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HGR goes green, Wetherlys 
splashes out and Iser 
honours suppliers
I am extremely proud to introduce HGR’s first ever Green feature in this issue. 
Judging by the response we received from suppliers, the feature is set to 
become a permanent component of HGR and will be repeated in next year’s 
July edition.

Of special interest to retailers who place a high priority on environmentally 
products, will be the Greenpeace rankings (page 18), which indicate which 
of the world’s top electronics suppliers are running their organisation green, 
greener and greenest. As the article on the green consumer (page 19) points 
out, environmentally aware consumers tend to earn more and are willing to 
pay a premium for green products. The latter part of the feature reveals more 
about various companies’ commitment to the environment and the eco-friendly 
products they are producing.

In other news, furniture retailer Wetherlys splashed out in big way with the 
launch of its annual Rooms for You exhibition (page 8), which it also used to 
raise funds for the Reach for a Dream foundation by auctioning paintings done 
by some of the children. It’s heartening to know that many are still able to reach 
deep into their pockets for a worthy cause, despite the ongoing recession.

Another noteworthy event which took place recently is the annual Iser 
supplier awards (page 4) and trade show, which took place at Emperor’s 
Palace. No fewer than 13 awards were presented in five categories, and as 
merchandising executive Mike Davidson puts it, the buying group is “growing 
from strength to strength”.

Speaking of buying groups, news just in as HGR was going to press is the 
closure of the Furnex buying group. I hope to have more on the reasons behind 
the closure and its effect on the industry in the next issue.

In the meantime, feast on the host of other 
interesting articles in this issue – from exciting 
new products, technical innovations of specific 
interest to retailers, upcoming not-to-be-missed 
trade shows and much more… 

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.

Editor’s Desk
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Iser merchandise executive Mike Davidson paid tribute to all 
the winners and compared the accompanying trade show 
displays to a “new wing at Sandton City”. He expressed Iser’s 
appreciation to all the suppliers who exhibited at the show, 
despite the challenging times the industry is currently facing. 
“We realise that it is becoming increasingly tough for our 
suppliers to justify the expense of a trade show. We truly value 
our relationship with our trade partners and are most grateful 
for the support they give to Iser and the independent dealers 
we represent.”

Iser’s Mike Davidson (far left) and Jonny Aarons with Koot Barnard 
and Ross Herron (far right) of Defy, Appliances Supplier of the 
Year winner.

Alpine was declared Furniture Supplier of the Year. Paul Hedley 
(centre) accepted the award from Mike Davidson (left) and Jonny 
Aarons (right)

Samsung won the award for Television Supplier of the Year. Steve 
Brooks (centre) accepted the award from Mike Davidson (left) and 
Jonny Aarons (right).

Kenwood managing director John Irving (centre) accepted the award 
for Small Appliances Supplier of the Year from Mike Davidson (left) 
and Jonny Aarons (right).

The ninth annual Iser suppliers’ awards 
dinner and trade show took place in the 
usual fine style at Emperor’s Palace in May.

Iser presents

Iser Awards
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Davidson also commented on increasing prominent 
media advertising campaigns by mass merchants. “It seems 
that these organisations are tapping into funds allocated 
by many of our suppliers to restimulate the market. We 
as independents have certainly not kept pace with this 
increased spend and need to find creative ways of addressing 
this imbalance.

“To ensure our survival and growth in the face of such stiff 
competition, we need to work even closer with our trade 
partners and find ways of strengthening the resolve and 

ability of the independent to compete in the market place,” 
he continued. “While it is known that the independent dealer 
invariably provides a better class of service, and exposes a far 
wider range of suppliers’ products to the customer, it seems 
that price is becoming more of a factor. In this vein, Iser has a 
tremendous role to play in coordinating the efforts of all our 
dealers to ensure that we can compete.”

Davidson added that this would not materialize effectively 
without meaningful and ongoing input, cooperation and 

Mike Davidson (left) and Jonny Aarons (right) with Francois Brits 
(centre) of LG, winner for the Electronics and Audio Supplier of the 
Year award.

Mike Davidson and Jonny Aarons present the Administration award 
to New Teltron.

Neil Heller (centre) of Foto Distributors, winner of the Photographic 
Supplier of the Year award, with Mike Davidson and Jonny Aarons.

The award for Administration Excellence was presented to Henning 
Voss (centre) of Bosch. With him is Mike Davidson and Jonny Aarons.

page 6 ►

ninth annual suppliers’ awards

Iser Awards
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support from suppliers. “Iser has grown from strength to 
strength over the last nine years, and even though we are still 
viewed as the ‘new kid on the block’ it seems that we are now 
the best positioned buying group to reinforce and promote 
the business of the independent retailer in South Africa.”

Winners honoured
Six suppliers were named Supplier of the Year in their relevant 
categories: Defy (appliances), Kenwood (small appliances), 

Alpine (furniture), LG Electronics (electronics and audio), 
Samsung (television) and Foto Distributors (photographic). 
Defy was declared winner of the Overall Iser Supplier of the 
Year award.

The award for Administration went to New Teltron, while 
Bosch received an award from administration excellence.

Sony and The Core Group were joint recipients of the 
Highest Growth award, and the award for Most Improved 
Supplier went to LG Electronics, which was also name Iser’s 
Largest Supplier. 

Sony’s Mathew Lang (centre) received an award for Highest Growth 
from Mike Davidson (left) and Jonny Aarons (right).

LG Electronics was named Most Improved Supplier. Accepting the 
award from Mike Davidson and Jonny Aarons was Francois Brits 
(centre)

Nikki Friedman (second from left) and Matthew Grose (far right) of 
The Core Group accepted an award for Highest Growth from Mike 
Davidson and Jonny Aarons.

Iser’s Mike Davidson, Willem Klopper (chairman) and Jonny Aarons 
(managing director) with Defy’s Koot Barnard, winner of the Overall 
Supplier of the Year award.

Iser Awards
◄ page 5 | ISER AWARDS

Iser Awards
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Non-profit organisation Reach for a 
Dream Foundation, whose mission 
is to give hope to children fighting 
life-threatening illnesses through the 
fulfilment of their dreams, benefitted 
from exclusive furniture retailer Wetherlys’ 
recent Rooms for You exhibition.

The event saw seven houses in the 
Espirit Estate in Wendywood decked 
out in the latest international trends 
in lounge, dining room, bedroom, 
bathroom and patio décor by some 
of South Africa’s leading interior 
decorators. Designers Stephen Falcke, 
David Muirhead, Tessa Proudfoot, Esther 
Lamprecht, Julia Halamandres, Marinda 
van Rooy and Krysia Back had to 
decide on a theme for each house and 
choose furniture and accessories from 
a wide selection of items shipped in by 
Wetherlys from abroad.

Funds were raised through a lively 
auction of paintings by some of the 
children who depicted their dreams in 
creative ways, as they imagined how 
these could be fulfilled. The colourful 
paintings were much admired by all at 
the event.

“We are thrilled to be doing this for 
the children,” says Ellerine Holdings (of 
which Wetherlys is a subsidiary) chief 
executive officer Toni Fourie. “We raised 
R321 150 thanks to the generosity of our 
guests and every cent will go directly to 
the Reach for a Dream Foundation.”

“Wetherlys supports Reach For A 
Dream’s belief in the power of dreams 
and its objective of ensuring seriously ill 
children can live their dreams, if only for 
a day,” he adds.

Bright limes, oranges, shocking pinks, 
bright purple, whites, blacks, browns, 
creams, silver and chrome and beige 
were some of the colours used in and 
on everything throughout the rooms by 
the decorators, highlighting the latest 
trends and new collections in home 
decoration rolled out by international 
trend setters.

For more on the Wetherlys Rooms for 
You event, turn to page 30. 

The beautiful pictures painted by the children from Reach for a Dream Foundation.

The unit decorated by Krysia Back was chic and contemporary, each room filled with detail 
and texture without being cluttered. 

The children’s rooms featured furniture made to last and colours such as light aubergine, 
bright red and military grey.

Reach for a Dream 
Foundation benefits 

from Wetherlys’ 
design exhibition

Newsline
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As the credit crunch forces companies 
to examine their costs, corporations, 
government departments and state-
owned enterprises are extending the life 
of their computing equipment, writes 
IT Web.

Graham Braum, Acer’s country 
manager for South Africa, says corporate 
refreshments and government spending 
are down in the Europe, Middle East 
and Africa region. He says this type of 
spending is ten percentage points down 
year-on-year.

Retail is holding its own, however. The 
company is still seeing consumers buying, 
despite the slowdown in sales of durable 
items. While corporations are moving 
refresh cycles from three- to five-year 
cycles, almost ten per cent of total sales 
have shifted to the retail sector.

Corporate spend and government 
spend is not what it used to be, says 
Braum. “While items such as motor 
vehicles are now out of the equation, 
technology offers consumers so much 
variety that it has become top-of-mind.”

He says the changes in the past eight 
months, and the variety that is expected 
to hit stores in the next year, have 
kept the sector fresh and interesting. 
Additionally, consumers can embrace the 
technological environment and use it to 
increase productivity. One example he 
cites is the traditional desktop, which has 
undergone a revolution. Machines will 
soon be available with the traditional box 
attaching onto the screen, saving space, 
he explains.

Acer expects these types of innovations 

to address new audiences and meet new 
needs, and in doing so,bolster sales. “This 
is exciting.”

As more people want mobility, sales of 
items such as netbooks are “exploding”, 
Braum adds. “Netbook sales are growing 
faster than other sectors.”

Mustek dealer sales manager Alison 
Greenhough says the company has felt a 
drop in the dealer market and although 
it will meet target for the financial year 
that ends this month, this has not been 
without pain. Some sales have been put 
on ice and dealers have seen cash flows 
under pressure. In some instances Mustek 
has renegotiated credit terms.

Greenhough says there has been a 
move towards longer refresh rates, and 
dealers are reporting that clients would 
rather fix or upgrade existing machines.

According to Mustek retail sales division 
manager Shereen James, at the start of 
the year the company had set targets for 
the retail segment that it thought were 
unrealistic as a result of the economic 
climate. However, it has met these targets 
and will have exceeded the previous 
financial year’s sales.

She says the first half of the new 
financial year, which started in July, is 
not expected to be easy as interest rate 
decreases will not have filtered through 
to consumers’ pockets yet. The company 
sees most of its sales during the back-to-
school season, at the beginning of the 
calendar year. 

TomTom is cutting prices to beat the 
GPS (global positioning system) sales 
downturn, while market leader Garmin 
says it will not cut prices, as they cannot 
go any lower, writes IT Web.

The personal device GPS market 
slowed by about 20 per cent in the 
first quarter of the year, compared with 
the first quarter of last year, says Avnic 
Holdings CEO Richard Fearon. Avnic is 
Garmin’s exclusive distributor in South 
Africa. However, the company had 
expected sales to be worse than that, 
as the US saw sales decline 40 per cent 
and European sales were down 30 per 
cent during the same timeframe.

Fearon does not see prices 
decreasing over the next few years, 
due to the cost of hardware and 
maintaining maps. Garmin has pulled 
out of the bottom end of the market, 
he says, as the company only wants to 
be in profitable areas of the personal 
navigation segment.

Garmin has been in South Africa for 
about 15 years, initially in the aviation 
sector. Personal devices started to 
become available in the retail sector 
and began taking off in the past three 
years.

As GPS units become more 
affordable, with the average price down 
about R1 000 from two years ago, more 
people will be able to afford units, 
explains TomTom regional manager for 
sub-Saharan Africa Joost Jetten. He says 
sales in the first five months of this year 
were down about ten per cent on the 
first five months of last year.

Jetten says when the regional office 
in Fourways was set up, TomTom had 
less than five per cent of the market 
through its previous distributor, the 
Core Group. Last year, Rectron landed 
the contract to distribute TomTom in 
South Africa, after the Dutch company 
terminated its two-year relationship 
with the Core Group. This occurred after 
TomTom indicated it wanted to have a 
physical presence in SA.

Jetten says that according to the 
latest research from independent 
company GfK, TomTom had 51 per cent 
of sales by volume of GPS devices going 
through tills in May. This is up from the 
24 per cent it had in December. 

GPS sales slow

As the credit crunch forces companies 

Retail bolsters PC sales

Graham Braum – “Retail PC sales are 
holding their own.”

Newsline
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Just months after the closure of the Vincent 
Elco in March, East London-based furniture 
retailer Elco has announced it is to close 
its doors after more than 60 years in 
business. All Elco stores are to be closed or 
rebranded by the beginning of 2010.

“The move forms part of a decision to 
further consolidate within the holding 
company Sen Ad, and to concentrate on 
our core business in the Eastern Cape, 
Mpumalanga and KwaZulu-Natal under 
the Furniture Appliance Warehouse (FAW) 
banner,” explains East London regional 
manager Jonty Ormistron.

Mthatha Plaza Elco closed in April, while 
the Fleet Street branch in East London and 
the Pier 14 branch in Port Elizabeth are to 
rebranded as FAW stores by early next year.

Ormistron says FAW stores have also 
been consolidated, downsizing from 32, 
including warehouses, to 24, with the 
company being forced to retrench around 
120 people. “Elco Interiors staff will not 
be affected and will be absorbed into the 
Fleet Street branch and local head-office.

“It is unlikely that the FAW stores will 
continue to carry the high-end products 
currently carried by Elco Interiors,” he adds. 
“The problem is that the furniture and 
appliance industry has been hit hard by 
the global financial crisis, mirroring what 
is happening in the automotive industry 
at the moment, with sales figures down by 
32% compared to last year.”

Former owner of Elco Sid Gasson 
originally bought the company from the 
Jenkelsons in 1984, when it was trading in 
Buffalo Street. After the store was seriously 
damaged in a fire the following year, 
Gasson relocated it to the Gasson Centre. 
Gasson expanded the business to Vincent 
in 1994 and continued trading for a further 
ten years, when he sold the business to Sen 
Ad, trading as FAW.

“It is really sad that the Elco brand, with 
its rich history, will no longer be trading,” 
he says.

Beverley Calden, who has worked for 
Elco for 21 years, is also saddened by the 
announcement. “It is difficult, knowing that 
something that you have been a part of for 
so long will no longer exist.”

“The company has such a vibrant history 
and has been a part of East London for so 
long,” adds Cynthia Paulin, who has been 
with Elco for more than 16 years. 

The shape of the retail landscape across 
Australia, Canada, the UK and the US 
will undergo further upheaval before 
the current economic downturn is over, 
according to consumers surveyed as 
part of independent market analysis 
firm Datamonitor’s “Recession and 
Recovery research programme”, which 
provides an up-to-date view on the 
effects of the economic downturn 
on consumers and business across 
19 countries.

Results from the survey, conducted 
online between in May 2009 and based 
on a sample of 1200 respondents 
across Australia, Canada, the UK 
and the US, reveal that 78 per cent 
of respondents across the four 
countries feel “lots more shops will 
close down”. British shoppers are the 
most pessimistic with 89 per cent of 
respondents mostly agreeing with this 
statement. Conversely, just fewer than 
15 per cent of respondents across the 
four countries feel more new shops will 
open over the course of the recession.

“These findings are profoundly 
worrying for the retail industry and the 
commercial property sector,” says Data-
monitor’s global director of consulting 
for consumer markets Neil Hendry. 
“As we know, consumer spending is 
under pressure globally, and the fact 
that consumers see more retail stores 
and chains closing would suggest they 
are pessimistic about their ability to be 
able to go out and spend in the short 
to medium term.”

The survey results also point to a 
potentially bigger shift in consumer 
retail spending behaviours. Forty 
five per cent of respondents claim 
they would start to buy more from 
local stores in order to support local 
businesses, and as a result 56 per cent 
of respondents felt their local shopping 
malls and high streets would be 
unaffected by mass retail closures.

“This is an interesting dynamic,” 
continues Hendry. “The lack of diversity 
in shopping malls and high streets 
across Australia, Canada, the UK and 
the US has increasingly been a source 
of frustration for consumers, and it 
would appear that the economic 
downturn has created an environment 

where a sense of community can 
be shown through support of local 
businesses. This trend is also underpinned 
by increasing awareness of environmental 
and local sourcing issues amongst 
consumers, which combined with a 
reduction in car usage, particularly in the 
US, means that the future viability of the 
‘city fringe’ retail park or shopping mall 
may be called into question.”

Hardly surprisingly, across all countries, 
consumers believe the weaker and less 
popular retail stores will not be able to 
withstand the recession, but there is a 
significant difference across countries 
about how stores will deal with the 
effects of the downturn to ensure their 
survival. In the US, for instance, 59 per 
cent of consumers believe stores will open 
for less time in order to control staffing 
costs, an opinion shared by only 20 per 
cent of Australians. In the UK, however, 
58 per cent of consumers believe stores 
will open for longer to maximise trading 
opportunities, compared to only 26 per 
cent of Canadians.

Hendry continues: “Obviously, there are 
differences across these four economies 
already in terms of opening hours retail 
cost structures. However, what the above 
would indicate in the US is a reduction 
in overtime hours for staff and possibly 
retrenchment of part-time jobs in retail, 
which could have a particularly adverse 
effect on working families and students, 
who often rely on retail work in order to 
support their incomes.

“In the UK, with lease payments 
due quarterly in advance, retailers 
will obviously be looking to maximise 
sales. The key equation will therefore 
be whether extra staff and overhead 
costs will be covered by improved 
cash flow or the margins achieved on 
incremental sales.”

Hendry concludes: “The most 
worrying thing from an overall economic 
perspective is that consumers are 
pessimistic about the retail sector – 
indicating they are also pessimistic about 
their own ability to spend. This means 
any consumer-led economic recovery is 
going to be some way off, particularly 
as unemployment rates look set to 
continue to rise significantly over the next 
18 months.” 

Just months after the closure of the Vincent 

Elco closes after 
60 years

More retail closures inevitable, say 
overseas consumers

Newsline
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We invite candidates interested in the 
positions listed below or looking for a career move 

to submit their CV in con dence.

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

• Diploma/degree in marketing

• Must have relevant proven experience

• Understanding of marketing, advertising and 
media related functions

• Candidates must be articulate, analytical and have  
strong presentation skills

• Consumer electronics industry experience an 
advantage

SALES MANAGERS, REGIONAL MANAGERS, 
KEY ACCOUNTS, SALES REPRESENTATIVES

• Relevant sales and marketing 
experience/quali cation

• Successful sales background

• Customer orientated

• Industry experience an advantage

• Strong negotiation and communication skills

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

• Product knowledge training

• Good administration, planning and 
organisational skills

• Computer literacy (MS Of ce, email and Internet)

ADMINISTRATIVE POSITIONS

PA’s / Secretaries

Of ce/Sales Administrators

Credit Controllers

Debtors Clerks

Shipping Clerks

Warehouse/Stock Controllers

Enquiries:
Cherry Swanson

Cell: 082 780 7976
Tel: (011) 463 1177, Fax: 086 501 5059

e-mail: cearecruit@mweb.co.za
PO Box 71876 Bryanston 2021
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Even when the chips are down JD Group CEO David Sussman has 
a bullish outlook on life, reports Financial Mail. So when he points 
to an uptick in the furniture group’s credit sales as “heartening” in 
a consumer recession, it would be easy to dismiss this as overly 
enthusiastic. But Sussman was the first of the retailers to identify 
slowing sales (in September 2006) as a signal that the cycle was 
about to turn.

The world changed for credit retailers on 1 June 2007 with 
the introduction of the National Credit Act (NCA). At that point, 
double-digit sales growth did a complete reversal. Is there reason 
to believe that this cycle, compounded by inflation and the 
global recession, may be turning?

JD’s numbers give hope. Credit sales accounted for 71.7 
per cent of sales at the end of February. By end April they had 
increased to 72 per cent and by end May to 73 per cent.

CFO Gerald Völkel cautions that the positive May numbers may 
be distorted by “crazy pricing from Ellerines this time last year”. 
But then he adds: “We see this as a lead indicator for the debtors’ 
[book] starting to turn.”

There is a little more disposable income in the system and 
some pent-up buying demand which is reflecting in the top 
line, he says. “We hope to see a turn on the debtors’ [book] 
performance in three to four months. That is the key.”

Lewis is equally cautious. Credit sales for the group for the 
financial year to March were 64 per cent of total sales. In April 
and May these grew by a little over one per cent, says COO 
Johan Enslin. “But we have had a strong value added programme 
running in May, which has contributed to a good month.”

May was better than April and April was better than the 
six preceding months, he says. “But the period is too short for 
comparison.” 

Philips Supply Opportunities and Achieve Results (SOAR) is an 
initiative which aims at uplifting and improving the lives of less 
fortunate individuals and communities. As part of its corporate 
social initiative to one of its adopted schools, Philips SOAR recently 
donated light bulbs and tubes to the learners of Lenz Public School 
in Lenasia. The handover of the light bulbs is part of an initiative to 
help the learners of Lenz Public School have proper lighting in their 
classrooms, which will make their school a better environment in 
which to learn. 

Philips SOAR brings light to the 
learners of Lenz public school

Hope for credit retailers
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Defy is the leading brand in the appliance market, and market 
leader and pre-eminent supplier of freestanding stoves and 
built in cooking in the Southern African market, with a history 
stretching over 100 years. The cooking factory is located in 
Jacobs, Kwa Zulu Natal, and is committed to local manufacture.

The Defy range covers the full spectrum of products from 
entry level specifications through to technologically advanced 
models with electronic timer controls and Ceran cooking 
surfaces.

Defy is your total peace of mind and assurance of quality 
and after sales service being a phone call away, with factory 
trained technicians and genuine parts available for a minimum of 
ten years.

FREE STANDING STOVES
Defy offers the most comprehensive range of free-standing 
electric, gas and gas/electric stoves on the market.

Product options include:
• Thermofan multifunction and static ovens, with warmer 

drawer options, as well as gas ovens.
• Superior Ceran cooking surfaces provide easy-to-clean 

functionality and aesthetic appeal. Solid plate, spiral plate and 
gas burner options meet all needs in the market.

• The unique 700 and 800 series stoves offer electronic timer 
controls, extra space for cooking and baking convenience and 
Thermofan multifunction versatility.

• The 500 and 600 series offer three plate plug-ins and four-
plate cable options with utility drawers in a range of finishes.

• The gas / electric four-burner gas stove with multi-function 
oven in stainless steel or white finish.

• The four and six-burner gas stoves with glass lid and storage 
compartment.

• The two gas / electric five-burner gas stove with electric 
multifunction oven in stainless steel finish and full glass oven 
door and a matching splashback.

• All Defy products carry a standard two-year guarantee.

GEMINI AND SLIMLINE BUILT-IN COOKING
Defy’s exciting range of Gemini and Slimline built-in products 
has something to offer even the most discerning buyer, with 
particular emphasis on energy saving cooking with the wide 
range of gas and indication hobs.

Unique features in the range include:
• The exclusive 700mm wide Gemini range with extra space for 

cooking and baking convenience.
• Slimline, South Africa’s most popular built-in range provides 

the latest in European styling and technology with new 
cosmetics.

• All Defy ovens have easy-to-clean enamel interiors for 
effortless maintenance.

• Ceran electronic touch control hobs with exceptional feature 
options, including extension plates and dual zones.

• Gas hobs with advanced integrated ignition and safety 
cut-off facilities.

• The Premium range of stylish ultra-modern cookerhoods 
in stainless steel and glass finishes with convenient push 
button controls.

THE COMPREHENSIVE DEFY BUILT-IN RANGE 
OFFERS:
• Undercounter and eye-level options.
• Thermofan, multifunction and static ovens.
• Single and double oven and warmer drawer configurations.
• Stainless steel, aluminium, mirror glass, black and white 

cosmetics.
• Solid plate, Ceran and gas options.
• Standard, conical, chimney and premium cookerhoods.

All Defy products carry a standard two-year guarantee. For more 
information visit www.defy.co.za 

with Defy
Cooking up a storm

Built-in Cooking Appliances
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Slimline EMSG Oven.

770 Touch Control Ceran Hob.

5 Burner Gas Glass Hob.

Gemini Gourmet Oven.

Built-in Cooking Appliances
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Samsung’s Twin Convection™ oven 
enables users to cook two dishes 
simultaneously at different temperatures 
and time settings, provided the 
temperature variance is not greater than 
100 degrees. Dual cooking means that 
each dish cooks completely separately 
without aromas mixing.

The world’s first 65-litre dual cooking 
oven can be broken down into a 32-litre 
and 30-litre cavity. This means that 
there are three different size cavities 
to make use of and gives the option of 
not heating up the entire oven when 
cooking one smaller dish. The Twin 
Convection oven is Energy Master 
certified, and all three capacities are 
separately certified with an ‘A’ grade for 
energy efficiency.

A twin fan + heat distribution system 
spreads heat consistently throughout 
the oven, guaranteeing evenly browned 
cakes and roasts that are crisp all over. 
The special design of the baking trays 
further ensures a uniform circulation of 
the heat, even when the oven is full. The 
cooking experience is made even easier 

with a halogen lamp that brightly lights 
the inside of the oven, ensuring effortless 
checking on edibles while they cook.

Ease of use remains the name of the 
game with a wide and convenient twin 
LED display, which makes it possible 
to view oven settings, temperatures, 
timings and other. The oven also boasts 
a Soft Door system, a lightweight oven 
door designed for ultimate safety and 
reliability, with a soft and smooth open/
close feature that does not require 
pressure when opening or closing the 
oven. All Samsung ovens are child-proof 
with special safety locks to prevent 
children from tampering with the 
controls and operations of the oven.

Keeping the Twin Convection oven 
clean is a 25-minute breeze. A heat-
activated catalytic cleaning system 
absorbs cooking grease and eliminates 
small spatters through the ceramic-
enamel on the oven liner, which absorbs 
and spreads soil to promote cleaning 
at normal temperature settings. Also 
easy to handle and clean is the pop-out 
dial control. 

The Samsung Twin Convection oven enables users to roast a chicken and bake a cake at the 
same time, providing a more convenient and cost-effective cooking experience.

in one with Samsung 
dual cooking Twin 

Convection oven

Twice 
the 

power

Built-in Cooking Appliances
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a p p l i a n c e s

The Bauer range of cooking appliances 
covers all segments, whether it be for 
a humble RDP home with the 3 plate 
stove on a stand, student lodging with 
the 3 plate stove in a cabinet, built in 
under counter oven and hobs in black or 
stainless steel, 4 plate cable free standing 
stoves 500mm or 610mm wide which are 
available in white or black, 3 plate plug 
in stoves with oven, all the way up to 
90 cm stainless steel built in ovens with 
matching 77 cm ceramic touch control 
hobs ideal for the most upmarket home

The B116 and B126 are 610 mm wide 
stoves complete with glass control panels 
for long lasting good looks and concealed 
oven elements for a huge saving on 
electricity. Finished in long lasting 
vitreous enamel, they have the ability to 
retain their good looks for an extremely 
long period.

Bauer caters for the complete spectrum 
of gas cooking as well, starting with the 
humble 4 burner enamelled hob right 
through to the 5 burner stainless steel 
with flame failure. The normal 4 burner 
gas stoves are also in the range and the 
locally produced BG 114 which can bake, 
cook and grill simultaneously, is also part 
of the range

Bauer has 2 plate electric Domino 
hobs in black enamel and stainless steel 
available for the market and this has really 
become an optional extra in the more 
upmarket homes.

The BUFFET 700 food warmer is a 
sophisticated addition for the home 
that does a lot of entertainment and the 
Drop In warmer trays are sought after by 
kitchen companies chasing the USP in 
kitchens. Bauer also has the warmer tray 
with stainless steel surround available.

The pictures presented are only to 
inform the reader of the broad spectrum 
of units available from Bauer.

All units are serviced by Independent 
Appliance Services nationally and 
Bauer has a sales team which covers 
Southern Africa. 

B116 –  610mm Wide stove with 
storage drawer

B126 –  610mm Wide stove with 
warmer drawer

B336 – Undercounter oven and hob

BUF700 – Buffet food warmer trolley

MODS3 –  3 Plate stove on a stand. Comes 
with knockdown stand in a box.

MODT1 – 3 Plate stove in a cabinet

covers all segments
The Bauer range 

Built-in Cooking Appliances
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This is owing to a combination of variables. 
On the one side the usually strong second 
quarter was hindered by the large number of 
holidays and long weekends in April, which were 
only recovered partially in May. On the other 
side cooking is being impacted not only by 
consumers’ unwillingness to invest in expensive 
items, but also in the decline of new housing 
developments.

On top of this, economic uncertainty has 
increased, as South Africa is officially in recession 
following the negative GDP (gross domestic 
product) growth results from the first quarter, 
making it the second negative one in a row. More 
relevant than growth or decline figures are the 
actual results. The negative quarter was expected, 
although the estimates only indicated minus 
four per cent. In reality the results reached –6.5 
per cent. Additionally, the general figures point 
out that the weakness in the industry has spread 
from the already problematic segments such as 
mining, retail and automotive to services, which 
make about 60 per cent of GDP.

South African consumers continue to be 
conservative with their discretionary income, 
owing to high household debt and job 
insecurities. In fact, a great indicator of willingness 
to spend or postpone a purchase is new car sales. 
In April the automotive association posted the 
biggest decline in sales in the last 25 years.

Under this backdrop current appliances sales 
continue to impress, considering that household 
penetration is very high. In fact, South African 
consumers continue to buy necessities regardless 
of the economic climate. Nonetheless it means 
that these markets have become far more 
price sensitive, which correlates with strong 

The appliance market in South 
Africa remained under pressure 
during the first five months of 
the year, despite a brief relief in 
May. Irrespective of the stronger 
month the overall growth rate 
remains negative (–11 per cent 
in value for the year to date 
across all appliances categories). 
Regrettably, one of the hardest hit 
segments has been cooking.

Built-in cooking appliances – Cooking sector hit hard by recession
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growth out of more entry-level brands, plus a 
move to a market increasingly characterised by 
replacements rather than new sales.

Cooking as a whole reached 51 000 units in 
May, slightly up from the previous three months 
but down from the average last year (not only 
comparing May-on-May, but also taking into 
account that the average number of transactions 
per month last year was around 60 000 units and 
this year has oscillated in the 50 000s).

The value contribution between the three 
main components tends to remain very stable, 
with hoods contributing about 11 per cent and 
hobs around 15 per cent to the total cooking 
market. Obviously stoves and ovens generate 
the majority of the turnover but also include 
freestanding.

Brand-wise, built-in tends to be very ‘A’ 
branded with local manufacturers and mostly 
European importers dominating the roost. 
Notable in their absence are the Korean brands, 
which have so far only had marginal impact in 
this particular market, unlike their usual weight in 
other appliances.

Despite the bleak developments in cooking 
over the year, the built-in segment was able to 
withstand the trend and has been outperforming 
the market, increasing its market share from 
around 21 per cent last year to an average over 
26 per cent this year (in units). This growth 
also correlates nicely with the recovery of the 
specialist market, considering that over 80 per 
cent of the built-in units retail well above R2000. 
This bodes well for a real recovery in positive 
absolute figures expected for the second half of 
this year. 

Built-in cooking appliances – Cooking sector hit hard by recession
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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 lev-
el. The audit is carried out across all rel-
evant channels of distribution. In South 
Africa GfK currently tracks and reports 
on 45 product categories within the con-
sumer electronic, domestic appliances, 
telecoms, IT, gaming and sports markets.

Market Review

17Home Goods Retailer – July 2009 |

0907 HGR.indd   17 2009/07/22   2:59 PM



Nokia has retained the number one spot 
in the latest edition of Greenpeace’s Guide 
to Greener Electronics ranking, released in 
July 2009.

First released in August 2006, the 
guide ranks the top manufacturers of PCs, 
mobile phones, TVs and games consoles 
according to their policies on toxic 
chemicals, recycling and climate change.

“The guide aims to get the electronics 
industry to take responsibility for 
the entire lifecycle of their products,” 
says Greenpeace International Toxics 
Campaigner Tom Dowdall. “We want them 
to face up to the problem of e-waste 
and take on the challenge of tackling 
climate change. The guide has been a key 
driving force in getting many companies 
to make significant improvements to 
their environmental policies, and it 
continues to provoke significant change in 
the industry.”

Nokia scored maximum points, 
totaling 7.4 for its comprehensive 
voluntary take-back programme, which 
spans 84 countries and provides almost 
5000 collection points for end-of-life 
mobile phones. Although Samsung’s 
score increased from 6.9 to 7.1, the 
company remained in second position 
by committing to reduce its absolute 
emissions of greenhouse gases, despite 
growth in sales. Sony Ericsson stayed in 
third place with an increased score of 6.5, 
up from 5.7, with improvements on its 
performance on energy issues.

LG Electronics moved up from sixth 
place to fourth with a slightly improved 

score of 5.7. Toshiba also moved up from 
seventh to fifth place, improving its 
previous score of 5.3 to 5.5. The company 
gained a point on its commitment to 
cutting green house gas emissions.

Motorola moved up to sixth position 
from eighth place with an increased score 
of 5.5 points, gained by reporting that 15 
per cent of the energy it purchases is from 
renewable sources, with a goal to increase 
this to 20 per cent by 2010 and 30 per 
cent by 2020.

Philips fell from fourth to seventh place 
with a slightly reduced score of 5.3 points. 
Sharp continued to move up the ranking 
from ninth place to joint seventh with an 
increased score of 5.3 points, gained for 
reporting that all of its TVs meet the latest 
Energy Star standard and at least half 
exceed it in standby mode.

Acer moved up the ranking from 
eleventh to ninth place with an increased 
score of 4.9 points, gained for putting 
on the market 16 models of monitor 
with many parts that are almost free 
of PVC vinyl plastic and brominated 
flame retardants (BFRs), except for the 
power cord.

Panasonic moved up from twelfth to 
tenth place with an increased score of 4.9 
points, up from 4.3. It scored top marks for 
reporting to the latest Energy Star energy 
efficiency standards for external power 
supplies and TVs. Apple’s score remained 
at 4.7 points but it dropped one position 
to eleventh place. All Apple products 
are now free of PVC and BFRs, with the 
exception of PVC-free power cords which 

are in the process of being certified.
Sony dropped from fifth to twelfth 

place with a reduced score of 4.5, 
down from 5.5, after failing to keep 
pace with progress made by other 
companies, especially on e-waste 
recycling performance.

The world’s biggest PC makers – 
Hewlett Packard (HP), Dell and Lenovo – 
failed to improve their low scores. All 
three maintained a penalty point for 
backtracking on their commitments to 
eliminate polyvinyl chloride (PVC) plastic 
and brominated flame retardants (BFRs) 
from their products by the end of 2009. 
Dell stayed in 13th position with a slightly 
improved score of 3.9, up from 3.7. HP 
moved up the ranking from 16th to 14th 
place, while Microsoft remained in 15th 
position, despite its score dropping from 
2.7 to 2.5 points. Lenovo dropped from 
14th to 16th position with its score down 
from 3.1 to 2.5 points.

Fujitsu debuted the scorecard in 
17th position with a score of 2.4, while 
intendo remained in last place but with an 
increased score of one, up from 0.8 points, 
for putting on the market games consoles 
whose internal wiring is PVC-free.

“Greenpeace calls on companies 
to eliminate BFRs and PVC from their 
product range,” says Tom Dowdall. “These 
substances are harmful throughout the 
entire lifecycle of a product. Phase-out 
reduces pollution during the production 
and disposal of electronics and makes 
products capable of being recycled in a 
responsible manner.” 

How green is your electronics supplier?
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Forward-thinking marketers know that the 
green market is growing and can be lucra-
tive as environmentally aware consumers 
tend to earn more and are willing to pay 
a premium for green products. However, 
since currently only a small proportion of 
consumers make their buying decisions 
primarily based on the environmental 
qualities of a product, it may be difficult 
to sustain sufficient revenues within that 
niche alone, says research company Ask 
Afrika director Grant Robertson. “Until 
the tipping point is reached, a process 
which will be driven by economic factors, 
marketers will need to start building green 
benefits into existing products, while 
simultaneously creating purely green 
products that are economically viable on 
a large scale. A deep understanding of 
consumer attitudes towards green issues is 
vital to marketers to do this.”

Robertson cites the Target Group Index 
survey 2009, which categorises consumers 
into five green segments, created by 
dividing the population into five groups 
based on their responses to a number of 
statements designed to measure attitudes 
towards the environment and green issues: 
• Engaged Greens: Like to adopt more 

sustainable habits, but won’t make big 
sacrifices in terms of price, comfort or 
convenience.

• Green Supporters: Care about the 

environment and would like to adopt 
more sustainable habits, but won’t 
make big sacrifices in terms of price, 
comfort or convenience.

• Neutral Greens: Aware of environ-
mental issues and will buy into green 
initiatives, but only if they offer func-
tional benefits too.

• Green Cynics: Doubtful about the 
value of environmental initiatives, and 
unlikely to choose green alternatives.

• Green Rejecters: Disengaged and 
most likely to rebuff all green concepts.

“This framework allows us, for example, 
to understand how consumers think and 
act in relation to green issues, to size the 
opportunity for green messages to be 
communicated, to develop the appropri-
ate messages to appeal to the motivations 
of target consumers, to identify the most 
efficient channels for communicating 
messages, and to appreciate how green 
attitudes and behaviours vary amongst 
different cultures, race groups and users of 
particular products and brands,” Robert-
son continues.

He offers a closer look at the Engaged 
Greens relative to the rest of the 
population. “There are about two million 
engaged Greens in urban South Africa, 
making them an attractive target market. 
The bulk of this target market lives in 
Gauteng and the Western Cape. 

“Engaged Greens are typically in the 
higher socio-economic levels, are more 
likely to stick to a brand once they have 
selected it and more likely to believe 
that companies should act ethically. They 
are also more likely than the general 
population to buy goods that are locally 
produced, while also being more likely to 
have fruit or vegetables growing in their 
gardens. They are more likely to believe 
that advertising is a waste of time and that 
it should be entertaining. Engaged greens 
tend to be on average heavier users of 
print, radio, cinema and internet media. 
They are much less likely to be heavy 
consumers of television as a media.”

Robertson says marketers need be able 
to identify and target the green demo-
graphic as they do differ significantly from 
other consumer groups. “Understanding 
Engaged Greens could be the marketer’s 
window to the future.” 

For the household appliance industry 
the focus is on such aspects as comfort, 
lifestyle, health and wellness. And there 
are plenty of innovative developments 
among both large and small electrical 
appliances to look forward to in 2010. 
Outstanding design, ease of operation, 
smart technology and, of course, highly 
efficient use of water and energy, are 
the main features of the new household 
appliances from the leading brands.

Manufacturers of household appliances 
have a long record of encouraging energy 
efficiency and the careful use of resources. 
Major advances are constantly being made 
with appliances incorporating new and 
innovative concepts. The aim is clear: to 
reduce energy and water costs without 
sacrificing utility and comfort. Over the 
past ten years washing machines, driers, 

refrigerators and dishwashers offering 
reductions of 30 to almost 50 per cent 
in energy consumption have provided 
impressive proof of the success of these 
efforts. The catalogue of energy-efficient 
appliances is increasing all the time and 
now includes items such as kettles and 
coffee makers with substantially reduced 
energy consumption.

The average lifespan of home applianc-
es currently exceeds 12 years for washing 
machines and tumble driers, and is close 
to 17 years for freezers. Thus, according to 
a survey by the German Electrical and Elec-
tronic Manufacturers’ Association, annually 
44TWh of electricity are needlessly spent 
on powering inefficient, older appliances. 
Both trade and industry are called upon to 
make an even greater effort to jointly deal 
with this issue and educate the consumer 

on how to save energy.
Savings that can be achieved by 

replacing older appliances are huge. 
Compare the savings achieved with a new 
appliance, with one that is 15 years old:
• Dishwasher:  electricity: –35%, 

water: –50%
• Washing machine:  electricity: –35%, 

water: –50%
• Refrigerator: –50%
• Freezer: –65%
• Fridge freezer: –65%
There are three very convincing reasons 
why consumers benefit by obtaining 
modern, energy-efficient appliances: such 
products help to protect the environment, 
significantly reduce energy costs and offer 
greater utility as a result of their innovative 
concepts, with new applications and 
increased comfort. 

Consumers can be categorised into five 
green segments.

For the household appliance industry refrigerators and dishwashers offering on how to save energy.

2010 household appliances innovative, easy to use and efficient
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In a world filled with various kinds of pollution contributing 
to global warming, and with regular reports on the increase 
in allergies caused by these pollutants, companies with good 
corporate citizenship are continuing to find ways to befriend 
“Mother Earth”.

Furniture City and Sealy are two such companies that are doing 
something in this respect, by ensuring that at least the one item 
used daily in the home – the bed – is allergy-free and natural.

Natural bamboo is the material of their choice to provide an 
eco-friendly bed that is comfortable and healthy. Branded the 
Sealy Bamboo and available in Furniture City outlets throughout 
South Africa, the bed has anti-allergenic, anti-fungal and anti-
bacterial properties.

“We believe that healthy sleeping equals healthy living,” says 
Furniture City managing executive Cheryl Cooke. “Knowing that 
the bed they sleep on has been made from a renewable source, 
is additive-free and will stay dry and germ-free, will enable 
consumers to feel at ease and sleep well. Having a comfortable 
bed to sleep in avoids risk factors such as backache, bad posture 
and can have a dramatic effect on the quality of life.”

Sealy Bamboo beds are strong and durable, and retain their 
shape while offering exceptional support. The Sealy Bamboo 
bed range comes with a ten-year warranty, including a two-year 
guarantee. 

Sealy Bamboo 
beds, retailed 

by Furniture City, 
use natural bamboo to 

provide an eco-friendly bed 
that is comfortable and healthy. 

As climate change becomes a growing concern for all walks 
of life around the world, LG has, since the early 1990s, been 
developing products that are not only environmentally friendly 
and energy efficient, but also manufactured in a manner that is 
least harmful to the environment.

All LG appliances are designed around an Eco-Design Strategy, 
which states that by the time the product is made available to 
the public it will have been designed in such a way that it has 
not made use of any hazardous substances, offers lower green 
house gas (GHG) emissions and reduced power consumption, is 
made with recycled and recyclable materials and reduced use of 
natural resources.

Key environmentally friendly technologies used in LG appliances 
for 2009 include:
• Direct drive motor in selected wash-

ing machines – reduces power con-
sumption by 16 per cent and lowers 
noise pollution by ten decibels.

• Steam wash function in selected 
washing machines – reduces 
electricity consumption by a 
further 51 per cent, and water 
consumption by up to 44 per cent. 
Capacity is increased by 21 per cent, 
maximising energy efficiency.

• Multi-air flow cooling in selected refrigerators – designed 
with vents on every shelf, cool airflow is distributed evenly for 
longer lasting food freshness.

• Magic crisper in selected refrigerators – optimises humidity 
and extends the life of fruit and vegetables.

• Bi-shield anti-bacterial seal – prevents mould and mildew 
building up on the door seal, ensuring a healthier 
environment in which to store delicate foods.

• Bio-silver – the inorganic silver-ion coated vegetable crisper 
protects against the formation and growth of bacteria, fungus 
and yeast.

• Refrigerator environmental efficiency – refrigerators are 
usually the greatest consumers of electricity in the kitchen. 
LG refrigerators carrying the Energy Star label consume 50 
per cent less energy than those manufactured at the turn of 
the decade.

LG’s eco-development initiatives permeate 
across its other products too. In mobile 
phones harmful materials are replaced with 
healthier alternatives and increasing energy 
efficiency and recyclability. Currently no 
lead, cadmium and other EU RoHS materials 
are used in the production of LG mobile 
phones. The use of nickel is also banned 
due to the risk of skin irritation. Halogen substances have been 
removed from all parts used in the housing, packaging and main 
PCB, and ongoing research is being conducted into making the 
PVC used in cables more eco-friendly.

LG’s plasma and LCD TVs require significantly fewer parts 
in production, reducing the amount of harmful materials 
being used. From the outset LG TVs are designed to reduce 
resource consumption while the vast majority of components 
are recyclable. The LG TV line up includes the Scarlet, which 
uses 69 per cent less electricity through its light sensing and 
LED technology. 

Energy consumption in standby on an LG notebook computer 
has been reduced to less than one watt. The amount of noise 
emitted by the computers has also been reduced, thanks to fans 
that use a silent blade.

Contrary to popular perception, air conditioners are the most 
efficient means of climate controlling a room. LG is the only 
manufacturer of air conditioning units to boast a South African 
Bureau of Standards certification for energy efficiency. The units 
also use silver nano and neo-plasma technologies to purify the 
air and ensure that the environment is healthy for consumers and 
the planet. 

LG appliances stylishly green 
and healthy

Natural sleep solutions offered at Furniture City
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Samsung has adopted a green 
management philosophy that aims to 
preserve the environment and improve 
the quality of lives by engaging in 
business activities that respect both 
mankind and nature. A centerpiece 
of that mission is the Samsung Global 
Environment Research Centre, which was 
established to conduct environmental 
research and drive environmental policies 
across the organisation.

“Samsung has gone to great lengths 
to ‘green’ our products by making them 
more energy efficient and minimising 
harmful inputs,” says Samsung chairman 
Kun-Hee Lee says senior product 
marketing manager digital appliances 
Bronwyn Hume. “The ‘environmental’ 
future lies within the use of products 
such as Samsung’s Coming Precision 
Glass, environmentally friendly substrate 
glass used for TFT-LCDs that does not 
contain any halogen compounds or 
heavy metals.”

“Consumers today demand responsible 
solutions for energy management and 
a commitment from the world’s leading 
corporations to preserving our natural 
resources,” says DJ Oh, President and 
CEO, Samsung Electronics America. “The 
keywords for the future of energy are 
clean and effective. This means that, on 
the supply side, we need to develop 
alternative energy, which is clean and can 
replace current fossil fuel energy, while 
on the demand side, we must find more 
efficient ways to use energy.”

“More than ever before, it is 
paramount that we create products 

that meet the expectations and 
preferences of consumers in ways that 
reduce environmental impact without 
sacrificing quality, design or ease of use. 
Our dedication to delivering on these 
principles can be seen throughout 
our manufacturing operations, the 
energy efficiency of our products, and 
our end-of-life recycling programmes 
such as Samsung Recycling Direct, 
which accepts, for no fee, all Samsung-
branded consumer electronics sold in 
South Africa, ranging from televisions, 
DVD and VHS players, audio equipment 
and home theatre systems, to mobile 
phones, cameras, camcorders, computer 
monitors, printers, and peripherals. Non-
Samsung-branded consumer electronics 
in the same categories are also accepted 
through Samsung Recycling Direct for a 
nominal fee paid directly to the recycler 
upon delivery of the e-waste. In addition, 
a growing number of fixed drop-off 
locations are available for Samsung-
branded home appliances. 

“We are very proud of our 
environmental contributions, especially 
in our groundbreaking new line of LED 
HDTVs, ultra-slim plasma HDTVs, and the 
448-series of front-loading washers,” Kun-
Hee Lee continues.

The new 9000, 8000, 7000 and 
6000 Series build upon the success of 
Samsung’s first and second-generation 
LED HDTV models. These TVs use LEDs 
as their primary light source, rather than 
traditional Cold Cathode Fluorescent 
Lamps (CCFL). The Samsung 6000 Series 
was also honored with an Eco Design 

Award in the 2009 CES Innovations 
Design and Engineering Awards.

The benefits of using LEDs include 
not only improved picture quality, but 
also reduced power consumption levels 
to easily meet the stringent new Energy 
Star v3.0 guidelines. The LED modules are 
mercury-free, which makes for cleaner 
manufacturing and safer recycling when 
compared with backlight technologies 
currently available. In addition, these TVs 
require less material to manufacture and 
are thinner, reducing packing material 
and consumer waste. The smaller 
packaging allows for more units to be 
shipped and less fuel to be consumed 
at a time, which potentially reduces 
Samsung’s carbon footprint.

In addition to energy-efficient HDTVs, 
Samsung’s WF448 front-loading washer 
line also earned an Eco Design Award 
for the 2009 CES Innovations Design and 
Engineering Awards. The 448 laundry 
line has entered consumers’ homes not 
only as the world’s first 4.5 cubic foot 
front-loading washers, but as a gentler 
way to keep clothes clean while reducing 
impacts upon the environment. With 
such a large capacity, the total number of 
loads run during the life of the product 
is potentially reduced for lowered water 
and power use. The 448 laundry line 
features Samsung’s SilverCare™ cycle 
option, which saves 92 per cent on 
energy when compared to hot water 
sanitisation. 

Samsung’s new LED HDTV offers reduced 
power consumption levels.

committed to 
a cooler and 
greener earth

Samsung
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Toshiba’s Portégé R600 is effectively 
reducing the environmental impact by 
restricting the use of lead, mercury and 
certain other hazardous substances. 
An LED backlit display, the latest 
CPUs (Central Processing Unit), and 
the use of a SSD (Solid State Drive) 
as a storage medium also results in 
low energy consumption and long 
battery life that further reduces its 
environmental impact.

Environmental organisation 
Greenpeace ranked the lightweight 
Toshiba Portégé R600 as its winner in 

the notebook category of its Green 
Electronics Survey 2008. According to 
the survey, which evaluates the greenest 
electronic products on the market, 
Toshiba scored the highest among 
manufacturers for avoiding hazardous 
chemicals in its notebook.

“We are very proud that Toshiba’s work 
to eliminate hazardous chemicals in our 
laptops has been credited by Greenpeace,” 
says Toshiba Computer Systems South 
Africa and Africa marketing manager 
Reon Coetzee. “Toshiba has a long-
standing sustainability policy and this 
award is great testament to what we have 
already achieved.”

Weighing just 779g and featuring 
a 128GB SSD, the Portégé R600 is the 
ultimate laptop for style conscious 
professionals and consumers who want an 
ultra mobile computing solution without 

compromising functionality. The Portégé 
R600 offers an extended battery life of up 
to eight hours.

The Portégé R600 comes with the 
latest Intel® Centrino® 2 CPU and a 12.1 
inch LED backlit display, offering crystal 
clear visibility both indoors and outdoors. 
Further features include an embedded 
mobile broadband module offering 
data rates of up to 7.2 Mbps, WLAN, and 
Bluetooth 2.1 + EDR. The Portégé R600 
also offers a spill resistant keyboard, shock 
protected design, fingerprint reader and 
remote management possibilities.

An optional 7mm integrated Optical 
SuperMulti DVD Drive (ODD) is available, 
enabling the user to read/write DVDs. The 
extra component only weighs 75 grams 
ensuring that even with the optional 
component, the R600 remains to be the 
lightest laptop on the market. 

To reiterate the messages disseminated 
at the time of the launch of www.
asimpleswitch.com in 2007, Philips has 
embarked on an internal campaign 
aimed at staff and partners encouraging 
them to commit to making a simple 
switch to achieving a greener lifestyle. 
People were invited to make their 
personal pledge to the environment 
while sitting on the specially designed 
‘green couch’.

When CEO JJ van Dongen sat on the 
couch, he explained that Philips was 
able to contribute significantly to various 
energy savings initiatives in South Africa 
during 2008, including that of Eskom. 
“Lighting contributes 19 per cent to all 
electrical usage and we believe that an 
average saving of 40 per cent is possible 
through the use of energy-saving 
lighting solutions. As a result, Philips’ 
decision to support the establishment 
of a CFL factory in Lesotho was key 

in supporting South Africa and the 
region in achieving energy savings 
targets, while providing cost-effective 
local manufacturing.” Van Dongen 

concluded that a significant additional 
benefit was that of Philips providing 
direct employment opportunities in 
Lesotho itself. 

The Toshiba Portégé R600 
“green” notebook.

JJ van Dongen – 
saving energy, creating jobs.

Philips encourages green commitments among staff and partners

Toshiba notebook takes first place in 
Greenpeace survey
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After ten years of intensive research MBM 
has created a new material to replace 
tropical hard wood in the outdoor 
furniture manufacturing process. Although 
it looks like a tropical hard wood, feels like 
teak, is the same weight as an A-grade 
hard wood and is treated and crafted as 
if it were wood, the difference is that it is 
100 per cent non-wood. This new hybrid 
material is called Resysta.
“The potential of Resysta is far reaching,” 
says MBM managing director Barry Garner. 
“Wherever wood is currently used Resysta 
can now replace it. Other applications for 
Resysta include weather-resistant window 
frames, non-slip decking for pools or spas, 
garden fences or building material for 
complex constructions.”

“The research and development depart-
ment at MBM have spent the last decade 
focusing on the creation of a product that 
emulates wood in every way, including 
how it is constructed by professional furni-
ture carpenters and joiners,” he continues. 
“The product that has been created is so 
similar to wood that many professionals 
who have spent their careers in woodwork 
cannot tell the difference.”

Garner says the development of Resysta 
can help stem the destruction of the 
world’s forests by providing a range of 
furniture with the feel of tropical wood, 
but which does not involve the felling of a 
single tree, while maintaining the integral 
nature of wood.

“The art of creating furniture from 
wood is thousands of years old, and even 
in today’s world, where modernisation has 
taken over, carpentry and joinery are crafts 
that still use techniques that are centuries 
old. The development of Resysta enables 
this craft to continue using its traditional 
methods, as the new material is so wood-
like that all processes remain the same.

“Previously, synthetic wood was made 
of plastics and other materials that do 
not resemble the natural product at all. 
The individual production steps, from 
the raw material to the final piece of 
furniture, hardly differ from the way real 
wood is treated. Resysta is the experience 
and knowledge of a long tradition, with 
the application of modern science and 
technology.” 

Some intrinsic benefits in the use of Resysta versus Teak wood.

Teak Resysta

Endangered tropical wood 100 per cent non-wood

Bleaches over time Keeps its colour over time

Cracks No surface cracking

Intense maintenance required Minimum maintenance required

Regular sanding and oiling necessary No sanding or oiling is necessary: crack-free

Prone to pests and fungal decay Resistant to pests and fungal decay

Non recyclable To complete the cycle of Resysta’s commitment to the planet, MBM will take back all 
Resysta products when customers want to change their furniture or remove their decking 
and it will be recycled into new Resysta products.

The MBM Classic Collection is elegant, stylish 
and timeless. The lines are clean and the 
shapes classic – a throwback to the days 
of lawn picnics and garden parties. The 
Classic Collection range of furniture consists 
of a bench, chair, arm chair, reclining chair, 
lounger, dining tables and side tables.

MBM launches world’s first
100% non-wood range of wooden furniture
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Toshiba’s REGZA XV series is a high-end 
stylish range of full 1080p HD LCD TVs 
featuring new, extended connectivity 
and integrated support for multimedia 
formats.

The XV6 series is powered by Toshiba’s 
new MetaBrain engine, a single-chip 
solution capable of managing a number 
of innovative technologies simultaneously, 
including Resolution+, Active Vision 
M100HD Pro picture processing, and 
an intelligent new AutoView mode that 
allows consumers to enjoy optimum 
picture settings, regardless of content and 
room conditions.

All models also feature an energy-
saving Eco-Panel that runs at a lower 
wattage than regular LCD TV panels. 
The inclusion of Eco-Panel technology 
ensures that energy consumption is 
kept to a minimum without effecting 
performance – ultimately saving 
consumers money on energy bills.

Resolution+
Toshiba’s Resolution+ technology is 
designed to be the bridge between a 
standard definition source – such as a 
digital television broadcast or DVD – and 
the HD resolution screen. The technology 
works by using a powerful processor to 
review the adjacent areas of an image, 
picking out similar waveforms and 
combining pixel information to enhance 
edge detail within the picture. The result is 
a sharper and more defined image, much 
closer to high-definition standard.

Active Vision M100HD Pro
Smooth image reproduction is handled 

by Toshiba’s new Active Vision M100HD 
Pro picture processing, which inserts an 
intermediate image between frames to 
double the standard refresh rate to 100 
frames per second. Advanced motion 
handling capabilities ensure smooth 
playback of event the fastest moving 
images, with 5:5 pulldown sequencing 
offering true 24p support for pre-recorded 
movie material. The new, improved nature 
of Active Vision M100HD Pro also ensures 
that image gradation is smoother, with 
advanced noise reduction on analogue 
sources. Contrast ratios of 50,000:1 
across the range offer excellent colour 
reproduction at both ends of the colour 
spectrum, producing pure whites and 
deep blacks.

AutoView
An innovative AutoView feature enhances 
image quality by measuring room 
conditions and content in tandem and 
adjusting the image appropriately. Both 
natural and artificial lighting conditions 
are taken into account and constantly 
analysed against the actual content being 
played, meaning that images are always 
suited to immediate room conditions. In 
bright conditions, for example, AutoView 
will darken the backlight to the optimum 
setting for the surroundings, while 
in dark conditions the panel will be 
lightened without affecting overall colour 
reproduction.

Dolby Volume
The new REGZA XV6 series also launches 
as one of the first TVs to feature Dolby 
Volume, a highly intelligent audio 
technology that ensures that audio 
levels remain constant across all 
content, programmes and inputs. The 

inclusion of Dolby Volume – a first by 
any TV manufacturer to date – means 
consumers will now be able to change 
the channel without having to adjust 
volume levels, while the higher audio 
levels normally employed in advertising 
commercials will be controlled 
automatically and maintained at the 
levels set by the user. Dolby Volume also 
ensures that depth of sound is retained 
at low volume ensuring that no detail is 
ever lost, with audio remaining deep and 
clear at all levels.

Perfect for the multimedia enthusiast, 
the REGZA XV series also features 
additional compatibility with flash 
media. In addition to the USB/JPEG 
support common across the rest of the 
2009 REGZA range, the new XV6 series 
is also capable of MP3 audio and DivX 
video playback via USB. The flash media 
support also extends to SD memory cards, 
allowing consumers to instantly view JPEG 
images from a digital camera.

All models feature full 1920x1080p 
HD resolution panels, with the 32XV 
model the first-ever Toshiba model to 
include 1080p support, 100Hz processing 
and Resolution+ technology within the 
same 32” chassis. Toshiba’s Game Mode 
feature is also included within all models, 
ensuring gamers do not suffer potential 
controller response lag by providing a 
dedicated link between the console and 
the TV. 1:1 pixel mapping ensures that all 
content is correctly displayed on screen as 
intended, without any information loss at 
the outer edges.

The new XV6 range is available in 32, 
37, 42 and 46-inch screen sizes, all of 
which feature a polished, gloss black 
chassis and a striking boomerang-style 
footstand. 

Toshiba’s new REGZA XV6 series, a highly 
stylish range of full 1080p HD LCD TVs.

Toshiba LCD TVs – 
stylishly energy-saving

Product Showcase
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Following the launch of its commercial 
division, LG Electronics in South Africa 
now offers commercial customers 
digital signage solutions that not only 
convey a dynamic message, but do so 
stylishly on digital display screens that 
are unmistakably LG

The LG Commercial Division, through 
LG’s global Commercial Division, 
provides tailor-made digital display 
solutions that can be placed in a 
multitude of highly visible sites such as 
retail outlets. The solutions vary in size 
from 32-inch single screen solutions 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 5000 hours and 
moving picture performance 100 000 
hours at ~1000 nit. The transflective 
coating enhances visuals in direct 
sunlight to 1500 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. 

Following the launch of its commercial can also be supplied to offer touch 

LG takes digital signage to the next level

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

HOME PRODUCTS ABOUT US CONTACT US

Website maintenance:
Hourly: R250 + VAT per hour
Monthly packages are available at 
reduced cost.

Flash design:
Quote per project.

Website hosting not offered
Database development not offered

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

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

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

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

Website design

Product Showcase
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Perfectly tailored in fashionable glossy 
silver and black, the elegant design 
of the Sodastream Penguin makes 
it at home in any state-of-the-art 
kitchen, complementing other modern 
appliances and adding to the room’s 
sophisticated appeal.

The Sodastream Penguin is the only 
drinks maker to offer glass carafes or 
carbonating bottles, which provide for a 
superior home carbonation experience 
and are completely dishwasher safe. 
The advanced Sodastream Penguin 
also features customised carbonation 
levels and automatic excess gas release 
mechanisms. The slimline machine 
takes up minimal space on kitchen 
counters and is super easy to clean.

Like all other Sodastream drinks 
makers, the Sodastream Penguin offers 
unbeatable value for money. Not only 

does one 500ml bottle of syrup make 
12 litres of cold drink, but it works 
out to be just R1.50 per litre of soda 
water and as little as R4.00 per litre of 
ready to drink fizzy drink. The Penguin 
doesn’t need electricity or batteries 
to operate; it uses glass bottles for 
carbonation, which – with proper 
care – last indefinitely and are 100per 
cent recyclable; and it’s packaged in 
recyclable cardboard cartons.

The Sodastream syrups used 
in the Penguin are also bottled in 
100 per cent recyclable PET bottles 
and last a long time, meaning 
fewer plastic bottles are purchased 
less often (compared to ready-to-
drink beverages), which results in 
a massive saving in manufacturing 
energy, carbon emissions, waste and 
transportation costs. 

The newly published Eurolux ‘Light’ 
magazine makes things a lot simpler 
for consumers having to select lights 
for their home or office, and is now 
available free at all leading lighting 
outlets nationwide.

This complete lighting guide offers 
informative articles and beautifully 
captured lifestyle images to guide and 
inspire. Topics such as ambiance and 
functionality are covered, giving those 
in the mood to redecorate the tools and 
tricks they need.

According to lighting importer 
and distributor Eurolux marketing 
manager Eben Kruger, the market is 
definitely becoming more self reliant 
and DIY-savvy when it comes to décor 
and lighting in particular. “Home 
and business owners are becoming 
increasingly involved in their lighting 
choices. They want to add their 
personal touch to the look and feel of 
their home or office, something that is 
easily achieved with lighting. Choosing 
the right light is first and foremost a 
décor choice, but there are quite a few 
other factors to consider too. We hope 
‘Light’ will help them make the best 
possible lighting choice to meet their 
requirements.”

In addition to articles providing 
practical advice for those upgrading 
their lighting, the magazine also gives 

readers a glimpse of the extensive 
Eurolux range. “Eurolux is well known for 
its lamps and light fittings,” says Kruger. 
“We also import and distribute a range 
of fans and bathroom heaters, which are 
also covered in the magazine.”

An area of particular focus is that 
of energy efficient lighting. Kruger 
elaborates: “A glimpse at international 
trends shows us that manufacturers are 
increasingly focusing on energy efficient 
lighting options. For those readers still 
unconvinced of the benefits of energy 
saving lamps and its versatile application, 
this certainly is a must-read. Eco-friendly 
lighting is easily identified in the 
magazine with an eco-choice icon, and 
we also provide the facts and practical 
advice to make the office or home space 
more environmentally friendly. However, 
the golden rule is to fit an energy saving 
globe wherever possible – and that 
would be in most fittings.”

‘Light’ is currently available at all 
leading lighting retailers or can be 
obtained directly from Eurolux at 
(021) 528 8400 or e-mail Eben Kruger at 
eben.kruger@eurolux.co.za. 

Sodastream Penguin adds panache to the kitchen

Sleek, stylish and seriously cool, the 
Penguin is Sodastream’s top-of-the-range 
drinks maker.

Select the right lighting with ‘Light’

The front cover of Eurolux’s new consumer 
magazine, Light.

Product Showcase
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Businesses nowadays, from the small 
corner shop to the hyper-market, are 
embracing the fundamental technology 
of network video surveillance. 
Traditionally, retailers have implemented 
surveillance systems, mainly analogue-
based, to deter and catch shoplifters and 
violent criminals, but new technologies 
such as network cameras provide a new 
weapon against shrinkage and open 
the door to a wide range of intelligent 
applications.

“Network cameras differ from 
conventional analogue CCTV cameras 
as they connect and feed images via a 
store’s existing IT network, rather than 
through a separate, ‘Closed Circuit’ 
TV network,” Alves explains. “Network 
video offers lower installation costs 
by using standard IT based cabling. By 
incorporating Power over Ethernet it 
can also supply power using the same 
cable. Maintenance is simpler, as network 
video uses a standard Ethernet network, 
which is widely used and understood 
by IT specialists and adheres to IT 
network standards.

A network video system is accessed 
through standard PC-based equipment 
and software browsers making it easy 
to use. Alves says adding additional 
cameras to an existing network is as 

easy as adding another desktop to the 
local IT network. “Swift, intermediate 
installations are also simple using 
standard wireless network connections. 
Also, today’s network equipment takes 
full advantage of the rigorous safety 
measures that apply in the network 
world. No extra equipment or software 
is needed to maintain a very high level 
of security.”

Retail managers can have remote 
access to any of their stores’ video – 
live and recorded material – from any 
desired location. Once authorised, staff 
can access individual devices across 
the globe via an internet-enabled PC, 
laptop or PDA, providing a valuable 
management tool to monitor store 
trading at any time.

A wealth of applications
“Many new applications, which are much 
easier to integrate with existing retail 
systems, are available to retailers thanks 
to network video,” Alves continues, “as 
network video solutions are based on 
accepted IT standards and equipment. 
With network video, retailers can take 
advantage of today’s IT standards and 
equipment and use these applications, 
not only to prevent fraud and loss, but 
also to improve sales.”

All retailers should 
have network video 
on their technology 
wish list, declares Axis 
Communications country 
manager Roy Alves. These 
surveillance systems have 
so much more to offer 
retailers, both in terms 
of loss prevention and 
improving the customer 
experience and with a far 
lower cost of ownership.

Network video –  
making the difference in retail

Technology Focus
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People counting
A network-based people counting 
solution, either built-in to the camera or 
using server software, provides real-time 
information, allowing for conversion 
rate monitoring where people entering 
a store are counted and compared with 
people actually buying something in 
the store. Other advantages include 
straightforward system integration 
with standard databases, enabling 
more advanced customer analysis such 
as buyer-to-browser ratio and more 
intelligent evaluation of promotions. In 
addition, such a solution can easily be 
used to optimise store layout through 
analysing customer ‘flow’ around the 
store, through to customer interest in in-
store displays and promotions.

Enhanced POS exception 
investigations with high 
quality video
Network video cameras allow for tight 
integration with POS (Point of Sales). Till 
transactions can be recorded, together 
with video for total reassurance for 
customers, business and staff. Exceptions 
such as returns, manually entered 
values and line corrections can easily be 
discovered and investigated together 
with high-quality video clips. The image 

detail sets network video apart – such 
as seeing value of a note handed over 
to the cashier through to the kind of 
item handed over by the customer to 
the cashier.

Superior image quality
“Retailers need to ask whether the 
images recorded by their existing 
surveillance system are of high enough 
quality to be admissible in court or to 
reveal important details,” says Alves. “A 
combination of megapixel and HDTV 
network cameras offer resolutions far 
greater than analogue cameras, while 
progressive scan technology reduces 
the ‘jaggedness’ normally associated 
with analogue-based video recordings. 
There is also no loss of quality when 
storing a digital image.”

Network video is easy to set up, Alves 
continues. “Simply connect your network 
camera to your network and go – using 
network cameras and video management 
software, you can immediately view, 
record and administer your images from 
any PC with access to the Internet.”

“More and more devices for 
controlling, securing and monitoring the 
retail environment are using network 
infrastructure, such as heating and 
ventilation systems, access control, 

even through to lighting and energy 
management,” he adds. “Network cameras 
offer future-proof surveillance for the 
years ahead, as traditional analogue 
systems become increasingly costly to 
maintain, harder to integrate into wider 
store control systems and fall behind in 
terms of functionality.” 

Roy Alves – “Network cameras offer future-
proof surveillance for the years ahead.”

Network video –  
making the difference in retail

Technology Focus
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A host of celebrities, media, decorators 
and business executives, as well as popular 
TV show Top Billing attended the launch 
of the Wetherlys Rooms for You exhibition 
and were among the first to view the latest 
international trends in lounge, dining room, 
bedroom, bathroom and patio décor.

The launch of Rooms for You in 2007 
was so successful that it was decided to 
put on a bigger and better event this year, 
says Ellerine Holdings CEO Toni Fourie. “We 
also decided to open the houses for public 
viewing so that everyone can see these 
stunning designs and trends.” 

Edith Venter, her husband and interior 
designer David Muirhead.

Ex-CEO of Ellerine Holdings, Peter Squires 
(second from left) with some of the party guests.

Ellerine Holdings CEO Toni Fourie and his 
wife, Leila.

Toni Fourie chats to Top Billing presenter 
Michael Mol.

Mr and Mrs Eugene Beukes.

Some of the staff from Wetherlys and 
Ellerines and their partners.

New Wetherlys managing 
executive, Eugene Beukes.

Glitterati attend 
Wetherlys design event

Gallery
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At IFA 2009, taking place from 4-9 
September in Berlin, the focus will be 
on entertainment, fascination, lifestyle 
and efficiency – in short on a wealth of 
attractive products and services which 
make consumers’ lives more colourful, 
pleasant and comfortable.

In a separate hall and a display area 
covering 2500 square metres, IFA Tec-
Watch will present exciting prospects 
for new markets. Its tailored events and 
content address a variety of target audi-
ences – from industry decision-makers 
and technical experts to young people 
with an intuitive ability to handle mod-
ern technologies, and to a broad range 
of technically interested members of the 
public. Public and industry research insti-
tutions, universities, joint projects, stand-

ards institutions and leading international 
semi-conductor specialists will present 
their latest developments here.

Technology exhibitions are a well-
established feature of IFA. At the 
Science and Technology Forum (TWF) 
IFA presented the big firsts in media 
technology – ranging from the MP3 
standard to all the key technologies of 
digital television, including cable, satellite 
and terrestrial broadcasting.

IFA TecWatch follows in its footsteps 
and has taken the concept of an 
innovation platform even further. For 
the first time IFA TecWatch 2009 will also 
be presenting the results of research 
within the home appliances sector, thus 
mirroring the technical expertise of all 
areas of the industry represented at IFA.

IFA TecWatch cordially invites all visitors 
to IFA to be inspired by the unique variety 
of ideas for ease of use, entertainment, 
and quality of experiencing life that 
tomorrow has to offer. 

World Market Center Las Vegas will offer 
a wide array of comprehensive, dynamic 
and inspiring design events and seminars 
during Fall Las Vegas Market from 
September 14-17. Intended as a way to 

fast track market attendees to what’s hot 
and what’s on the horizon for next season, 
the specialty seminars will feature industry 
experts, bright minds and highly sought-
after perspectives and advice to give 
market attendees the tools and insight 
needed to make their cash registers ring.

First Look
First Look: Las Vegas is a live event and 
definitive guide to new, noteworthy 
and exciting products and collections 
launching exclusively at September Las 
Vegas Market. First Look lets retailers set a 
course for their shopping by highlighting 
top-performing products in several 
categories and tiered price points. During 
the presentation attendees will receive 
a copy of the First Look product trend 
tracker guide.

Ahead of the curve
Three of America’s leading designers will 
uncover home design trends and style di-
rections during Ahead of the Curve, a World 
Market Center Las Vegas signature experi-
ence. The live webcast is a unique format 
that allows for a fast-paced and interac-
tive discussion with celebrated designers 
Timothy Corrigan, Laura Kirar and Vicente 
Wolf, moderated by style guru, author and 
regular “Today” show contributor Susanna 

Salk. This year’s panelists will travel from 
coast to coast to convene in Las Vegas to 
impart their distinct and diverse opinions 
on design, products and the needs of 
today’s consumers.

Colour trends of tomorrow
Forecaster and director of color marketing 
for Sherwin-Williams Jackie Jordan, CMG 
will offer a first look at upcoming colour 
trends. Designers can explore their sense 
of colour with the latest colour trend 
forecast from Sherwin-Williams. Jordan’s 
seminar will unveil what’s in, what’s out, 
and what specific colours can do for our 
state of mind as well as the leading shades 
and major players for 2010.

Small space, big style
Designer Libby Langdon will discuss design 
in small spaces to furniture retailers and 
manufacturers, offering ways to court the 
small- space consumer. Langdon is an 
interior designer and expert commentator 
on HGTV’s hit show “Small Space, Big Style.” 
In addition to her media roles, Langdon 
founded “Libby Interiors” in 2003 and has 
completed numerous commercial and resi-
dential design projects all over the country. 
She is a small-space expert to Decorating 
with Style, Budget Decorating, Glamour 
and several other design magazines. 

September LVM’s trend series takes temperature check on what’s 
hot and what’s not

National Floor Show 
not to be missed

A showcase for innovation and the 
technology of tomorrow – coupled with a 
spectacular programme of entertainment 
events – IFA fascinates thousands of visitors 
from around the world each year.

As the only dedicated flooring show 
for 2009, the UK’s National Floor Show 
provides retailers, flooring buyers 
and contractors with an unmissable 
opportunity to touch, see, source and 
be inspired by all the latest trends in 
flooring. It is also the largest forum at 
which to meet with existing suppliers, 
source new ones and network 
with peers.

Now in its 17th year, more than 140 
exhibitors will showcase their latest 
products at National Floor Show 2009, 
to be held from 8-10 September 2009 
in the heart of Harrogate at Harrogate 
International Centre. Visitors can gain 
knowledge from seminar sessions, 
meet the entire flooring industry 
in one location and view the latest 
trends and products on offer.

For more information go to 
www.nationalfloorshow.co.uk. 

IFA 2009 showcases innovations in digital 
media and modern household appliances

Diary
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Men and boys
May retail sales fell for a fourth consecutive month. It is now clear 
that unemployment levels have risen in tandem with fewer jobs as 
the country’s first recession in 17 years has succeeded in curbing 
consumer spending.

Sales declined an annual 5.1 percent after dropping 6.7 percent in 
April according to the median estimates of a number of economists. 
At the time of going to press, confirmation from Statistics SA had not 
yet been released. However, it is likely that they will only confirm the 
above. In view of events of the recent past, it is scarcely surprising that 
although the Reserve bank has cut the interest rate five times since 
December, dropping it to 7.5%, consumers still remain wary.

Consumer spending to date does not appear to be tempted by the 
relatively cheaper money on offer. However, we know from experience 
that there is always a lag between interest rate cuts and a rise in 
consumer spending. We are optimistic enough to believe that the 
interest rate cuts will stimulate spending later on – perhaps by the last 
quarter or certainly by early next year.

Other factors too, will contribute to a lift in consumer confidence. 
The price of fuel will definitely play a role with petrol at the pumps 
becoming cheaper as world demand seems to have slumped again 
forcing down prices. However, it still remains our responsibility as an 
industry to do much more work if we are to remain not just viable, 
but much more, to successfully compete for our rightful share of the 
consumer spend, when an uptick occurs.

We are immensely impressed by certain retailers such as Tafelberg in 
the Cape and Hirsch’s up here in Gauteng, which have simply refused 
to allow the ‘recession’ to be used as an excuse. Simply surrendering 
to recessionary sentiments, the gloom spreads and the result feared 
becomes manifest.

We pointed out in a previous issue how Gordon Selfridge in the 
course of the worst recession of modern times – the Great Depression 
of the Thirties – found ways and means of working with his suppliers 
to ensure that Selfridges actually increased profitability in those 
dreadful years.

It requires, courage, innovation, marketing skills and 
determination = qualities this industry has in abundance. Or has it? 
Have we lost our ‘bottle’? Are we so resigned to these economic forces 
determining our performances that we have lost the will to triumph? 
It is easy for retailers and suppliers to make record profits in good 
times. These are the days when the men can truly be separated from 
the boys.

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
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