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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.

Jury still out on 
Furnex closure
I had hoped to bring HGR readers an in-depth report on the Furnex saga this 
month. The buying group announced in June that it was ceasing to trade, a 
move which caught most suppliers and members by surprise, to say the least, 
and left many retailers were unable to trade.

Since the announcement I have been in constant contact with Furnex 
managing director Andy Simaan, who has promised to give me an official 
statement once everything has been finalised.

“I am still trying to save the company,” he said and to this end has applied 
to the high court for a Section 311 of the Companies Act, which essentially 
is a scheme of compromise between a company and its creditors, where the 
creditors are asked to accept a reduced compromise of their claims on the 
basis that the payment they will receive is more than they would receive on 
liquidation. The court then calls a meeting of creditors to explain the scheme to 
them and to put the scheme to their vote. Should the compromise be approved 
by the creditors and sanctioned by the court, the winding-up order will be set 
aside and the company reinstated. At the time HGR went to press, the court had 
not yet reached a decision.

Interestingly, under the New Companies Act, which is expected to come into 
force in mid or late 2010, it will no longer be necessary to first seek leave of the 
court to put the compromise to creditors. The new Act provides that once the 
requisite number of creditors’ consent to the compromise, it is then binding 
on the creditors. This suggests that there is no need to go back to court get 
it sanctioned.

Recovery in sight
In other news, there are definite signs that South Africa is at the beginning 
of the end of the recession. According to economist Mike Schussler, “we are 
on our way back”, and analysts have noted a pickup in sales in the furniture 
market. As it was the first sector to be hard hit by 
the recession, it would also be the first to start 
showing signs of recovery.

Hopefully, this means that we can look forward 
to a good Christmas. 

Publisher & Editor-in-Chief
Ian Hughes

Email: ian@hgr.co.za

Editor
Aurette Bowes

Email: editor@hgr.co.za

National sales manager
Frances Venter

Cell: 072 607 5134

Email: sales@hgr.co.za

Marketing consultant
Cherry Swanson

Cell: 082 780 7976

Email: cearecruit@mweb.co.za

Design & Layout
Bianca Keenan-Smith

Email: dtp@hgr.co.za

Special Projects
Kerryn McMurray

Email: kerryn@hgr.co.za

Administration & Subscriptions
Sameera Hoosein

Email: sameera@hgr.co.za

Office
203 Melrose Place (formerly Willowbrook)

Willowbrook Close, Melrose North

PO Box 41632 

Craighall 2024

Tel: (011) 447 9326, Fax: (011) 447 9838

Email: info@hgr.co.za

www.hgr.co.za 

Printing
Park Avenue

Copyright on all editorial in Home Goods Retailer is owned 
by the publisher and reproduction without permission 
is prohibited. The opinions expressed in Home Goods 
Retailer are not necessarily the views held by the editor 
or publisher. We reserve the right to edit – for purposes 
of space and clarity – all editorial material and letters 
submitted for publication.

Editor’s Desk

| Home Goods Retailer – August 20092

0908 HGR.indd   2 2009/08/31   10:52 AM



Ellerine furniture group co‑founder Sidney 
Ellerine has died at the age of 73 following 
a two‑week battle with septicaemia 
after undergoing stomach surgery. He is 
survived by his older brother Eric, his four 
children, Linda, Tammy, Bradley and Kevin, 
and seven grandchildren. His wife, Joane, 
passed away a few years ago.

Sidney and Eric established the 
popular furniture and appliance chain in 
July 1950. Sixteen years later they listed 
their company on the Johannesburg 
Stock Exchange. By the time the group 
celebrated its 50th anniversary in 2000 it 
consisted of 7760 employees in 572 stores 
across the sub‑continent. Brands included 
Ellerines, Town Talk and FurnCity, which 
catered to the lower to middle‑income 
markets, Bears, Lubners, Geen and 
Richards, Dial‑a‑Bed, Mattress Factory and 
Furniture City, (middle to upper‑income 
group) and Wetherleys, Osiers and 
Roodefurn Manufacturing, directed at the 
upper end of the market.

It was also in 2000 that Sidney and 

Eric announced their retirement from 
the furniture industry, for which they 
had worked since the age of 16, to focus 
on their family business Ellerine Bros, 
a company involved in private equity 
and the real estate industry. Sidney also 
served on the board of prepaid company 
Blue Label Telecoms as a non‑executive 
director and was one of the original 
partners when the company started out as 
a provider of prepaid cards.

According to joint‑CEO Mark Levy, 
Sidney provided great leadership and 
direction to the board and executive 
management and always conducted 
himself with the utmost integrity and 
highest regard for the interests of the 
company. “He had an honest opinion and 
was not afraid to make that known and 
enter into a debate. However, he never 
sought a fight and was humble.”

Levy says Sidney’s death will leave a 
gap in the company, but Blue will “look at 
what we have learned and how we grew 
from that relationship”.

Sidney and Eric also owned a stake in fur‑
niture manufacturer Steinhoff and furniture 
retailer JD Group. The two were founding 
shareholders of the diversified industrial 
conglomerate Bidvest, founding investors 
of IT company Softline and were among the 
founding backers of Primedia. 

Entrepreneurial giant succumbs to septicemia

Sidney Ellerine – 
24 March 1936–17 July 2009

Analysts are watching the furniture market 
with keen interest as sales pick up in what 
is a highly cyclical part of the retail sector.

Lewis Group reported a 6.8 per cent 
rise in revenue in the four months to July 
compared with the previous year, while 
sales at JD Group grew two per cent in the 
year to February. 

In mid‑July the share prices of both 
these retailers spiked as investors began 
working up an appetite for the stocks, 
analysts say. Last month Lewis’s share 
price reached a six‑month high of R54 
while the share price of the JD Group 
jumped to R48 a share.

“Investors are aware that these stocks 
are bound to start appreciating and that 
they have been undervalued as nascent 
signs of an economic recovery become 
salient,” says Thebe Securities equity 
analyst Werner Smit. In May, JD Group 
chief executive David Sussman said the 

group would start seeing an improvement 
as the year drew to a close. “JD Group’s 
pick‑up may have fuelled a similar interest 
in the Lewis Group,” Smit adds. 

According to Smit, the furniture sector 
would be the first to start showing signs 
of recovery, as it was also the first sector to 
be hard hit by the recession.

A low inflationary environment led to 
House and Home, the furniture division 
of Shoprite, growing its revenue 13.9 per 
cent in the year to June. “These increases 
are not going to be earth‑shattering, but 
on the basis of these retailers’ results, it 
looks as if the economy is slowly turning,” 
says Smit. 

Meanwhile at Ellerines, merchandise 
sales for the quarter to June dipped 14 per 
cent from R1.08 billion previously to R935 
million, owing to a smaller store base, with 
sales declining by seven per cent. The 
credit sales mix improved at the African 

Bank Investments Limited (Abil)‑owned 
group, but it was largely focused on 
improving its underwriting criteria in 
order to improve its asset quality in the 
next year.

Although retrenchments remain a risk 
to the entire retail sector, an analysis of 
Lewis’s debtor base of approximately 
700 000 customers indicates only 2.8 per 
cent are currently unemployed. In June, 
bad debts at Lewis rose 16 per cent to 
R89 million while JD Group’s bad debt 
write‑offs increased by 24 per cent to 
R421 million in the six months to February. 

According to Absa Asset Management 
equity analyst Chris Gilmour, Lewis 
customers, who tend to be from 
lower‑income groups, are likely to be 
well‑guarded against the effects of recent 
high interest rates, which have tripped up 
higher‑earning consumers.

Source: Business Report  

Furniture retail shows signs of recovery

Newsline
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Computer and technology retailer 
Incredible Connection, a member of the 
JD Group, scooped no fewer than three 
awards at Epson South Africa’s recent 
annual channel partner programme 
awards evening, held at Glenburn Lodge 
in Johannesburg. The awards are held 
in acknowledgement of Epson’s top 
channel, business and retail partners’ 
efforts over the past year.

Incredible Connection was declared 
winner of the Consumer All‑in‑One, 
Pro‑Photo and Mass Retail categories. 
Another retailer included among the 
award winners was Makro, a member 
of the Massmart group, which won in 
the Consumer Single Function Printer 
category.

“We would like to congratulate all the 
winners from this year’s awards,” says 
Epson South Africa general manager 
Albert Fayard. “Tying into the evening’s 
glamorous casino theme, our partners 
took a gamble on us in South Africa and 
it is clear that their gamble has paid off – 
because Epson has grown significantly 

over the past two years. We couldn’t 
have done it without our loyal partners 
and we look forward to yet another 
successful year with them by our side.”

“Our channel partners are the most 
critical part of our success in South Africa 
and beyond our borders into Africa,” he 
continues. “As we continue to grow, we 
will maintain support of our channel 
partners in whatever way we can to 
ensure that the relationship that they 
have with us remains mutually beneficial.”

Fayard says a number of key 
appointments will be made at Epson 
over the next few months, focussing 
on the government, retail, hospitality, 
education, finance and petro‑chemical 
sectors. “This will enable us to 
concentrate our efforts and grow our 
business in these key sectors.”

Epson will shortly be relaunching its 
Channel Partner Programme to offer its 
channel more value‑added services and 
additional on‑the‑ground sales support 
to assist its channel partners in growing 
their own businesses. 

“Our economy moves in cycles and I think 
we are on our way back,” These were 
encouraging words from economist Mike 
Schussler, who addressed the National 
Consumer Forum in June.

Schussler said that while South Africa 
is likely to have experienced the deepest 
decline since 1966, when the current 
down cycle is finished, the worst may 
have passed.

“2010 will be better, but it won’t be 
brilliant. It will be slow but better, but 
2011 should be much closer to a normal 
year, as long as we can keep the inflation 
rate below 12 per cent.”

Upbeat
A positive mood has been also been de‑
tected in financial markets and conditions 
appear to be changing for the better as 
banks and borrowers begin to gain confi‑
dence in the five percentage point cut in 
interest rates since December 2008.

Many borrowers are working hard to 

reduce their debt and this is starting to 
have the desired effect on household 
finances. As a result, banks are becoming 
more comfortable with lending.

“The recent spate of rate cuts has 
definitely improved the mood among 
bankers and it has made borrowing 
more affordable for consumers,” says 
Standard Bank deputy chief executive Sim 
Tshabalala. “However, there are still risks to 
lending as the economy is still in recession 
and corporate defaults are increasing. On 
the retail side, falling house prices and 
increasing unemployment are risks.”

Absa group executive for retail Gavin 
Opperman says the rate cuts are a relief for 
households, particularly those that could 
“just afford” to buy or keep their homes.

Not too long ago banks were criticised 
for their stringent credit requirements 
that slowed growth in loans to the 
private sector to single digits. According 
to some economists, this helped create 
recessionary conditions. Mike Schussler – the worst may be over.

Have we turned the corner?

Incredible Connection scores a hat trick at 
Epson channel partner awards evening

Ian Foat (Makro) accepts the award in the 
Consumer Single Function Printer category 
from Albert Fayard (Epson).

Incredible Connection won three awards at 
the Epson annual channel partner awards 
evening. Shereen James accepted them from 
Albert Fayard.

Newsline
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Given the challenging economic times, 
43 per cent of South African consumers 
are looking to apply the brakes on their 
discretionary spending over the next six 
months. This is according to findings of 
the latest MasterCard worldwide survey 
on consumer purchasing priorities.

Released twice yearly, the survey 
provides valuable insights into consumers’ 
expected saving and discretionary 
spending patterns over the next six 
months. This latest one was conducted 
between 23 March and 18 April 2009 and 
involved 9211 consumers from 21 markets 
throughout the Asia/Pacific, Middle East, 
and Africa region.

A correspondingly high percentage of 
South Africans surveyed said that they 
expect to save more over the next six 
months, with 47 per cent saying that they 
were planning to save more, and only 
29 per cent saying that that they were 
planning to save less compared to what 
they did in the last six months.

When asked how they expected their 
discretionary spending over the next six 
months to compare with their spending 
over the previous six, 43 per cent of the 

South Africans who participated in the 
survey said that they were planning to 
spend less, and 37 per cent said that they 
were planning to spend about the same 
amount. Only 20 per cent said they were 
planning to increase their spending.

“In times like these, consumers tend 
to buy downwards in terms of product 
and price selection and often trade off 
products within their available spend 
basket,” says Deloitte South Africa 
consumer business industry leader Rodger 
George. “Value becomes a key driver 
for purchase decisions, which are often 
prioritised according to needs, and in 
some cases ‘feel good’ sentiments.”

George believes that it is critical for 
merchants to understand where their 
products fit into the ‘spend basket’ of their 
consumer base and understand how they 
are likely to act toward their products 
during recessions. Providing useful rather 
than superfluous products, and value for 
money rather than mere price appeal 
will also help to retain margins and 
attract spend.

Concern over the economy appears 
to be fuelling plans for increased saving. 

The 71 per cent of South Africans who 
are expected to save either more or as 
much as they had in the previous six 
months were also asked what their main 
reason for doing so was. Three out of 
four South Africans said it was because 
they perceived the economic outlook 
to be very uncertain and felt a need to 
be prepared for unforeseen emergency 
expenditures.

The South African survey was 
conducted amidst news of slowing job 
growth, a precipitous decline in South 
African manufacturing, and on the 
heels of an announcement on 7 April 
by Reserve Bank governor Tito Mboweni 
that the economy had lapsed into its 
first technical recession in 17 years. “It is 
not surprising that South Africans have 
opted to save more and spend less over 
the coming months,” comments George. 
“The effects of these sentiments will flow 
through to retailers and merchants, who 
will continue to experience lower sales 
levels than in recent years. However, some 
retailers may still do very well if they can 
manage to respond to consumer needs 
and sentiments by clearly understanding 
recessionary type buying behaviours 
being displayed by consumers during 
this period.” 

Given the challenging economic times, South Africans who participated in the 

 South Africans look to cut back on 
discretionary spending, survey shows

South African manufacturers will soon 
have to change the way they label their 
products, particularly when labels carry 
warnings and instructions to consumers. 
To pass muster under the new Consumer 
Protection Act, manufacturers will have 
to watch their language and make it loud 
and clear if using the product carries any 
conceivable risks.

“Not only must ‘plain language’ be the 
order of the day, but manufacturers will 
have to be extremely careful about how 
they describe the attributes, uses and 
benefits of their products,” says Werksmans 
Incorporating Jan S. de Villiers director 
Eric Levenstein. “The Act makes it clear 
that manufacturers carry the burden of 
ensuring that consumers understand what 
they are taking on when purchasing a 
product.”

Commenting on the ‘plain language’ 
requirements of the Consumer Protection 

Act, Levenstein says the language used 
on labels and product notices should be 
accessible to an ordinary consumer. “This 
means someone with average literacy skills 
and minimal experience should be able to 
understand the message without undue 
effort.”

The National Consumer Commission 
is expected to shed more light on this by 
publishing guidelines on how to assess 
whether the language on labels is plain 
enough.

The Act also makes it very difficult 
for manufacturers or suppliers to limit 
their liability for product‑related risks. 
“The manufacturer is expected to set out 
very clearly any activity or facility that is 
subject to any risk of an unusual character 
or nature,” Levenstein says. “Again, this 
must be seen through the eyes of the 
ordinary consumer. The test is whether an 
ordinarily alert consumer could reasonably 

be expected to be aware of a risk or the 
circumstances that could result in serious 
injury or death.” 

Where consumers cannot be expected 
to know about a risk, it is not enough for 
manufacturers just to draw their attention 
clearly to that risk. ”The consumer must 
also acknowledge awareness of the risk, 
such as by signing or initialling the notice 
about the risk,” says Levenstein.

Complying with this provision is likely 
to be a challenge for manufacturers, he 
continues. “If it were ever raised in a court 
of law, the supplier might, on some basis, 
have to prove that when buying the 
product, the consumer concerned knew 
specifically of the manner in which he or 
she had accepted the assumption of risk 
when using the product.”

He adds that all these issues will 

South African manufacturers will soon Act, Levenstein says the language used be expected to be aware of a risk or the 

Product labelling rife with potential pitfalls for manufacturers

page 10 ►
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Many consumers are incorrectly assum‑
ing that new HD (high definition) and 
HD‑ready TV sets currently being sold will 
be able to pick up the digital signal, but the 
reality is that most of them cannot. Many 
believe they’ll have to upgrade their televi‑
sion sets to flat‑panel displays to view the 
new signal, while others think it works via 
satellite, not realising it’s simply an upgrade 
to the conventional terrestrial service.

South Africa is currently in a 
dual‑illumination period, with a test signal 
being broadcast simultaneously with the 
old‑fashioned analogue signal. If all goes 
according to Government’s plans, the 
analogue signal is set to be turned off in 
November 2011, but this deadline may 
be extended to 2013, owing to delays 
in finalising certain aspects of digital 
terrestrial television (DTTV) signal plans.

If South Africa meets the 2011 deadline, 
it will be one of the shortest periods 
of dual illumination. Communications 
minister Siphiwe Nyanda says Government 
wants the period to be short to reduce 
the risk of technology dumping by other 
countries and to cut transmission costs 
associated with broadcasting two separate 
signals. Internationally, analogue will be 
turned off in 2015.

Once analogue is turned off, many 
consumers will not receive a signal unless 
they either replace their television set with 
one that can receive the digital signal, or 
purchase a set‑top box.

Television manufacturers Philips and 
Samsung are waiting for the South African 
Broadcasting Corporation (SABC) to begin 
broadcasting the digital signal before they 
launch the sets that can receive the signal 
into the marketplace.

Philips Consumer Lifestyle product 
manager Rui dos Santos says the current 
HD and HD‑ready televisions will not be 
able to receive the digital signal. “HD refers 
to the screen resolution and has nothing to 
do with the signal. Considerable customer 
education is needed because many people 

don’t understand the difference between 
digital signal and HD.”

Philips already has high‑end televisions 
available in South Africa, which pick up 
both analogue and the digital signal, 
but Dos Santos says these sets are not 
being marketed as being able to pick up 
the digital signal, as it is not yet broadly 
available. “Once the signal becomes 
available, we will bring digital televisions 
into South Africa. These are already being 
manufactured in Europe and we also have 
a manufacturing plant in China capable of 
producing suitable televisions.”

Dos Santos expects the sets to cost 
about the same as new televisions already 
on the market.

Samsung Televisions product manager 
Corrie Labuschagne says Samsung televi‑
sions with a digital tuner will be available 
towards the end of this year, “depending 
on ICASA (Independent Communications 
Authority of South Africa) specifications”.

“We will follow the same production 
procedures as we already do, the difference 
being a digital tuner instead of an 
analogue one being fitted to the sets.

“The cost of the new television sets 
cannot be quantified yet,” he adds.

According to Digital Dzonga chairper‑
son Lara Kantor, consumers will be able 
to purchase a digital set‑top box as early 
as April next year. By then, the country 
should have as many as 16 free‑to‑air 
television channels. Digital Dzonga is a 
council of 15 members established by 
Government to oversee the switch to 
digital terrestrial television.

The South African Bureau of Standards 
has already developed specifications for 
the hardware to be used in the set‑top 
boxes, to which manufacturers must con‑
form, but full manufacturing production 
cannot begin until the broadcasters have 
agreed on a software standard, also known 
as the set‑top box control.

The current pricing of the set‑top box is 
under R700, but the Dzonga cannot give a 

firm price until the software controls and 
the hardware costs are assessed. The five 
million poorest homes will be granted a 
government subsidy to buy the box.

As retailers gear up for next year’s 
commercial release of digital TV an 
investigation conducted by ITWeb 
exposed retail attendants who mistakenly 
informed consumers that certain TV sets 
could receive the digital signal without 
a set‑top box. The online publication 
randomly contacted three outlets and 
was told – incorrectly – at each store that 
HD televisions could receive the new 
digital signal.

JD Group executive chairman David 
Sussman says he hopes none of the 
group’s staff are misinforming customers 
about the requirements to watch 
television when the new signal comes in. 
“A training module is being prepared and 
will be running soon, we are just waiting 
for details on when the digital signal 
will be broadly available. We will put out 
advertising to educate consumers about 
the new requirements.”

Sussman adds that the group also 
needs more information on how long dual 
illumination will continue.

Massmart group corporate affairs 
executive Brian Leroni says full training 
sessions for all sales staff on the new 
television sets and set‑top boxes will 
be conducted, and there will also be 
sign‑posted shopper communications.

The group is also waiting for final details 
from the SABC and ICASA before starting 
training. “We do not want to assume 
anything as far as ICASA and SABC goes on 
digital television, and risk ill‑advising our 
customers,” says Leroni. “Staff need to “be 
highlighting that playback is not possible 
without a set‑top box”. 

Contrary to popular consumer conception, 
current HD and HD‑ready television sets such 
as this one are not capable of picking up the 
digital signal.

Consumers confused  
over HD and digital TV

Newsline
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Wood and laminate flooring company 
Floors Direct has launched a new training 
academy in a bid to further help formalise 
the floor fitment industry.

Based at the at the Northlands Deco 
Park Mega‑Store store, the academy is 
designed to provide future and exist‑
ing fitters with an inexpensive means of 
sharpening their skills, while simultane‑
ously continuing the quality guarantee 
the industry expects from them.

“We don’t do any fitting ourselves and 
outsource this function in its entirety,” 
says Floors Direct managing director Jose 
Dos Passos. “It is for this reason that we 
want to ensure our customers receive the 
best quality fitment available, while at the 
same time encourage an entrepreneurial 
spirit amongst fitters in South Africa by 
providing them with the skills to start their 
own business.”

The training academy offers fitters 
theory and practical classes that are run 
over one day at the Northlands store. The 
theory comprises practical tips, mainte‑
nance, full floor fitment, and an overview 
of the general make up and build of the 
flooring. The course is designed to not 
only provide a good base of skills for fit‑
ment, but also educate the potential fitter 
on the flooring they are working with, 
whether it is wood or laminate.

Additionally, the training facility is made 
up of three room configurations designed 
to test the skills of each individual and 

give them exposure to the different 
layouts they may encounter when fitting 
a new floor. The configurations include 
difficult corners, stairs, unusual layouts, 
and standard fitment requirements. The 
tasks given, coupled with the theory, 
will allow a fitter to cut and lay floors 
effectively and accurately with the 
minimum amount of wastage.

Attendees are also required to write a 
short exam to test their knowledge at the 
end of the session, and receive an official 
certificate if they pass the exam. 

“We cover everything from profiles, 
gaps, cutting and measuring, as well as 
the tools needed to do the job properly,” 
says Dos Passos. “Our trainers have a 
wealth of experience in the industry 
and focus on doing it right first time. 
Additionally, all of our own sales people 

are required to attend the training to 
sharpen their skills. As a member of 
the South African Wood and Laminate 
Flooring Association (SAWLFA) we are 
also opening our doors to all members to 
come and attend the academy.

Working with SAWLFA, Dos Passos 
and his team have put a lot of effort into 
helping to better regulate the fitment 
industry, ensuring that sub‑standard fitters 
who compromise on quality fitment are 
educated in the right way to approach 
the task at hand. He believes that with 
the price tag of only R350 the training 
academy will go a long way towards 
assisting this.

In addition to sharpening the skills of 
fitters, Dos Passos hopes to encourage first 
time fitters to sign up as a preferred Floors 
Direct fitment partner. 

Most of the Chinese furniture enterprises 
have experienced an apparent decline 
in sales and profits owing to the global 
financial crisis. The processing trade 
enterprises are struggling more than 
others, and the wooden furniture 
industry in particular has been hit 
hard by the declining exports. China’s 
furniture industry has now entered a 
period of strategic reform, which needs 
restructuring and industrial upgrade. Thus, 
a process of diversification has started to 
reshape the industry and make it stronger 
for the future.

In general, the production efficiency of 
China’s furniture industry is not very high 
and the differences between Southern 
& Northern China as well as Eastern & 
Western China are still very extreme. 

The subprime mortgage loan crisis has 
aggravated the necessity and urgency to 
adjust these extremes.

Nevertheless, the furniture industry 
is an evergreen industry in China, as 
the products are closely related to the 
people’s life. Sustainable developments 
play an important role in building a 
harmonious society. In China there are 
solid industrial foundations, developed 
industrial chains, mature and professional 
expertise, groups of branded companies 
enjoying wide and excellent reputation, 
and some new professional entrepreneurs, 
which will drive China’s furniture industry 
toward the transition.

According to a report by the China 
National Furniture Association, the general 
status of China’s furniture industry in 2008 

was comparatively good. It was still in a 
rapid growing phase, despite a slowdown 
in the percentage increase. Furniture 
exports reached US$27.583 billion, up 22 
per cent compared with the same period 
in 2007. Imports were US$1.222 billion, 
which meant they increased by 10.7 
per cent.

Finally, the Chinese central government 
has carried out a series of policies to 
encourage housing and infrastructure 
developments, which will certainly 
motivate the national consumption, as 
well as build a well‑off society all‑round. 
China’s furniture industry expects to grow 
due to strong domestic demands and 
the impacts of the global crisis will have 
limited effects on the companies which 
are active on the domestic markets. 

China furniture industry faces diversification due to global crisis

Wood and laminate flooring company 

Floors Direct launches training facility

Floors Direct’s new training academy is based on the top floor of the Northlands Deco Park 
Mega‑Store.
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The first of two mega warehouses built 
by FMCG company Unilever South Africa 
was opened in Pietermaritzburg by 
KwaZulu‑Natal Premier Dr Zweli Mkhize. 
The warehouses will form the backbone 
of Unilever’s new distribution network in 
South Africa.

The R370‑million Pietermaritzburg 
warehouse, named Ndlovu Park, will 
provide 400 jobs and spans 45 000 square 
metres – the equivalent of nine full‑sized 
football fields. It will transform the 
distribution of Unilever’s manufactured 
food, household and personal care 
products in KZN and adjacent regions.

Dr Mkhize says the construction of 
the mega warehouse in close proximity 
to Unilever’s several manufacturing 
sites is tangible demonstration of a 
large multinational’s confidence in the 
burgeoning economic prospects of KZN. 
“It is such initiatives that can achieve 
sustainably higher growth rates in the 
provincial economy, while reducing the 
rate of poverty and unemployment. KZN 
is indeed proud to be home to one of 
the largest and most modern logistics 
facilities in the country and we value the 
partnership with Unilever – a founder 
member of the KZN Growth Coalition – 
for promoting economic prosperity in 
the province.”

Unilever has teamed up with DHL, 
which will manage the warehouse at an 
operational level, and Barloworld Logistics, 
which will run the transport planning 
platform and manage all inbound and 
outbound transport. As Unilever’s logistics 
partners, both DHL and Barloworld have 
been heavily involved in the planning for 
this network transformation.

Dubbed “Mother Warehouse”, the 
building is more than 360 metres long, 
making it approximately one kilometre 
to walk around. Including the outside 
canopies, the total area under roof is 
55 000 square metres.

On average, more than 130 trucks 
will arrive each day to off‑load and load 
products at the warehouse in order to 
service the daily customer deliveries.

Storage racks are as high as a 
four‑storey building and at least 500 000 
pallets with 21 million cases of goods 
will be moved through the warehouse in 
a year.

From a safety point of view, great 
effort went in to ensuring that the latest 
local and international safety standards 
were followed.

Johannesburg warehouse – 
“Jozi Park”
The Johannesburg warehouse, Jozi Park, 
is in the final stages of construction and 
is due for operational start‑up early next 
year. It spans 85 000 square metres (about 
17 soccer fields) under the roof. It was 
built at a cost of R660‑million and will 
handle over one million pallets per year, 
the equivalent of 45 million cases, and 
more than 200 trucks per day through the 
92 doors. A total of 700 jobs are provided 
by the warehouse, which will operate on a 
six‑day per week cycle.

Unilever SA chairman Gail Klintworth 
says the new warehouses epitomise 
what One Unilever is about – a true 
manifestation of the actual size of 
Unilever after the foods and household 
personal care (HPC) divisions became one 
operational unit in 2007.

“This is about punching our weight, 
which we haven’t done as Unilever in the 
past. This is about getting the benefit 
right. Unilever is all about delivery and the 
Mother warehouses will take customer 
service to another level.

“Additionally, with Unilever’s global 
vision that future growth will come from 
emerging and developing markets, we are 
confident to invest in South Africa with a 
long‑term view,” she adds.

Unilever SA supply chain vice‑president 
Patrick Sithole says the warehouse is a 
major investment that Unilever brings 
to the area as part of its “smart strategy” 
to improve efficiencies within its 
distribution network.

“Previously the home and personal 
care part of the business, as well as the 

foods division had their own supply 
chain systems based on best practices. 
One Unilever has brought together two 
separate supply chain systems. Previously 
one truck would take food items to a 
store and on the same day another truck 
would take household and personal 
care products.

“With a single distribution system, 
we will be able to distribute various 
products through a common channel, 
thus reducing costs and making our 
business more effective. This necessitated 
the construction of two huge warehouses 
to handle all 21 ambient food, home and 
personal care brands under one roof and 
thereby ensure that we have the stock in 
the right place at the right time when the 
customer places his order.” 

The first of two mega warehouses built 

KZN premier opens Unilever 
mega warehouse

The first of Unilever’s two mega warehouses, 
which stands as one of the country’s largest 
built to date.

Unveiling the commemorative plaque 
at the Ndlovu Park launch are (left) 
Kwazulu‑Natal premier Dr Zweli Mkhize, 
Unilever SA chairman Gail Klintworth and 
Pietermaritzburg mayor Zanele Hlatshwayo.

Spanning 45000m2 Unilever’s new Pietermaritzburg warehouse, called Ndlovu Park will 
provide 400 jobs and form the distribution backbone of Unilever’s brands to customers. 
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In a reversal of its original ruling, the 
Advertising Standards Authority (ASA) 
has declared that FMCG multinational 
Unilever’s Sunlight 2 in 1 washing powder 
does indeed live up to its promise to 
soften fabrics.

This comes after competitor MAQ 
washing powder manufacturer Bliss 
Chemicals complained to the ASA that 
Unilever’s claims on its Sunlight washing 
powder package that it was made 
from pure and natural ingredients and 

included both soap and fabric softer 
was misleading.

The ASA originally ruled that while 
any washing powder might contribute to 
fabric softening, evidence and research 
by Unilever did not substantiate the 
multinational company’s claim that 
Sunlight be considered a two‑in‑one 
product, and there was no clear evidence 
of softening properties. Unilever 
immediately challenged the ruling.

An independent laboratory later 
showed that Sunlight’s original assertions 
were true, and the ASA confirmed that 
the claim “washing powder and fabric 
softener…2 in 1” is now substantiated and 
is no longer in breach of the ASA code. 
Unilever can, therefore, continue to use 
this claim in relation to Sunlight 2 in 1 
hand wash washing powder.

“We can assure consumers that our 
washing powder does, in fact, have 

softening properties,” says Sunlight 
spokesperson Ethne Whitley. “The 
confirmation is based on factual 
information, scientific tests and third party 
substantiation.”

Unilever SA homecare marketing 
vice‑president Thabo Mabe is delighted 
with the vindication. “We believe in free 
and fair competition and have been 
disappointed by several attempts by 
a competitor to damage Sunlight’s 
reputation.”

Sunlight 2 in 1 was voted 2009 
Product of the Year (laundry category) 
by a majority of consumers in a survey 
conducted by Nielsen in 2008.

“The Sunlight brand has featured in 
South African homes for 118 years and its 
number one position has been earned by 
providing value and cleanliness to many 
generations of South Africans throughout 
urban and rural areas”, says Mabe. 

Toshiba’s new service centre in Midrand, 
Johannesburg will deliver a completely new 
service experience for both customers and 
channel partners, the company promises.

The aim, Toshiba says, is to make the 
process of booking products in for repair 
as easy and painless for customers and 
channel partners as possible.

“As the Toshiba brand begins to gain 
even more traction in the South African 
market, we have identified the need 
to centralise our service offerings in a 
dedicated service centre,” says Toshiba 
computer systems sales manager for Africa 
Reon Coetzee. “As a result, we will not only 
be able to handle a greater volume of 
service requests from walk‑in customers 
and channel partners, but we can also 
expect a dramatic reduction in waiting 
times for spare parts and repairs.”

With six trained technicians and up to 
80 per cent of all Toshiba spares available 
on‑site, Toshiba’s new service centre will be 
able to turn around most repairs within a 
few hours, making it possible for customers 
to reduce their amount of downtime to a 
bare minimum.

“We’re acutely aware that many people 
cannot afford to be offline for even a 
few hours,” says Coetzee. “That’s why 
we’ve introduced a business lounge 

in our service centre, which will have 
Internet‑connected computers, printers 
and scanners available for our customers 
to use free of charge while they wait for 
their notebooks to be repaired.

“If, for whatever reason, we cannot repair 
their computer within a few hours, or we 
need to order in parts from Germany, we 
will ensure that loan computers are made 
available, which customers can take with 
them until their PC is repaired. We’ll even 
transfer the hard drive to the loan machine 
to ensure that they have immediate access 
to their data.”

According to Coetzee, if parts are ordered 
from Germany, most repairs should take 
place within 48 hours and the repaired ma‑
chine can be couriered directly to the cus‑
tomer once repairs have been completed.

Drop-off points and call centre
For customers who cannot make their 
way to Toshiba’s Midrand service centre, 
drop‑off points have been established at 
50 retail outlets around Gauteng.

“By making a simple call to our new call 
centre on 0861 My Toshiba (6986 74422) 
to find out the nature of the problem that 
a user is experiencing and where their 
closest drop‑off kiosk is, customers can also 
book a loan machine and have it couriered 

to the drop‑off for them to collect when 
they arrive,” Coetzee says. “When the 
repairs are completed, the product can be 
couriered back to the customer.”

The call centre gives users an easy way 
to find outlets and book their machines in 
for repairs, as well as keep them updated 
on the repair progress. A sales support line 
will provide customers with marketing 
information and advice on what and where 
to buy.

Toshiba’s new service centre will initially 
provide support for Gauteng‑based 
customers and channel partners for a 
trial period of six months. “For now, our 
customers in areas outside of Gauteng will 
still be supported by our service partners 
in their respective areas,” Coetzee adds. 
“But if the model here at our headquarters 
is a success and proves to be a sustainable 
business for us, we’ll begin rolling 
out similar centres to other regions in 
South Africa.” 

Toshiba’s new Midrand‑based service centre.

Toshiba takes service to the next level

included both soap and fabric softer softening properties,” says Sunlight 

Unilever substantiates washing powder claims

Sunlight staff celebrate the ASA’s decision to 
reverse its original ruling on the company’s 2 
in 1 washing powder.
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In the 30 years Tile Africa and Pick ‘n Pay 
have been working together the relation‑
ship between the two companies has 
grown tremendously.

Consistency of service has been key to 
the success of the relationship as many 
of the people that were there when the 
first tile was laid in 1979 are still with Tile 
Africa today. To date, over one million 
square metres of tiles have been laid and 
Tile Africa has sourced and supplied a very 
specialised tile, tailored to Pick ‘n Pay’s 
unique requirements.

The Carltonville Pick ‘n Pay, with a floor 
space of 4500 square metres, was the very 
first project. “We tiled the floors with Ter‑
razzo tiles which lasted for 29 years. It was 
only in 2008 that we upgraded to porcelain 
tiles. This proves the quality of workman‑
ship,” says Tile Africa’s Vincenzo Leonardi.

Since the very beginning Tile Africa has 
ensured that the process of tiling and retil‑
ing the retailer’s floors is as unobtrusive as 
possible. In many instances, the tiling took 
place during the night so that the store 
could open the next morning and shoppers 
could walk on the newly tiled floor. Open‑
ing on time has always been very important 

to Pick ‘n Pay, so as not to inconvenience 
their customers.

One of the highlights to date is the Boks‑
burg hypermarket and mall with a mam‑
moth 15 000 square metres of floor space 
to tile. In 1990, after ten years, the specified 
Terrazzo tile made way for a porcelain tile 
that was more practical and manufactured 
from a lighter material. Tile Africa worked 
out a system to lay the porcelain tiles over 
the existing Terrazzo – a cost‑effective and 
time saving exercise.

In later years Pick ‘n Pay specified wall 
tiles in addition to the floor tiles. Sister com‑
pany Johnson Tiles manufactures ceramic 
tiles for the walls, according to the archi‑
tect’s specifications. Up to a dozen sample 
tiles are presented to the architect, after 
which they decide which one to specify.

Today, a porcelain tile called the Vusulela, 
meaning revive, which is synonymous with 
the Pick ‘n Pay brand, is specially manufac‑
tured for Pick ‘n Pay in Italy and carries a 
Pick ‘n Pay stamp at the bottom of the tile. 
This tile is exceptionally durable, and will 
last a lifetime when properly installed.

Leonardi attributes the success of 
Tile Africa’s relationship with Pick ‘n Pay 

to price, quality and workmanship. “We 
are able to take on jobs throughout the 
country and are willing to work day and 
night to get the job done in time for the 
opening of the store. Our relationship with 
Pick ‘n Pay is a 24‑hour, 365‑day a year one. 
We are proud to say that we have never let 
Pick ‘n Pay down.”

Tile Africa appreciates the professional‑
ism of the retailer’s teams and the assist‑
ance they have had over the years from 
the architect associated with Pick ‘n Pay, 
Bentel Abramson. “I’m grateful for the work 
they provided and the trust they showed,” 
says Leonardi.

Today, Tile Africa has an entire depart‑
ment and warehouse dedicated to Pick ‘n 
Pay. The department consists of 150 people 
and includes contractors, sub‑contractors 
and tilers. The warehouse holds everything 
required to get the job done, including tiles 
in different sizes, TAL adhesive, grouting 
and expansion joints.

One of the most recent jobs completed 
by Tile Africa is the Pick ‘n Pay store in the 
Centurion Lifestyle Centre. Tile Africa sup‑
plied the wall tiles for the back‑up serv‑
ice areas for the butchery, fish kiosk and 
bakery. These tiles were manufactured in 
different colours, according to Pick n Pay’s 
specifications.

The contracts team of Tile Africa is 
part of the long‑standing and successful 
Norcros group made up of Johnson 
Tiles, TAL Adhesives and Tile Africa. The 
division offers the construction industry 
professional peace of mind on their 
project requirements by efficient and 
consistent supply of quality products and 
services, from concept to completion on a 
national scale. 

Tile Africa celebrates 30 years of tiling Pick ’n Pay stores

Tile Africa supplied the wall tiles for the 
back‑up service areas at the Pick ‘n Pay store 
in the Centurion Lifestyle Centre.

Pick ‘n Pay property director retail division 
Izak Joubert and Tile Africa’s Vincenzo 
Leonardi.

be tested in the courts in due course, 
probably focusing on whether or not 
the manufacturer could have foreseen or 
anticipated risks when designing products 
and providing warnings and instructions 
to consumers.

“Once the Act is implemented, risk as‑
sessment on the part of manufacturers in 
South Africa will become critical,” Leven‑
stein says. “Risk assessment offers an oppor‑
tunity to identify hazards associated with 
intended uses and possible abuse, and to 
take steps to eliminate or control them 

before an injury occurs. This process can be 
a key factor in successfully reducing risk to 
an acceptable level by manufacturers.”

The way manufacturers screen their 
products for potential hazards will also 
no doubt be tested in due course by the 
courts. “In the future, manufacturers will 
possibly have to prove to a court that they 
employed scientific processes, and did so 
with experienced people, to anticipate 
reasonably foreseeable uses and misuses 
of products and to ensure that they did 
implement appropriate risk reduction 
measures when drafting the relevant 

warning labels on their products.”
Levenstein says that ultimately, the 

manufacturing of products in South 
Africa might become more expensive, 
considering the potential liability on the 
part of manufacturers. “Insurance costs 
and the costs of researching and preparing 
product labels might very well push up the 
costs of the product. What is hoped is that 
the introduction of the Act does not result 
in a situation where increased product 
prices find their way onto the doorstep of 
the consumers whom ultimately the Act 
attempts to protect.” 

◄ page 5 | PRODUCT LABELLING
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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
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Credit Controllers

Debtors Clerks
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Warehouse/Stock Controllers
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Cherry Swanson
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e-mail: cearecruit@mweb.co.za
PO Box 71876 Bryanston 2021
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National retailer Game is to market South Africa’s first 
private label rechargeable battery under its own Logik 
brand. Manufactured by French company Uniross, the 
world’s largest manufacturer of rechargeable batteries 
for digital cameras, digital video, mp3 players, electronic 
toys and a host of other devices, the environmentally 
friendly range of consumer batteries is endorsed by the 
World Wildlife Fund (WWF).

Game group buyer Deena Govender says the 
introduction of a private label rechargeable battery 
is part of Game holding company Massmart’s 
environmental strategy under the Eco Wise sub‑brand.

“Our focus is on education, customer cost 
savings and the environmental benefits of using 
rechargeable batteries.

“Traditionally retailers have kept rechargeable batteries 
in cabinets or areas of low exposure. These products will 
be introduced in our battery centres.

Uniross marketing manager Michael Rogers says 
the popularity of rechargeable batteries is growing 
as consumers become more aware of their cost and 
environmental benefits. “The mercury contained in a 
single AAA battery can pollute 500 litres of water or 
one cubic metre of land for 50 years. One rechargeable 
battery can be recharged hundreds of times, protecting 
the environment and making it more cost‑effective 
for consumers.”

“South Africa throws away 50 million batteries 
annually. In terms of climate change, if all of the 
disposable batteries in Europe were replaced with 
rechargeable batteries, it would save the equivalent of 
five billion kilometres driven in a motor vehicle.” 

Hot off the production line with Game’s new Logik rechargeable 
battery is Deena Govender (left) with Uniross’ Michael Rogers.

Retailer introduces 
first private label 

rechargeable battery
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The results also show an overall decrease 
in consumer confidence year‑on‑year, 
when compared to the Index score of 74.3 
for the second half of 2008. This is well 
below South Africa’s historical average 
of 79.4.

“The decline is consistent with the 
ongoing global recession, as well as the 
more recent news that South Africa’s 
economy is in its first technical recession 
in 17 years,” says MasterCard Worldwide 
general manager Africa Anthony West. 
“While this was South Africa’s second 
steepest decline in five years, the country 
appears to be holding up relatively well in 
comparison to other markets throughout 
the Asia‑Pacific, Middle East and Africa 
(APMEA) region.”

The MasterCard Worldwide Index of 
Consumer Confidence – now in its fifth 
year in South Africa – is designed to assess 

consumer outlook towards the next six 
months. It is released twice a year and is 
based on a survey that asks participants 
questions relating to five key economic 
factors: employment, economy, regular 
income, stock market and quality of life.

This latest survey, involving face‑to‑face 
interviews with 600 South Africans, was 
conducted between 23 March and 18 
April 2009. The Index has a range of zero 
to 100. A score above 50 indicates that 
consumers are optimistic in their outlook 
towards the next six months, while a score 
below 50 indicates they are pessimistic.

 “The Index provides valuable under‑
standing of the shifts in South African 
consumer sentiment, as well as the 
identification of market trends over time,” 
West explains. “The Index score shows 
that consumers remain positive, despite a 
considerable drop in confidence over the 
last six and twelve months respectively.”

Johannesburg at a low
The South African survey focuses on the 
three urban areas of Johannesburg, Cape 
Town and Durban. With a score of 68.0, 
Durban is South Africa’s most optimistic 
city for the second time in a row. However, 
for the first time in two years, Cape Town, 
with a score of 66.7, was more optimistic 
than Johannesburg, which reported an 
all‑time low of 66.5.

Economists.co.za CEO Mike Schussler 
believes that a reason for the 16.8‑point 
decline in Johannesburg’s overall 
confidence levels from a level of 83.3 six 
months ago could be due to the fact that 
most multinational companies are based 
in the greater Johannesburg area, and 
have been feeling the pinch of the global 
recession more so than local companies.

Noting a particularly steep decline in 
Johannesburg’s Quality of Life score from 
81.1 six months ago to a current score of 

61.9, Schüssler suggests that all the major 
building and road construction delays and 
traffic jams may to be blame.

Cape Town’s Index score is up 9.4 
points from its low of 57.3 reported six 
months ago, albeit short of where it was 
a year ago at 72.8. Four of the five factors 
experienced an overall increase, with 
only the stock market indicator declining 
by a small margin from 43.5 to 41.4. 
Although declining 21.6 points, Durban 
is holding up relatively well amidst the 
economic slowdown.

Overall, South Africa reported lower 
scores on each of the five factors that 
make up the Index. Experiencing the 
greatest decline was the stock market 
category. When asked whether they 
think the local stock market will go 
up, remain the same, or go down over 
the next six months, 64 per cent of the 
survey’s respondents expected it to 
remain the same or go down. Only 36 per 
cent expected it to go up. This resulted 
in an Index score of 53.7, which is only 
marginally optimistic, and is down 18 
points from six months ago, and 16 points 
from a year ago. It is also the lowest 
score ever recorded for this category in 
South Africa.

Better expectations
The indicator score measuring outlook 
towards the economy also declined from 
79.4 six months ago to a current score of 
64.5. However, when asked whether or 
not they expect South Africa’s economic 
performance to be better, remain the 
same, or get worse over the next six 
months, 49 per cent expect it to be better, 
with only 27 per cent expecting it to be 
worse.

“With the survey having been 
conducted just before the 6.4 per cent 
contraction in South Africa’s gross 

Consumer confidence declines, but South Africans remain optimistic

Results of the latest 
MasterCard Worldwide 
Index of Consumer 
Confidence for the second 
half of 2009 reveal that 
while South African 
consumer confidence has 
fallen 11.4 points to its 
lowest level since 2004, 
with a score of 67.3, the 
country’s consumers remain 
optimistic – and far more 
so than nearly all of the 
21 markets included in 
the survey.

Talking Points
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domestic product (GDP) was announced 
recently, it seems that most consumers 
feel the economy will make a turn and 
start heading upwards,” says Schüssler. 
“Interest rates have also come down 
by 450 basis points since December, 
contributing to the positive outlook for 
the economy over the next six months.”

South Africa’s Regular Income score, 
which historically has been the factor that 
South Africans report feeling the most 
optimistic about, is well off its historical 
average of 91.6. Although South Africa’s 
current score of 83.3 is an all‑time low, it 
is still very optimistic and important to 
note that in no other market was a higher 
score reported.

“Still the highest confidence for South 
Africans is the ability to obtain a regular 
income,” Schüssler adds. “More than 13 
million people now receive a social grant 
every month, which seems to underpin 
much of the confidence South African 
consumers are optimistic about.”

Outlook on Employment experienced 
an 8.6‑point decline to a current score 
of 67.1. Schüssler believes that this 
decline is as a direct result of major job 
losses experienced across the mining, 
automotive and manufacturing sectors 
that have felt the brunt of the recession 
of late.

The Quality of Life category also 
experienced a decline, although at 67.9 it 
is South Africa’s second most optimistic 
indicator. Schussler says that the moderate 
decrease in the Quality of Life category 
indicated, however, that consumers were 
still content with their overall situation 
in life.

APMEA consumers pessimistic
Although South Africans are much 
less confident than usual, they are 
considerably more optimistic than the 

majority of consumers throughout the 
APMEA region.

With consumer confidence having 
fallen from 56.9 to 44.1 since the last 
survey was conducted, consumers in 
the APMEA region are, for the first time 
since 2004, pessimistic about what the 
next six months have in store for them. 
Leading this decline were markets such 
as Hong Kong, Singapore and the UAE, 
each of which experienced declines of 
over 50 points from where their consumer 
confidence scores were a year ago. In 
total, 16 of the 21 APMEA markets saw 
declines in their consumer confidence 
scores, with an average fall from an 
optimistic 56.9 to a pessimistic 44.1.

The declines were so extensive that 
South Africa is currently one of just seven 
markets that remains optimistic (have a 
consumer confidence score above 50). 
In fact, South Africa’s score is the region’s 
third highest — only consumers in India 
and Qatar (68.0 and 71.4, respectively) are 
more optimistic.

Dr. Yuwa Hedrick‑Wong, economic 
advisor to MasterCard Worldwide in 
Asia/Pacific, says: “The impact of the 
global economic crisis on Asia has been 
massive, with exports declining steeply 
in most Asian markets, in some cases up 
to 40 per cent between June 2008 and 
March 2009. Currently market conditions 
continue to be volatile and a high level 
of uncertainty persists as to what the 
future may hold.”

“South Africans are still bullish despite 
the recession,” says Schüssler. “It is 
important to note that a score above 50 is 
still optimistic, albeit not at the levels we 
have experienced in the past. As our new 
finance minister Pravin Gordhan recently 
commented, South Africa appears to be 
among the least worse off market in the 
world to be affected by the recession.” 

Consumer confidence declines, but South Africans remain optimistic

Mike Schussler – “South Africans are still 
bullish despite the recession.”

Anthony West – 
“South Africa holding up well.”

Talking Points
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Peet van Rooyen made the national news in Korea in 2008 when 
he was appointed managing director of LG Electronics South 
Africa, the global company’s first such appointment at one of 
its subsidiaries. In only one year under Van Rooyen’s leadership, 
LG South Africa’s performance in many aspects has become a 
benchmark for the rest of the organisation. HGR spoke to him 
about this accomplishment.

HGR: The decision by LG global to appoint locally based 
managing directors at their international subsidiaries was a 
dramatic change in the organisation’s management strategy. 
What prompted this move?
Peet van Rooyen: When Yong Nam was appointed global CEO 
early in 2007 he was tasked with a new mandate – to create 
value for shareholders, customers and staff by increasing 
profitability, improving service and creating a productive 
working environment. Nam concluded that if LG were to 
become a global market leader it needed to have local talent 
in its various subsidiaries, individuals who clearly understood 
the various implications of the market in relation their own 
country’s economy.

Looking back, do you think the decision was a good one?
I can only speak for LG South Africa, where the country’s 
cultural diversity was making it difficult for us to achieve the 
organisation’s global objectives. Once foreign leadership was also 
added to the mix it created further complications.

Why was LG South Africa chosen as the first subsidiary to 
implement the leadership change?
If you need to learn how to manage diversity, why not start with 
the country that has one of the most diverse populations in 
the world?

Peet van Rooyen
establishing LG SA as a global benchmark

Peet van Rooyen – leading the way in diversity management.

Industry Captains
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Have any other local MDs been appointed at other 
subsidiaries since your own appointment?
A number of chief operational officers have been appointed in 
America, Canada and some European subsidiaries, and are being 
groomed as possible future candidates for presidential positions.

What expertise do you bring to the South African position?
Before joining LG seven years ago as sales director of consumer 
electronics, I was managing director and shareholder of 
Kenwood (electronic), a company which I also founded. Prior 
to that I headed up Daewoo South Africa. I have worked with 
Koreans for many years and have come to know the people and 
their business culture extremely well. I have spent a lot of time 
overcoming cultural issues that emerge as a result of language 
barriers. Additionally, one of my strengths is to acquire an 
understanding of people’s behavior – why they think and act in a 
certain way – and discover what makes them function optimally.

What have been your main achievements over the past year?
LG South Africa has achieved all the organisation’s diversity 
management objectives, and continues to compete very strongly 
at number one and two market share positions in most product 
categories relevant to our segments.

What is your vision for LG South Africa?
My first priority is to make our subsidiary a successful business 
unit that occupies the number one market share position in 
every product category. Concurrently I would like to develop 
a culture of collaboration within LG SA so that we become the 
most valued supplier to our industry. By this I mean continuous 
brand building, maintaining top position, professional customer 
service, creation of profit opportunities, and organisational 
efficiency throughout the supply chain.

How do you intend achieving these objectives amidst the 
current recession?
We are already a long way there to achieving this. Late last 
year the staff was involved in a transformation project to 
identify issues that affected business efficiency, after which 
appropriate action plans were implemented, such as the 
outsourcing of our warehousing and outbound logistics. We 
also identified several missed opportunities on which we are 
now focusing. Consequently, LG SA continues to perform 
exceptionally well, in spite of the recession.

That said, the economic climate has resulted in a shift in 
consumer spending in certain product categories. Consumers 
will currently rather extend the lifetime of say, a fridge or 
washing machine than buy new one. On the other hand, 
South Africans increasingly prefer to stay at home rather than 
spend money on entertainment, which has enabled the LCD 
TV market to grow substantially.

On the business side, we have established a commercial 
division to focus on the business‑to‑business market and are 
making significant inroads in this area. Additionally, we are 
pursuing opportunities beyond South Africa’s borders, looking 
at ways to grow our existing presence there even further. 

Peet van Rooyen
establishing LG SA as a global benchmark

Industry Captains

15Home Goods Retailer – August 2009 |

0908 HGR.indd   15 2009/08/27   3:24 PM



Year‑to‑date figures from June 2008 to June 
2009 reveal a 22 per cent drop in unit sales and a 
six per cent drop in rand value. The drop in unit 
sales and rand value has been the lowest since 
January 2008, with average prices increasing 
from around R3400 in June 2008 and reaching 
the R3900 mark in May and June 2009.

Consumer spend within channels in the last 
six months from a units share perspective has 
seen the furniture specialist channel losing share 
from 55 per cent in January 2009 to 47 per cent 
in June. The loss of share within the furniture 
channel has been largely to the benefit of the 
mass merchant channel, which has increased its 
share from 27 per cent in Jan 2009 to 35 per cent 
in June.

Pricing structure of the refrigeration market 
has seen the lower price classes (R1500 to 
R2000) losing share by four percentage points, 
from 14 per cent in Jan to ten per cent in June 
2009. The price class R2000‑R2500 has also 
dropped by six percentage points, from 20 per 
cent in January to 14 per cent in June. The loss 
of share in the lower price classes may be the 
result of price increases at the entry level of 
the market, shifting them into a higher price 
bracket. The upper price class (R4000‑R5000) has 
increased by four percentage points from six per 
cent in January to ten per cent in the current 
reporting period.

Refrigerators are broken down into side‑by‑
side, two‑door top freezers, two‑door bottom 
freezers and single‑door units. The two‑door 
bottom freezer units make up well over 55 
per cent of total unit sales and have remained 
consistent over the last six months, making up 
58 per cent in unit sales and 58 per cent in value 
respectively in the current reporting period.

Domestic refrigeration

Sales cool off as recession frost bites
The market for refrigeration has 
been under pressure this year, 
both in terms of rand value and 
sales volume. Like many others, 
this consumer durables product 
category has been severely 
affected by the global recession 
which has hit South Africa hard 
in recent months.
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GfK defines refrigeration as electrical cooling that includes all kinds of 
insulated appliances which, as their main function, prolong the life of 

foodstuff by keeping them at around or below a temperature of zero degrees 
celcius. Accordingly, this definition covers boxes, refrigerators and combis 

(refrigerators and freezers in one appliance). Also included are combinations 
of refrigerators and wine cabinets. Excluded are pure wine cabinets (separate 

product group), combinations of freezers and wine cabinets (included in 
product group freezers), bottle coolers, portable/camping cooling boxes and 

commercially used units.

The loss of share in the lower priced classes may be owing to price increases at 
the entry level of the market.

Sales of top freezer models have lost ground while side‑by‑side sales have 
increased slightly.

Market Review
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Sales of top freezer models remained fairly 
consistent over the first five months, but have 
lost ground by three percentage points in 
sales and two per cent in value in the current 
reporting period. Sales of side‑by‑side models 
have remained consistent over the last six 
months and have gained one per cent in unit 
sales and two per cent in value in the current 
reporting period. Single‑door model sales 
have also remained fairly consistent, losing 
slightly by two percentage points in the current 
reporting period.

One of the key selling features for retailers 
is frost‑free units. The frost‑free segment of 
the market has made fairly good progress over 
the last six months with models gaining seven 
percentage points, making up 26 per cent in 
unit sales and 44 per cent in value in the current 
reporting period. Manufacturers and retailers 
have been increasing their product assortment, 
introducing more models with a frost‑free 
feature.

With major appliance and the general sales 
of electronic goods on a decline owing to 
the current financial and economic climate, 
consumers are becoming more price conscious 
and want value for money. With energy prices 
set to increase by over 30 per cent this year, 
South Africans are becoming more aware of 
saving energy. Retailers could benefit from this 
by making consumers more aware of the energy 
saving initiative and its benefits to the consumer. 
Emphasis should be placed on units that meet 
and even exceed low efficiency standards. 
This could be used by retailers as a feature to 
up‑trade to higher priced models, which would 
result in long‑term savings for the consumer. 
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Unit sales between June 2008 and June 2009 have dropped.

Consumer spend in the furniture specialist channel has decreased.

The introduction of more frost‑free models has seen this market segment make 
good progress over the last six months

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

Market Review
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To meet rising consumer demand for 
larger storage spaces in the kitchen, Sam‑
sung has increased the storage capacity 
of its G‑Series refrigerator to hold over 100 
litres more than conventional refrigerators 
of the same size and dimensions.

“By improving the efficiency with 
high‑efficiency urethane insulation, we 
were able to reduce the width of the 
refrigerator wall from 45mm to 30mm, 
allowing for more storage room,” explains 
Samsung Digital Appliances South Africa 
senior product manager Bronwyn Hume. 
“Additional space‑saving elements such 
as an indoor icemaker and LED tower 
lighting make the G‑Series even more 
convenient and accommodating.

“Additionally,” Hume continues, 
“Samsung’s patented Twin Cooling plus 

system allows the main compartment 
and freezer to be controlled separately, 
without any transfer of cooling air. This 
enables the fridge to maintain proper 
humidity levels for fresher vegetables 
and prevents the natural flavour of foods 
such as ice cream blending with other 
odours. Its cooling air is supplied to every 
shelf separately, ensuring a constant 
temperature and minimal recovery time 
after the door is opened.”

The G‑Series boasts a body of stainless 
steel that suits any modern kitchen design 
with a clean and seamless look. User 
friendly features such as an LED digital 
display panel and the Cool select zone 
temperature controlled compartment put 
consumers in charge of managing the 
freshness of their food. 

Samsung’s G‑Series refrigerators offer 
increased storage capabilities without 
compromising on kitchen space.

More storage provided in Samsung 
G-Series refrigerators

Engineered with innovative smart technol‑
ogy, Whirlpool’s intelligent fridges can be 
relied on to maintain optimal food storage 
conditions with maximum energy efficien‑
cy. This year the company has launched a 
breakthrough in trendsetting design with 
Carisma, a fluid, feminine aesthetic, which 
is both integrated and intuitive.

Its minimalistic curves are the result of a 
sophisticated reworking of simple shapes 
to enhance ergonomics. Innovate design 
features include a longer, flush door and 
front ventilation, meaning the side‑by‑side 
can be pushed right back against the wall 
for perfect counter depth. What’s more, 
the new, fully painted dispenser and flush 
dispenser frame ensure perfect integration 
with the door design.

Side-by-side
Most Whirlpool side‑by‑side refrigerators 
have an ice‑maker fitted in the door, 
creating 20 per cent extra storage space 
in the freezer. Ice is dispensed as it is 
made, thereby avoiding the build‑up of 
stale ice and ensuring users always has 
the freshest cubed or crushed ice in their 
glass. The large transparent ice container 
is removable so that ice can be served 
directly at the table.

The rotating Easyfill ice and water 

dispensing system in the side‑by‑side 
is a practical Push Push system, which 
activates an external nozzle and is perfect 
for filling containers of any shape and 
size – from small vessels with a narrow 
spout to pitchers that are too large to fit in 
the dispenser cavity.

Combi
At 130mm, Whirlpool’s fridge‑freezer 
combis have some of the deepest door 
balconies without compromising on the 
size of the crisper. Ideal for bottles, fruit 
juices and so on, these highly practical 
shelves are also fitted with a useful divider 
to help keep smaller items in place.

Innovative shelves in the freezer door 
are ideal for frozen pizzas or ready‑made 
meals and free up space in the main 
storage drawers.

All Whirlpool side‑by‑side, combi and 
double‑door refrigerators with ventilation 
or featuring multiflow technology are 
equipped with the Microban antibacterial 
system, designed to help reduce 
unpleasant odours in the appliance.

Whirlpool’s A+ fridges and freezers use 
up to 25 per cent less energy than an A 
Class appliance and up to 45 per cent 
less than a B rated model. Now No Frost 
products are available in A+ too. 

The new Carisma design from Whirlpool 
combines flush lines and fluid curves, femi‑
nine elegance and ergonomic integration.

Charismatic aesthetic appeal from Whirlpool

Fridges & Freezers
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DEFY’S COMPREHENSIVE RANGE consists of single door, double 
door, combination and side by side models, larger refrigerator, 
chest and upright freezers. All Defy refrigerator / freezers are 
CFC free and have four star ratings.

EXCITING FROST FREE OPTIONS
Defy offers a variety of frost free refrigerators. The F600 side by 
side comes in metallic or mirror glass finish with nano silver 
technology, built-in ice-maker, filtered water dispenser and 

mini bar. The F640 
side by side in 
white and metallic 
boasts attractive 
door furniture, and 
is a flush fit with 
600mm cupboard  
onfigurations.

SPACE SAVING 
CONVENIENCE
The range of double 
door includes the 
newly launched 
D225, D240 and 
D260 all offering 
space saving 
convenience 
coupled with the 
latest design.

EXCITING NEW DESIGN AND COSMETIC OPTIONS
The introduction of the new C255 to the extensive line-up, 
as well as the new cosmetics and options such as bowed 
doors, attractive handles, glass shelves and basket fronts on all 
combination models offer the consumer more choices.

MINI FRIDGE
The DFS 132 mini refrigerator offers local consumers the 
convenience of under-counter installation so popular in Europe.

MATCHING PAIR
The F350 and L350 matching pair is the ideal frost free options in 
this category, with the single door configuration and attractive 
door furniture, available in white or metallic finish.

CHEST FREEZERS
Defy offers chest freezers ranging from 130 litres to 530 litres, 
with a multi-function variable thermostat, a four star freezer, on/
off indicator light and vinyl covered work top lid. A commercial 
option with glass flat tops or slanted tops are available in the 
C420 / 530 litres sizes upon request.

All Defy products come with the two year guarantee, 
and nationwide after sales service. For further info visit 
www.defy.co.za 

Comprehensive 
range of 
refrigerators 
from Defy

D225

The range of double 

D225

F350/L350

Comprehensive 

from Defy

F350/L350

Fridges & Freezers
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Electrolux Major Appliances has 
made some exciting additions to its 
AEG‑Electrolux and Kelvinator brands.

AEG Electrolux
Fridges in the flagship AEG‑Electrolux 
brand are skillfully engineered to meet 
the demands of today’s lifestyles. Each 
model combines the highest standards of 
efficiency with economy and friendliness 
to the environment, while enhancing 
the appearance of the kitchen. Each unit 
comes with a comprehensive three‑year 
guarantee to ensure the consumer peace 
of mind.

AEG‑Electrolux’s new cooling/freezer 
range, comprising the Santo 75598KG1, 
Santo 70176TK and Arctis 75106GA, is 
geared towards superior technological 
advancement, such as anti‑fingerprint 
stainless steel and high energy efficiency, 
not to mention elegant style.

Kelvinator
Kelvinator has been a household name 
in South Africa for over 75 years. The 
appliance Knight is instantly recognisable 
as a symbol of reliability and excellence.

Refrigerators such as the KI220TF 
epitomise the simplistic design and 
no‑mess‑no fuss functionality that 
have found Kelvinator fridges a place in 
thousands of homes across the country.

With a two‑year guarantee covering 
all Kelvinator appliances, the fact remains 
that Kelvinator is for keeps. 

The AEG Electrolux Santo 75598KG1 
stainless steel 587‑litre three‑door 
side‑by‑side (fridge/freezer/wine chiller) 
is A‑energy rated and features an anti‑UV 
double‑glazed glass door to protect wine 
from the light.

Cool additions to Electrolux ranges

The AEG Electrolux Santo 70176TK 155‑litre under‑counter fridge (left) and Arctis 75106GA 
100‑litre under‑counter freezer (right) feature A+ energy rating and a stainless steel look door.

The Kelvinator KI220TF 220‑litre top freezer/
bottom fridge features a four‑star freezer, 

space‑saving flat back and low noise design.

Fridges & Freezers
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To spotlight the launch of its new larger‑capacity, eco‑friendly 
side‑by‑side refrigerator LG disguised one of its 70‑metre 
long container ships as the newly launched product. The ship 
sailed up the Seine from Le Havre to Paris between 22 and 25 
June, making several scheduled stops along the way to load 
refrigerators containing local delicacies.

Upon arriving in Paris, the container ship was met by French 
chef and L’Arpége owner Alain Passard, who directed a team of 
chefs in preparing an open‑air feast for guests using the food 
transported by the container ship. A local charity, La Banque 
Alimentaire, also received a portion of the fresh food.

“Pound for pound, sea vessels are much cleaner than trucks 
or airplanes for moving large objects,” says LG South Africa 
marketing director Dr Michelle Potgieter. “We wanted to show 
off our latest refrigerator in an interesting way without leaving a 
huge carbon footprint.”

“While it may seem strange for LG to launch a refrigerator with 
larger capacity in this challenging economy, we have found that 
the economic slow‑down has changed the way many people 
live and eat,” she continues. “More and more are choosing to stay 
in and prepare their meals rather than go out and many buy 
in bulk for convenience, hence the need for a larger‑capacity 
refrigerator.”

LG’s new refrigerator 
boasts a capacity of 
617 litres without taking 
up additional space in 
the kitchen and is ideal 
for townhouses and 
cluster homes where 
space is an issue.

“An increase in size 
has not resulted in 
an increase in energy 
usage,” Potgieter 
points out. “This 
appliance consumes 
20 per cent less energy 
than conventional 
refrigerators and 
functions at a reduced 
noise level.” 

Smooth sailing for LG’s 
newest eco-refrigerator

What’s metallic, cold and floats on water? One of LG’s container ships 
disguised as its latest eco‑friendly fridge.

The LG ship sailed up the Seine to Paris.

LG’s new larger‑capacity, 
eco‑friendly side‑by‑side 

refrigerator.

Fridges & Freezers
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As refrigerators play an increasingly 
important role in the kitchen, it’s become 
essential that they make the most 
effective use of the space available. 
Today’s refrigerators need to be able 
to fit into many different environments 
and perform many different functions. 
Samsung’s new 1 Door tall fridge and 1 
Door tall freezer give users the freedom 
to choose between having either a 
combination side‑by‑side fridge‑freezer or 
two standalone appliances.

Through intelligent design, the 1 Door 
fridge and 1 Door freezer offer superior 
internal space, with the latter boasting the 
largest internal space of refrigerators of 
the same dimensions.

Like all of Samsung’s award‑winning 
refrigerators, both the 1 Door fridge and 
1 Door freezer feature the very latest in 
technological advances. The refrigerator 
features Power Cool, while the freezer 
features Power Freeze, two revolutionary 
systems that provide instant cold 

air, ensuring contents reach chilling 
temperatures quicker than ever before.

The 1 Door fridge also has a Brita 
filtered water dispenser, internal tower 
LED lighting, a movable deli bin, a 
deodoriser that prevents the presence 
of any unwanted odours, stylish external 
blue LED lighting, and a moisture 
control drawer which allows the user 
to personally and effortlessly control 
humidity to ensure contents are kept at 
optimal freshness. 

These latest additions to Samsung Electronics series of home 
refrigerators allow users to keep foods and drinks in optimal 
conditions, while expressing their individual design style.

These Samsung twins can be separated

Fridges & Freezers
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The eMachines by Acer brand of desktops, 
notebooks and monitors is now available in 
South Africa, bringing local computer users 
a choice of affordable PCs that deliver great 
performance and value.

eMachines forms part of the Acer Group, 
the third‑largest supplier of PC products 
and the second‑largest provider of 
notebooks in the world. The new product 
range will be marketed and supported by 
Acer South Africa, which has an extensive 
service infrastructure and distribution and 
dealer channel in place.

Acer South business development 

manager Africa Eric Blom says: “The 
eMachines brand is built on a simple 
philosophy: to deliver no‑compromise 
PCs that offer entry‑level and budget 
users an incredible blend of value and 
performance. Users can expect great 
products, exceptional customer service and 
no‑compromise warranty support when 
they buy an eMachines‑branded PC.”

eMachines by Acer is one of the most 
successful computer brands in the industry 
and has sold more than five million PCs to 
a new generation of enthusiastic computer 
users. Acer South Africa has announced 
that a selection of eMachines‑branded 
desktops will be available to local users 
with immediate effect:
• The eMachines ET1810, based on the 

Intel Core 2 Duo, Intel Pentium or Intel 
Celeron processors. It boasts an NVIDIA 
GeForce 7050 chipset, up to 4GB of 
DDR2 667/800 MHz SDRAM and serial 
ATA hard disc drive of up to 320 GB.

• The eMachines EL1800, featuring 

a choice of Intel Core 2 Duo, Intel 
Pentium or Intel Celeron processors. 
This machine offers an NVIDIA GeForce 
7100 and nForce 630i chipset, up to 
4GB of DDR2 667/800 MHz SDRAM and 
a Serial ATA hard drive of up to 320GB.

• The eMachines EL1600, a compact and 
energy‑efficient Intel Atom processor‑
based desktop that offers 2GB of 
DDR2, a 160 GB hard drive and an Intel 
Graphics Media Accelerator 950.

• The eMachines EL1300, which offers 
users a choice between the AMD 
Athlon X2 dual‑core processor, AMD 
Athlon processor and AMD Sempron 
processor. It features an NVIDIA 
GeForce 6150SE chipset, up to 4GB 
of DDR2 667/800 MHz SDRAM and a 
hard disc drive with up to 320GB of 
storage space.

Depending on the model the user opts for, 
eMachines by Acer give a choice of operat‑
ing systems that includes Windows Vista, 
Windows XP, FreeDOS or Ubuntu Linux. 

Toshiba’s two new wireless digital photo 
frames, the JournE air 1000 and JournE air 
801 offer wireless connectivity to online 
photo communities such as Flickr and 
Picasa and instant access to RSS feeds.

“Toshiba has addressed the typical 
working habits and Internet usage pat‑
terns of consumers seeking entertainment 
and information with the new JournE air 
digital photo frames,” says Toshiba compu‑
ter systems sales manager for SADC & ROA 
Reon Coetzee. “The new photo frames 
have been created to cater for these needs 
by providing direct access to hassle‑free 
Internet connectivity.”

The JournE air digital photo frames 
support Wi‑Fi (IEEE 802.11 b/g) for direct 
wireless Internet access. Users can access 
RSS feeds via the digital photo frame 
interface and connect directly to photo 
sharing websites such as Flickr and Picasa. 

JournE air 1000
JournE air 1000 presents photos and video 

clips on its 10‑inch LCD 
TFT screen in 16:9 format, 
which are stored on the 
internal 1GB flash memory. 
For user convenience, the 
settings can be adjusted with 
an easy‑to‑use infrared remote control.

An additional tilt sensor can auto‑rotate 
and resize pictures so they fit perfectly 
within the screen size. JournE air 1000 
runs on either AC power or on the built‑in 
battery, which has a lifetime of about 
30 minutes.

The frame features a partial touch 
sensor on the panel, which means there 
are no protruding buttons on the frame. 
This gives the device a clean and elegant 
design that fits seamlessly into the home.

JournE air 801
JournE air 801 comes with an 8.4‑inch 
LCD TFT display in 4:3 format, two 0.5 watt 
stereo speakers, an exchangeable metallic 
silver coloured frame and an internal 

flash memory of 1GB. This can easily be 
increased with a memory card up to 4GB.

A sub‑view application virtually 
extends the PC’s screen and displays the 
selected programme when the photo 
frame is connected to the PC via a USB 
cable. “Users can, for example, open their 
mailbox or a presentation on the digital 
photo frame screen while working on 
a different application on the main PC 
screen,” says Coetzee.

JournE air 801 runs on either AC power 
or the built‑in battery, which has a lifetime 
of about 50 minutes. An additional tilt sen‑
sor can auto‑rotate and resize pictures so 
they fit perfectly within the screen size. 

Connect wirelessly to the Web with 
Toshiba digital photo frame family

eMachines bring value and performance to 
SA computer users

A selection of 
eMachines‑
branded 
desktops is 
now available 
locally from Acer 
South Africa.

Toshiba’s JournE air digital photo frames 
offer direct access to the Internet.
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Samsung’s range of mobile computers, 
available from Tarsus Technologies, bring 
excellent build‑quality, performance and 
value‑for‑money to a market that’s been 
eagerly awaiting some rejuvenation.

“And,” says Samsung product manager 
at Tarsus Darryl Squara, “if the response 
that Samsung’s notebook and netbook 
range has received internationally is 
anything to go by, the South African 
market is in for a real treat.”

Looking first at notebooks, Squara 
says Samsung’s X360 and X460 ranges 
represent the absolute pinnacle of what’s 
available from the vendor. “The X360 is 
currently the lightest and best‑looking 
13.3‑inch PC notebook available 

today, weighing a mere 1.29kg when 
equipped with a six‑cell battery and SSD 
storage device.”

Despite its meagre weight, the X360 
delivers up to ten hours of battery 
life under continuous use. A Centrino 
2 platform from Intel ensures quick 
processor performance, business‑level 
graphics and draft‑in wireless 
networking capabilities.

“The notebook also features some 
worthwhile nice‑to‑haves,” adds Squara, 
“such as an integrated fingerprint scanner 
and TPM module, 7‑in‑1 memory card 
reader, bacteria‑free keyboard, which 
keeps users safe from the germs that 
thrive in today’s computers, and a suite of 
software that helps manage all aspects of 
the notebook including recovery from a 
system crash.”

If a 13.3‑inch doesn’t suit and users 
need more screen real‑estate, Squara 
says the X460 is perfect. “This notebook 
sports a 14.1‑inch screen, a slight bump in 
processor performance and a substantial 
bump in graphics performance to a 
discreet nVidia GeForce 9300M GS chipset 
with 256MB of dedicated memory.

“The X460 also includes an optical drive 
built directly into its chassis, where its 
smaller sibling forgoes this in aid of be‑

ing lighter.” While these are both extremely 
proficient and good looking notebooks 
that will no doubt cause a stir in the mar‑
ket over the coming months, Squara says 
one can’t ignore the impact that the emer‑
gence of netbooks has had on the market.

“With its NC10 and NC20 range of 
netbooks, Samsung has a strong play in 
the ultra‑portable space.

“Both machines boast a top‑class, sleek 
chassis design, near‑full size keyboard, 
a host of expansion ports and beautiful 
screens – albeit in different form factors.

“The NC10 has a 10‑inch screen, 
whereas the NC20 makes use of a 
12.1‑inch panel,” Squara says. “The only 
other difference is in the processing 
technologies employed by the netbooks. 
Where the NC10 uses a 1.6GHz Intel Atom 
processor, the NC20 uses a 1.30GHz VIA 
Nano processor – both processors are 
quite comparable to each other when it 
comes to performance.

“Other than that,” he explains, “both 
models have ample storage space 
(up to 160GB), an integrated webcam, 
three‑in‑one memory card reader, 
anti‑bacterial keyboard and great battery 
performance – eight hours for the NC10 
and six hours for the NC20 on account of 
its larger screen.” 

The latest models in Acer’s value projector 
range – the P1166P, P1266 and P1266i – 
offer users a selection of feature‑rich DLP 
projectors at affordable price points.

The Acer P1166P projector delivers qual‑
ity home entertainment, by promising fine 
detail, realistic colours and easy handling 
for a wide range of users. It is stacked with 
features such as optimised colour perform‑
ance via 2700 ANSI Lumens brightness, 
HDMI port, six‑segment colour wheel with 
3X rotation speed, support for both 4:3 
displays and widescreens through Acer 
SmartFormat, and Acer ColorBoost II and 
EcoProjection technologies. The P1266P 
provides the home entertainment environ‑
ment with the presentation performance 
expected of much more expensive projec‑
tors. With optimised colour performance 
via 2700 ANSI Lumens brightness and XGA 

resolution, the display is clear and vibrant.
Other notable features include an HDMI 

port, six‑segment colour wheel with 3X ro‑
tation speed, support for both 4:3 displays 
and widescreens through Acer SmartFor‑
mat, and Acer ColorBoost II and EcoProjec‑
tion technologies.

The P1266i offers similar specifications 
to the P1266P, but comes outfitted with 
the latest 802.11b/g wireless technology 
to deliver cable‑free projection of both 
video and audio from computers placed 
anywhere in a room. This projector also fea‑
tures the innovative MobiShow technology, 
which enables wireless projection from a 
Wi‑Fi smartphone.

“Each of these value projectors com‑
bines the finest portable and ultra‑portable 
DLP technology with micro‑sized chipsets 
to create slimmer, lighter and fully pro‑

grammable projectors for home entertain‑
ment users,” says Acer South Africa business 
development manager John Geypen. “With 
up to 4000 hours of lamp life, customers 
know that these affordable projectors will 
not end up costing them a fortune in lamp 
replacement costs over the long term.

All Acer projectors come with a two‑year 
warranty. 

The sophisticated, yet affordable Acer P1266.

The latest models in Acer’s value projector resolution, the display is clear and vibrant. grammable projectors for home entertain‑

Acer projectors offer high-end performance at budget pricing

Samsung mobile computers 
from Tarsus set to stun

Samsung’s range 
of mobile computers 

has received international 
acclaim for its stunning looks and 

top‑class performance.
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In 2000/2001, Makro implemented ERP 
Retail and CRM systems, as well as a data 
warehouse, believing this technological 
leap would position it at the leading 
edge of retail information management. 
“The ERP and BI software did not have 
built‑in modelling or predictive analytics 
functionality and we were unable to 
automate more advanced analyses such 
as customer segmentation, target group 
selection and campaign evaluation. As a 
result, this work had become a tedious 
and error prone manual process for our 
analysts,” says Makro business analyst 
Amie Venter.

The solution
In January 2009 Makro embarked on 
a proof of concept project with SAS 
Institute involving the implementation 
of SAS Visual Data Discovery on a trial 
basis to test out its capabilities.

“One of the reasons for going with 
SAS was that they were prepared to put 
their money where their mouth was,” 
says Venter. They gave us a two‑month 
trial period with the software with no 
strings attached to prove its capabilities.”

SAS not only provided the software 
for the two‑month trial period, but 
also an experienced consultant and 80 

hours of free consulting to facilitate 
training and problem solving, and 
to make sure the project progressed 
smoothly. SAS Implementation partner, 
Qinfo was involved in the initiative 
from conception and supported the 
Makro team through the trial period and 
subsequent “go‑live” phase.

The expectation of the software was 
to deliver an agreed list of analyses, 
reports and predictive models which 
Makro was struggling to produce 
using its existing systems. After the 
two‑month trial period the software had 
more than met requirements and had 
delivered substantial benefits in terms 
of shortening the time‑to‑results cycle 
from days to hours.

How it works
Makro sells from its inventory of more 
than 90 000 SKUs to its customer 
base, generating more than 14 million 
invoices yearly. This data is collected 
from the Point Of Sales systems and 
warehoused for analysis, allowing Makro 
to monitor and analyse various aspects 
of customer behaviour at any time. 

“With SAS we can, for example, use 
our data for customer segmentation, 
allowing us to break down our 

Makro gains customer segmentation and  analytical capabilities through SAS

With transaction data from 
its 13 stores countrywide, 
over two million customers 
and more than 90 000 
items, Makro needed the 
capabilities of a leading 
analytics tool to drill down 
into its data and gain better 
insight into its business and 
its customers. To improve its 
ability to execute advanced 
analyses and enhance its 
capacity for modelling, the 
wholesale and retail chain 
acquired the SAS Visual 
Data Discovery solution.

Technology Focus
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business by customer segment and 
enabling greater focus in terms of store 
management and marketing effort. 
This segmentation process – formerly a 
tedious week‑long affair – has now been 
automated on SAS allowing us to walk 
away and leave it running. The results 
are available in a few hours,” says Venter.

After the trial period with the Visual 
Data Discovery (VDD) suite, Makro 
adopted it as the final solution and 
signed a one‑year licence with a view 
to annual renewal. Makro is one of the 
first South African retailers to adopt this 
tailored solution.

The SAS Visual Data Discovery 
solution is powered by JMP visualisation 
software and combines the benefits of a 
SAS analytics solution with added visual 
and discovery capabilities. VDD provides 

a simple point and click interface 
to work in, still providing the same 
trusted analytic capabilities of SAS. With 
more advanced visual and reporting 
capabilities, SAS Visual Data Discovery 
provides insights faster and more clearly 
than before and is able to handle large 
disparate forms of data.

“After seeing the amount of data and 
level of analytics Makro wanted to work 
with, SAS decided that the new Visual 
Data Discovery was the right way to 
go for Makro,” says SAS retail industry 
business development manager 
commercial Zoe Golden. “Because 
VDD is powered by a visualisation 
component, the reporting interface 
is far more interactive and dynamic, 
and in turn would make it easier for 
Makro’s analysts to gain insight into its 
data, make predictions on it, analyse 
customer buying patterns, and then 
translate these reports into better 
business acumen, down to the most 
micro level.

“Our Implementation Partner, Qinfo 
once again facilitated the smooth 
transition from “Proof of Concept” to 
Production system, and credit must 
go to them for their commitment and 
hard work.” 

SAS’ ease of use and the ability to 
import large data extracts from Makro’s 
existing data warehouse meant a simple 
and painless implementation, and 
resulted in the solution being up and 
running within a few days.

“Since full implementation in March 
2009, we have been impressed with 
the system’s capabilities and are able 
to analyse countrywide data down 
to the smallest detail, based on store, 
invoice, item and customer. The solution 
has met our expectations and needs,” 
ends Venter. 

Makro gains customer segmentation and  analytical capabilities through SAS

“Makro is one of the first 
South African retailers to 
adopt the tailored Visual 
Data Discovery solution.”

Technology Focus
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New group marketing 
executive at EHL
Cheryl Cooke has taken over the reins as 
group executive for corporate marketing 
services at Ellerine Holdings Limited (EHL).

Passionate about the retail furniture 
business, Cooke has worked in leadership 
positions at a number of local and 
international retailers and was previously 
managing executive of Furniture City.

Being able to simultaneously provide 
for the advertising and promotional 
needs of numerous leading retail furniture 
brands under EHL is not a career for the 
faint‑hearted. The company has more 
than 1 100 stores in South Africa and 
neighbouring countries operating under 
the established names, including Ellerines, 
Beares, Furniture City, Geen & Richards, 
Dial‑A‑Bed and Wetherlys.

Although deadlines are hectic and 
working hours can be extremely lengthy, 
Cooke says that once the retail bug bites, 
you are definitely in it for the long‑haul. 

“Notwithstanding that times are tough 
in the retail sector, the downturn in the 
economy is an opportunity to rebuild 
brands b providing even better products 
and services for our customers.” 

New Amap director appointed
Dumisani Tabata has been appointed as 
an independent non‑executive Director 
of Amalgamated Appliances (Amap). A 
practising attorney, Tabata is currently 
a director of Smith Tabata Inc, a firm 
he was instrumental in establishing 
in 1984, and an executive director of 
Vuwa Investments (Pty) Ltd. Further, he 
has served as an acting judge of the 
High Court and has acted in various 
advisory roles to professional bodies and 
corporate entities. 
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As the global economy shows positive 
signs of a pick‑up, the International 
Furniture Fair Singapore 2010, held 
in conjunction with the 27th ASEAN 
Furniture Show (IFFS/AFS 2010), looks set 
to spice up the global furniture scene, 
with a strong line‑up of first‑time and 
loyal repeat exhibitors, both local and 
international, already confirming their 
participation in the event. To date, more 
than 50 per cent of the total 45,000 
square metres of nett exhibition space 
at IFFS/AFS 2010 has been snapped up, 
eight months ahead of the fair.

Held from 9 to 12 March 2010, 
IFFS/AFS will showcase more than 
100,000 pieces of quality furniture and 
furnishing products from all over the 
world.Singapore exhibitors have been 
enthusiastic in their support for the 
fair, with newcomers such as Novaz 
Singapore and Evershine Corporation 
making their debut next year. They will 
be joining big players in the Singapore 
furniture scene, including Eurosa 
Furniture, Koda, Suncoast Sitra and Star 
Furniture Industries, as well as familiar 
names like Archipelago Exports, Asiades, 
Box Living, Cellini Design Center, Domus 
Ventures, Falcon Incorporated, Haleywood 
Industries, O’Bredi and Soflex Gallery, who 
are collectively taking up 6 458 square 
metres of booth space.

Adding to the list are international 
players Brema Marketing, Ever Gaining 
Furniture, Manutti BVBA, Pan Pacific NZ, 
Ronan, PR Interiors, Shenzhen Meihuaju 
Industrial , Verdon and Wesbrook, 
reaffirming that IFFS/AFS 2010 remains an 
effective trade conduit for global furniture 
players and the place to see the very 
latest furniture offerings.

IFFS/AFS is also known for its distinct 
focus on furniture design, reflected 
through its array of design‑related 
features and activities such as Platform, an 
arena for young furniture design talents 
to showcase their furniture prototypes 
and strike up potential partnerships 
with international manufacturers. The 
winners of the Furniture Design Award 
2010, Asia’s trend‑setting furniture design 
competition organised by the Singapore 
Furniture Industries Council, will also be 
presenting their masterpieces at the fair. 
For more information on IFFS/AFS 2010 
visit www.iffs.com.sg. 

IFFS/AFS 2009 saw a healthy attendance of 15606 trade visitors from 118 countries.

At last year’s show 104 overseas buying delegations from 38 countries achieved an estimated 
total of US$245 million in spot orders

IFFS/AFS 2010 a ‘must-visit’ international furniture show

Diary
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Decorex International will once again 
take place in the beautiful surroundings 
of the Christopher Wren designed Royal 
Hospital Chelsea, from 27‑30 September 
2009. This unique event is at the heart 
of the London design community, with 
sensational new designs presented in a 
unique setting for professional retailers 
to source traditional and bespoke 
furniture, floorcoverings, lighting, 
accessories, bespoke services and fabrics 
and wallcoverings.

This year, the show announces many 
exciting and trend‑setting features and 
a full four‑day seminar programme, 
with talks from established interior 
professionals such as Nina Campbell 
and Mary Fox‑Linton. 

Electronics players worldwide are 
gearing up for Asia’s largest industry 
event – HKTDC Hong Kong Electronics 
Fair 2009 (Autumn Edition). Sourcing 
opportunities abound at this trade 
show, which last year attracted more 
than 2600 exhibitors from 29 countries 
and regions.

The largest fair of its kind in Asia 
and the second largest in the world, 
Hong Kong Electronics Fair (Autumn 
Edition) is organised by the Hong Kong 
Trade Development Council (HKTDC). 
In 2009 it is expected to comprise over 
4300 booths, with diverse electronics 
exhibits. Attendees will be alerted to 
new technologies and will be able 
to explore the business potential of 
innovative products. 

Group pavilions from the Chinese 
mainland, Korea and Taiwan will be 
established, indicating that their 
electronics industries play crucial roles 
on the global scene.

Several new themed zones will 
make their debut in 2009, reflecting 
the latest technological developments 
in the fast‑paced electronics industry, 
namely Computer & Peripherals, Digital 
Imaging, Electronic Gaming and 
Healthcare Electronics.

The Hall of Fame is a premium 
showcase for branded products 
covering Digital Entertainment, Home 
Tech, Wireless & Communications, 
Gadgets World and Power & 

Accessories categories. The focus here 
is on excellence in design in terms of 
performance and aesthetics. In 2009 Hall 
of Fame is home to many celebrated 
brands, such as Haier, Shinco, Hyundai, 
HPC, Goodway, Desay, Skyworth, 
Egoman, Oregon Scientific, Vtech, 
Motevo, Princess, NXT, Nextbase, Pierre 
Cardin, TCL and Coby.

As the electronics world continues 
to develop in exciting new directions, 
the fair grows to meet market demand 
for popular item ranges. New product 
zones within the 2009 Autumn Edition 
include: Computers & Peripherals, 
Digital Imaging, Electronic Gaming, 
and Healthcare Electronics. Two new 
highlights of the fair are the In‑Vehicle 
Electronics & Navigation Systems Zone, 
which debuted to great acclaim in 2008 
and caters to the fast‑growing market 
for vehicle and navigational electronics, 
and the Technology Exchange Zone, in 
which Hong Kong’s leading research 
institutes, universities and incubator 
companies display their latest 
ground‑breaking products which have 
strong market potential.

Developments come thick and fast 
in the world of electronics, and the 
Hong Kong Electronics Fair acts as 
a vital platform for the exchange of 
information. Seminars examine in close 
up a variety of issues, including new 
technologies and applications, and 
market intelligence. 

Business opportunities abound at 
Autumn Hong Kong Electronics Fair

The Hong Kong Electronics Fair is held at the HKTDC 
Convention and Exhibition Centre in Wan Chai.

Furniture China 2009 will host more than 
2300 exhibitors when it opens in Shanghai 
on 9 September. Running until 12 Septem‑
ber, the show will be staged at four venues: 
the Shanghai New International Expo 
Center SNIEC, Pudong Exhibition Center , 
Shanghai Mart and Intex Shanghai.

Restructuring the floor plans and the 
two‑hall expansion of Pudong Exhibition 
Centre allows allocation of additional 
space for 200 new companies, bringing 
the total number of exhibitors to 1600, up 
20 per cent from 2008.

In addition to Chinese furniture makers, 
the expo will host a stronger presence 
this year from European and other Asian 
manufacturers. France, Italy, Malaysia and 
Indonesia will have product pavilions, 
and the exhibitor line‑up will include 
brands from the US, Australia, Greece, 
Germany, UK, Belgium, Netherlands, Korea, 
Singapore, Vietnam, Thailand and India.

Furniture China 2009 centres on a set 
of six themes, with residential furniture 
remaining the dominant presentation. The 
five other areas include office furniture, 
furnishings, fabric and lighting, kitchen 
and cabinetry, furniture manufacturing 
and supply, and FMC Premium, a high‑end 
exhibition for suppliers of basic furniture 
materials, chemicals, fittings and semi‑
finished products. 

Furniture China 2009 
set for Shanghai

Decorex International will once again 

Visit aspirational 
Decorex International
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Vigorous debate and animated 
engagement are expected to feature at 
the 13th African congress of shopping 
centres in September, as shopping 
centres and retailers tackle the 
challenges of the current market.

Providing access to the latest thinking, 
innovation and information regarding 
shopping centre and retail trends in 
South Africa, the congress will feature 
a superb line‑up of presentations and 
panel discussions by experts, opinion 
makers and the industry’s leading 
minds. It is sponsored by Growthpoint 
Properties Limited, and is set to take 
place at the Sandton Convention Centre 
from 16‑18 September 2009.

The African Congress of Shopping 
Centres is the largest gathering of retail 
and retail property people in Africa with 
over 1000 delegates, including retailers, 
shopping centre owners, developers, 
investors, leasing and marketing agents, 
store designers and fitters, facilities 
managers, construction professionals 
and other suppliers to the industry. It is 
hosted by the SA Council of Shopping 
Centres (SACSC) and supported by 
the International Council of Shopping 
Centres (ICSC).

“This conference presents an 
opportunity for delegates to learn 
and be challenged and us improve 
their business growth and prospects 
as well as those of the entire sector,” 
says Norbert Sasse, CEO, Growthpoint 
Properties. “We’re pleased that by 
partnering this event we will be creating 
value for the industry.”

Facilitated by Chris Gibbons, one 
of South Africa’s leading business 
broadcasters, the keynote speakers 
will share their views on the industry 

in a power‑packed two‑day meeting 
programme.

The intriguing speaker line‑up 
features pre‑eminent Canadian‑based 
international shopping centre 
owner, manager, developer and 
investor Ivanhoe Cambridge senior 
vice‑president for India Phil McArthur. 
It includes keynote speakers Pick n Pay 
CEO Nick Badminton, Eileen Connolly 
who heads the UK and European DTZ 
retail marketing team, director of 
Investec Asset Management Jeremy 
Gardiner, managing director of retail 
at Woolworths Andrew Jennings, and 
Andrew Ogg, managing director of 
Leslie Jones, one of the UK’s leading 
architectural practices specialising 
in retail and mixed‑use regeneration 
projects. Also presenting at the congress 
are Hugues Witvoet of Edcon, Brian 
Coppin of Fruit & Veg City, Andrew Callie 
van der Merwe of Design Partnership, 
Jan Loubser of Retail Africa and Samuel 
Ogbu of Liberty Life Properties.

“We’re delighted at the prominent 
speakers – all experts in their field – 
that will be sharing their knowledge 
and insight,” says SACSC President Julie 
Hillary. “They collectively represent 
a vast, holistic and very valuable 
compilation of knowledge, which will 
benefit delegates enormously.”

Topics relevant to the prevailing 
economic conditions are aimed at 
empowering shopping centres to 
perform optimally, with themes 
focusing on retail perspectives, the 
economic outlook, marketing and 
customer service, international and 
local architecture, retail property 
development and investment.

Delegates can look forward to a 

presentation by Grant Thornton director 
Gillian Saunders on the outlook for 
the longer, post‑2010 term and what 
prospects the retail and hospitality 
industries can anticipate. Also of 
interest is Mike Stopforth, principal of 
Cerebra, South Africa’s leading social 
media company, who will share his 
insights about the power of alternative 
media and social networking, which 
is taking retail marketing by storm in 
developed markets.

Another highlight is the retail 
development and investment panel 
discussion, which will look at how 
changing retail patterns are affecting 
the future of investment decisions. 
Panelists have been selected from the 
who’s‑who of investors, developers 
and funders, including Frank Berkeley 
of Nedbank, shopping centre owner 
and developer Peter Behrman, 
Angus Mackay of Retail Africa, Sisa 
Ngebulana of Billion Group, Louis 
Norval of Parkdev and Norbert Sasse of 
Growthpoint Properties.

Making up an important element of 
the congress are the property tours, of 
which there will be two, the first to Blu 
Bird Centre and Melrose Arch and the 
second along the Gautrain Route and to 
the Irene Village Mall. In addition there 
will be a number of networking events, 
which have been highlights of past 
congresses, and a glittering gala dinner.

The conference will also feature an 
exhibition, which runs parallel to the 
main event. This will give delegates an 
opportunity to learn more about other 
companies in the retail space and to 
benefit from networking opportunities.”

To find out more about the SACSC Con‑
gress, visit www.sacsccongress.co.za. 

Congress of shopping centres 
expected to nurture lively debate

Diary
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The end of the beginning?
August signals the end of winter and although September may have its 
wintry days – just as August may have its summery days –yet the tunnel, the 
black, cold, icy tunnel of our long wintry recession, shows signs of ending.

The first glimmer of light can be discerned way down at the end – the far 
end of this interminable tunnel. Not probably the beginning of the end, but 
the end of the beginning, and that is something. It means movement and it 
carries an implicit promise that all things come to an end, even recessions 
as stubborn and deep seated as this one.

But for every miniscule positive indicator there will be at least one 
negative and depressing occurrence, but the positive indicators are 
increasing in frequency and that augurs well.

The recession has been blamed for everything, even the swine 
‘flu currently gripping our fervid imaginations. But such negativism is 
self‑defeating and more important, self‑fulfilling.

We have heard and met over the past few months several suppliers and 
retailers who have fallen into the trap of believing that they are in the grip 
of an inexorable force, against which it is quite hopeless to fight. It had 
become an excuse for inaction and simply guaranteed the worst.

So they wallow in despair and defeatism and to cheer themselves up, 
keep repeating the mantra, “There is nothing we can do”.

And that spells the end. How can one pull oneself up when one 
doesn’t believe it possible? But there are others who see every gain as 
encouragement to take the next forward step. A major independent retailer 
has told us that he simply does not and will not allow his staff to recognise 
the recession. He insists that business is out there but to get it one simply 
had to redouble one’s efforts, or even treble it, do whatever it takes. And he 
has proved it by increasing his figures.

If it is possible for one retailer it is possible for all. It is a question of 
motivation, of self‑belief, of energy. Promotions and marketing become 
even more important. Imaginative promotions and imaginative marketing 
created for the times. Join up with selected suppliers, talk to your customers 
with confidence and persuasiveness and in partnership with these suppliers 
create a new demand, or tap into an existing demand, but make it not just 
possible, but achievable.

You can beat the recession and emerge much, much stronger and in a far 
more powerful position vis‑à‑vis your competitors. Take their market share 
now and you’ll keep it. It’s downhill to Christmas from now. And then there’s 
the World Cup. But don’t wait. Take action today.

Ian Hughes

Publisher's Comment
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