oven and Kelvinator bar fridge fetched the highest bids.

“On behalf of the Furniture Traders Association, our sincere 
appreciation is expressed to all the sponsors and participants 
who contributed to making the event so successful and, more 
importantly, making a difference in the lives of those in need,” 
said organising committee chairman Dicky Post. “We are already 
looking forward to next year’s FaisDay, which takes place on 
20 APRIL 2010 at the same venue and encourage everyone to 
continue to support to these worthy charities.”

Others on the committee included Gareth Baker (secretary/
treasurer), Mark van der Walt (golf convenor), Manie van 
Schalkwyk (golf convenor), Seymour Stoch (bowls convenor), 
Miggie Bloor (darts convenor) and Tafelberg Furnishers CEO 
Hartwig Heil (additional member). 

Cape FaisDay 
benefits five charities

Andriette Muller (left), Nadia Brooks and Tanya Lotriet, all of Tafelberg 
Furnishers, manned the raffle tickets table and handed out prizes.

Master of ceremonies Dicky Post (left) with Dave Kannemeyer, who 
has been in the furniture trade for decades and celebrated his 80th 
birthday the day before FaisDay.

Manie van Schalkwyk was 
the auctioneer for the day.

A
S

S O C I A T I O

N

F
U

R
N

I T
U R E  T R A

D
E

R
S

Gallery

| Home Goods Retailer – June 200930

0906 HGR.indd   30 2009/06/24   3:35 PM



Michael Grace (left) and Richard Debbonaire of Sony partnered with 
Niel Serrao and Endry Esterhuizen in a golf four-ball.

Terry Welsh ( Terry’s Appliances), Jeff Hill (Graham’s Appliances), Jason 
Crowther (Defy) and Willem Visagie (Shaw Group).

The winning darts team: (from left) Trevor Uys (Panasonic), 
Shamiela Taliep (Edblo), Huegh Groenewald (Sealy) and Vincent 
Slater (Bravo Group).

Robin Baguley, Reinier Thiersen, Henco Nel ( Tafelberg Furnishers) and 
Morné Lotriet ( Tafelberg Furnishers).

Carl Delport, Bertie de Wet, Martin Delport and Mark van der Walt 
(Mark van der Walt agencies).

Chris Thompson (Bedroom Basics), Riaan Strydom (Sealy), Kevin 
Albutt (Bed Centre) and Mark Erasmus (Bed Centre).

Gallery
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A surprising performance 
by many retailers
There is a quite remarkable lack of connection between the hard current 
economic facts of life and the performance of many retailers. On the one 
hand the macro‑economic data that is generated daily would seem to 
underline the observation that cash is at a premium and that credit – for 
most consumers – is well nigh impossible to secure. And that would seem 
to militate heavily against retailers enjoying any kind of, even moderate, 
growth. That at least is the perception.

And yet, and yet … there are many retailers performing more than 
adequately. If one looks carefully, one can see double digit top line growth 
coming out of many stores. And we’re not talking about new stores here 
but existing ones. How does one explain such phenomena? Firstly, we must 
accept that the huge infrastructural development already in the pipeline for 
2010 has in fact put large amounts of cash into the economy. Secondly, the 
world wide recession which has cost the developed world millions of jobs, 
has not, in South Africa, wreaked comparable devastation in terms of job 
losses. Yes we know that jobs have been lost, but by and large the damage 
has been reasonably well contained.

Moreover, and although the so called ‘Black Diamond’ middle classes 
have lost some of their consumer spend impulse, that middle class sector 
is still growing. And will continue to grow. And if that is so, their aspirations 
and demands for the trappings of their status will be ongoing. The critical 
thing here however is that this sector of the population must have access to 
retail credit if those aspirations and demands are to be met. The aspirations 
are there but their financial ability is not. This then is where retail credit 
becomes essential to bridge that gap. There is certainly every indication 
that retail credit is being offered to this market, albeit with much tighter 
controls. And this sector will spend if the credit is available.

How else to explain the growth now being witnessed in certain key retail 
sectors? Retail credit has a long established – and crucial – ability to forge 
closer links between customer and the store. Many consumers visit their 
local stores at least on a monthly basis, either to pay or to shop. In general, 
if instalments are manageable, personal relationships are then inevitably 
formed in the course of these regular visits. And therein lies a potential 
payoff for the customer. Should he suddenly start battling to keep up with 
payments, and indeed falls into arrears – for any reason whatsoever – his 
historical relationship and payment record with the store is taken into 
account, and certainly acts as a mitigating factor. The store is generally keen 
to help out and establish alternative arrangements.

This further fosters customer loyalty and it is this positive interface which 
has benefited many retailers. The combination of reduced household debt 
and rapidly declining interest rates means that general credit worthiness is 
improving. Which means consumers will continue to buy. Too pat? Perhaps, 
if one considers the mortal threat which unemployment poses to retailers. 
But if that can be limited and contained then a solid foundation for growth 
will be laid for 2010.

Ian Hughes

Publisher's Comment
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Telephone: (012) 333-3162/3/4, Fax: (012) 333-6453, 32 Eland Str, Koedoespoort, Pretoria, 0186

Park Avenue Plasma Unit

Elegance BRS
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Contour Bedding Pty (Ltd)

Tel: +27 11 342 1190/91 • Fax: +27 11 945 4026 • e-mail: info@conbed.com

399–406 Jesmond Avenue, Nancefi eld Industrial Sites, Johannesburg, 2135, Gauteng

P O Box 82344, Southdale, Johannesburg, 2135

• The front grid allows for easy breathing.
• Perfect ventilation.
• The back grid fi lters out contamination and 

unwanted bugs that try to enter your mattress.
• No other mattress has these multiple features.

You will fi nd it only in a Contour Mattress.
• Beware of imitations.

CLIMATE CONTROL™

DUAL GRID

C O N T O U R

We don’t say we make the best mattress,
our customers do ™

• The front grid allows for easy breathing.
• Perfect ventilation.
• The back grid fi lters out contamination and 

unwanted bugs that try to enter your mattress.
• No other mattress has these multiple features.

You will fi nd it only in a Contour Mattress.
• Beware of imitations.

Medi� ex™ 130kg
with 260 laminated 

Feelo Foam Core

Royal 12 Crown 
Climate Control
with Maxi Koil 
Spring System™

Contour-Flex™ 100kg
with 220 laminated 

Feelo Foam Core

C O N T O U R
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