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Zero Appliances is a specialized absorption refrigeration and freezer manufacturer, the largest 
in the southern hemisphere, With the head offi ce based in Johannesburg and Depots in Durban 
and East London, we are centrally situated to supply the South Africa and World market with 
dependable and reliable products. Notwithstanding over 61 years of design and improvement, 
Zero Appliances is dedicated to quality products with an extensive ongoing research and 
development programme, we continually strive for excellence in our niche industry.

Our dominant market share in South Africa together with our successful market penetration into 
world markets, bear witness to the leading edge that we command in absorption know how 
and technology.

Our solid infrastructure is geared to encapsulate both high effi ciencies and above average 
productivity in manufacturing and administrative divisions.

The fl exibility of absorption power selections consistently creates value and freedom of choice.

Our units can operate on both LPG gas and mains electric. With a small jet conversion, our 
products can also function on natural gas. With the current high electricity prices and many 

more increases looming, gas should defi nitely be the power input of choice.

A P P L I A N C E S

EROZ
**SILENT OPERATION ABSORPTION TECHNOLOGY**
YOUR GAS/ELECTRIC SPECIALIST

NO POWER – NO PROBLEM

70ℓ GAS/ELECTRIC/12 VOLT
CAMPING FREEZER

180ℓ GAS/ELECTRIC FREEZER

265ℓ GAS/
ELECTRIC FRIDGE

6 BURNER GAS STOVE
WITH STORAGE
COMPARTMENT

GAS/ELECTRIC FREEZER
250ℓ DOUBLE LID

100ℓ GAS/ELECTRIC
BAR/BOARDROOM FRIDGE
WHERE SILENT OPERATION 

IS ESSENTIAL
260ℓ GAS/ELECTRIC

FRIDGE FREEZER

Sales and Marketing Manager: Madelein Tuinder mads.zero.sales@gmail.com Tel: 010 207 1600
Internal Sales and Despatch: Shirley Oostuizen shirley.zero@gmail.com Fax: 010 207 1675
Service and Repairs: Elize Coetzee elize.service@gmail.com Mission Terrace

Chloorkop Ext 44, Kempton Park
www.zeroappliances.co.za

4 BURNER GAS STOVE
WITH STORAGE 
COMPARTMENT

0910 HGR.indd   2 2009/10/28   11:18 AM



Contents
October 2009

Furniture Traders’ Association of South Africa
Meubelhandelaarsvereniging van Suid‑Afrika

(011) 789 6770
The FTA supports HGR but is in no official way associated with the magazine.

Creative Housewares
Creative Housewares celebrates 25 years, 
three generations in SA 4
Brand pyramid 5
Superior quality homeware from Monix 5
Mellerware, trends for life 6
Eco‑friendly cookware from GreenPan 6
Eliminate dust with Dyson 7
Stylish and contemporary Morphy Richards 7
Pure water from Aqua Optima 7
New sales director appointed 8
Creative Housewares positioned as the 
house of brands 8

Newsline
Companies urged to ensure loyalty programmes 
comply with legislation 9
Improved retail sales bode well for 
economic recovery 9
Whirlpool’s sustainable business practices 
recognised for fifth consecutive year 10
Investors, traders attend Brazil Trade Mission to 
Africa 2009 11
Debt review processes obstructed, 
NCR study reveals 12
Consumers remain cautious as Q3 confidence 
retreats slightly 13
Shoprite chairman eyeing stake in Steinhoff? 13

Floor Coverings & Floor Care
Floors Direct and Jacaranda 94.2 blanket drive 
ensures a warm winter 14
Italtile delivers creditable results in 
beleaguered market 14
Floor coverings market will decline before it 
recovers, research reveals 15

Help consumers find their feet when choosing 
a floor covering 16
Great looking stainproof carpets 17
New products and re‑coloured ranges from 
Van Dyck Carpets 18

Market Review
Vacuum cleaners – High‑tech features provide 
sales opportunities for retailers 20

Outdoor Furniture & 
Garden Equipment
More power, endurance and convenience with 
Bosch garden companions 22
Totai – Brand leader in outdoor equipment 23
Playing on your own turf 26
Eliminate pesky insects with Eurolux Bug Zapper 26

Product Showcase
HTC Hero offers Google power, Android freedom 27
Multipurpose cable clips solve a nagging problem 27
Philips kitchen appliances collection offer function 
with flash 28
Toshiba mini‑notebook – consumers’ mobile 
companion beyond the front door 28

Technology Focus
The technology boom behind biometrics 29

Gallery
Lewis Group appoints new CEO 30

Diary
New dates for National Floor Show 31
Heimtextil first for trends 31

31272316

0910 HGR.indd   1 2009/11/01   9:31 PM



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.

HGR Team

Home Goods Retailer

facebook

Home Goods Retailer now on Facebook

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

Silver celebrations, debt 
delays and final farewells
In the current economic downturn it’s wonderful to see companies with 
cause to celebrate. Cape‑based Creative Housewares celebrates no fewer 
than 25 years over three generations in the industry (page 3). In this 
time the company has grown into a formidable player in the appliances 
market, boasting local manufacturing, importing and exporting 
divisions. HGR congratulates them on their achievement.

Meanwhile, on the credit front it has been revealed that some of 
South Africa’s credit providers are taking up to ten days, instead of the 
required five, to issue outstanding debt balance certificates, often with 
incorrect and incomplete information. Read what the Furniture Traders 
Association’s Dick Behrens has to say on this issue on page 12.

Our Floor Coverings and Floor Care feature (page 14) takes a closer 
look at the state of the UK floor coverings market, which invariably 
affects our local industry. While the outlook for the medium term is 
gloomy, the good news is that the industry will start to show signs of 
recovery over the longer term.

Moving outdoors, the Outdoor Furniture and Garden Equipment 
feature (page 22) showcases the latest products on offer for the coming 
summer months from a variety of suppliers.

After 40 years in the CEO’s seat, Lewis Group’s Alan Smart has become 
a household name in the furniture industry. But the retail stalwart has 
decided to call it a day and has handed over the reins to a successor. 
Find out who on page 30. 

Editor’s Desk
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In 1984 Bryan Fenn, son‑in‑law of the 
original founder, travelled to South Africa, 
bringing with him an imported range of 
two kettles. A year later a small assembly 
line manned by three staff members was 
set up in a garage, producing 50 pieces 
a day. This marked the beginning of 
Creative Housewares.

Three generations later, the company 
has grown into a formidable player in 
the appliances market, boasting local 
manufacturing, importing and exporting 
divisions. Managing director Justin Fenn 
says the original values instilled by his 
grandfather and father are still prevalent 
in the high quality, yet affordable items 
the company provides. “I know they 
would have been particularly proud of the 
way in which our product development 
and design department always finds 
something unique to offer our customers.”

In 2006 Creative Housewares was partly 
acquired by Spanish appliance giant 
Taurus, which gave the company access 
to first‑class testing facilities, engineers 
and finance. This enabled the Mellerware 
brand to grow extensively within its 
existing product ranges, while expanding 
into many new categories. The move also 
paved the way for the Taurus appliance 
brand, Mallory and housewares brand, 
Monix to be introduced successfully into 
the local market. Through rapid growth 
and a solid reputation the company has 
also added international brands Dyson, 
Morphy Richards, GreenPan and Aqua 
Optima to its stable.

“Like most companies operating in 
a global recession, at the beginning 
of 2009 we viewed the future with 
trepidation,” says Fenn. “These fears 
were soon put to rest, however, as we 
continued to excel month after month, 
meeting and exceeding our budgets and 
growth targets.”

Fenn attributes this year’s success to 
two main factors: “Our consistent levels 
of excellent service to our customers and 
the supply of affordable quality brands in 

which our customers believe. Linked to 
this is our growth strategy of expanding 
ranges within our current brands, together 
with the introduction of new brands to 
complement our offering.”

Altogether Creative Housewares has 
launched three new brands, more than 
35 new products and employed a high 
number of staff over the last year to keep 
abreast of the company’s growth.

“Additionally, the launch of the new 
Mellerware website has reduced the 
gap between supplier and consumer, 
enabling us to communicate on a 
one‑to‑one basis with our customers – 
sharing offerings and most importantly, 
listening to their requirements,” Fenn 
adds. “For example, the website 
incorporates functionality that allows 
consumers to register their guarantee 
online so that they no longer have to 
worry about losing their receipts. It’s 
just one small way of putting our brand 
behind our two‑year guarantee.

“We are particularly excited about 
the upcoming relaunch of the Morphy 
Richards brand, which will be entering 
our stable by late 2009,” he continues. 
“This premium brand is the perfect 
complement to our entry level 
Mallory and mid‑tier Mellerware small 
appliances ranges.”

Although the shrinking economy 
has placed the country’s export 
industry under financial stress, Creative 
Housewares’ export drive is thriving. 
Botswana and Namibia continue to 
grow from strength to strength, and 
the company is about to engage with 
the Zimbabwean market, to be closely 
followed by Zambia and Angola.

Fenn believes there are endless market 
opportunities waiting to be tapped. 
“We will always remain focused on small 
appliances, with a view to becoming 
market leaders in the major categories. 
Innovation will always remain a part of the 
company’s strategy and diversification is 
definitely on the cards for the future.” 

It’s a proud year for 
everyone at Creative 
Housewares as it celebrates 
25 years since it first began 
trading in South Africa. 
Tracing the company’s 
history, however, reveals 
that it is considerably older, 
and dates back to the 1950s 
when it operated in England 
as the small family business, 
Mellerware.

Justin Fenn – keeping original family 
values in the business.
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Ironing Board 
Hanger
This easy‑to‑store 
ironing board 
and iron can be 
door or wall 
mounted.

celebrates 25 years,
three generations in SA

Vesuvius 6L Pressure Cooker
The six‑litre pressure cooker has been 
awarded the Jenny Rated logo. By 

endorsing certain products Jenny 
Morris puts her reputation behind 

the assurance that consumers 
can depend on the product’s 

superior qualities and 
performance.

Superior quality 
homeware from Monix
Monix is part of the Taurus group of 
brands, providing quality homeware 
products ranging from ironing boards 
to cookware.

brand pyramid

Appliance giant Taurus has dominated the Spanish market 
for over 50 years. Since the 1990’s Taurus have expanded 
into Europe, South America, Africa and the East. In 2006 
Taurus acquired shares in Creative Housewares.

Creative Housewares has expanded exponentially through 
its relationship with Taurus and continues to grow deeper 
into existing categories as well as wider through the 
introduction of new brands.

Mallory is part of the Taurus 
group of brands providing 
economical entry level 
appliances to the market.

Monix is part of the Taurus 
group of brands providing 
quality homeware products 
ranging from ironing boards 
to cookware.

The house brand of Creative 
Housewares, provides 
entry level appliances from 
the “Contemporary” range 
through to the full feature, 
highly styled products in 
the “Executive” range.

Morphy Richards has a rich 
history in producing outstanding 
electrical appliances. Today, 
they continue to lead the 
market through their innovative 
designs and manufacturing 
to the highest standards, to 
provide products that make life 
easier.  

Creative Housewares is 
proud to be appointed as the 
official distributor of Dyson, 
UK’s premium vacuum 
cleaner brand, which has set 
new standards in advanced 
technology and design in floor 
care.

Belgian eco - friendly 
cookware brand GreenPan, 
uses an exclusive coating 
called Thermolon which is 
PTFE and PFOA free, can 
reach temperatures of up to 
450°C and uses 60% less 
CO2 in production. 

Aqua Optima has been 
researching water for years; 
testing it and refining it 
using the latest technology  
resulting in cleaner, purer 
water, just as nature 
intended.
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Mellerware, trends for life
The house brand of Creative Housewares provides entry‑level 
appliances from the Contemporary range through to the full 
feature, highly styled products in the Executive range.

Quick and easy espressos with Arezzo
In association with Caturra Coffee, Mellerware has launched 
the Arezzo capsule coffee machine, which uses the coffee-
motion system of closed capsules from Caturra to make 
perfect espresso’s in seconds.

“The coffee has to be tasted to be experienced properly,” 
says Creative Housewares marketing manager Steve Stewart. 
“Caturra has outdone themselves on taste and Mellerware 
on convenience. Gone are the days of manually filling the 
espresso machine and cleaning up the mess afterwards.”

“Operating the coffee machine is quick and easy”, Stewart 
continues, “simply click open the top of the coffee machine, 
insert a Caturra capsule, close the lid and press the button. 
The result is an espresso with a perfect crema that would 
satisfy the most discerning coffee connoisseur. If a weaker 
espresso is preferred, allow the machine to run a bit longer 
for an Americano”.

“When making another cup simply open the lid and the 
previous capsule conveniently slides into the back and 
drops into an extractable tray. The tray discreetly holds the 
empty capsules, which can be thrown away later for plastic 
recycling. The capsule system ensures exact quantities, 
effectively eliminating wastage and mess. An espresso has 
never been as quick or tasty”.

Mellerware and Caturra have focused on bringing 
premium coffee drinking to the consumer with exceptionally 
keen pricing for the Arezzo system. Additionally, with any 
purchase of an 
Arezzo machine, 
a selection of 
six capsules 
is included 
free so that 
consumers 
can sample 
the blends 
and purchase 
their favourite.

Eco‑friendly cookware from GreenPan
Belgian eco-friendly cookware brand GreenPan uses an 
exclusive coating called Thermolon which is PTFE and PFOA 
free, can reach temperatures of up to 450 degrees Celsius 
and emits 60% less carbon dioxide in production compared 
to other non-stick coatings.

The technology that makes GreenPan different is the 
Thermolon coating which contains no PTFE (poly tetra fluoro-
ethy lene) and uses no PFOA (perfluorooctanoic acid) in its 
production process.

What does this mean? Well, PTFE is the chemical name 
given to traditional non-stick coatings widely available on a 
number of products on our shelves today. The disadvantage 
of these coatings is that they decompose at temperatures 
exceeding 260°C, releasing fumes that are noxious to the 
respiratory system. GreenPan’s Thermolon ceramic coating is 
resistant up to 450°C, providing perfect non-stick properties. 
It is also scratch-resistant, durable and most importantly, 
contains no PTFE. PFOA is used in the application process of 
PTFE coatings and has been classified as a likely carcinogen 
by the America EPA. GreenPan’s Thermolon uses absolutely 
no PFOA in any part of its coating or production processes.

Jenny Morris has been appointed as the brand 
ambassador for GreenPan in South Africa. Products that 
are awarded the Jenny Rated logo are tested, used and 
approved by Jenny Morris, and are used by her students 
regularly within her Giggling Gourmet CooksPlayground, 
which puts her reputation behind the assurance that 
consumers can depend on 
the superior qualities and 
performance of products 
and services that bear the 
Jenny Rated endorsement. 
For more information go to 
www.jennyrated.com.

creative housewares brands
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Eliminate dust with Dyson
Creative Housewares is the official distributor of Dyson, UK’s 
premium vacuum cleaner brand, which has set new standards 
in advanced technology and design in floor care.

You know the feeling when some everyday product lets you 
down. “I could have designed this better myself,” you think.

For James, frustration has proved the mother of invention: 
during a chance visit to a local sawmill, James noticed how the 
sawdust was removed from the air by large industrial cyclones. 
Could that principle work on a smaller scale in a vacuum 
cleaner? He took his vacuum apart and rigged it up with a 
cardboard cyclone. He then began to clean the room with it. 
Amazingly, it picked up more than his old bag machine – the 
world’s first vacuum cleaner without a bag.

Performance and reliability testing are absolutely 
fundamental to the design process and product development 
cycle at Dyson. Destructive, endurance, performance and 
reliability testing are carried out 24 hours a day, seven days a 
week. Highly Accelerated Life Testing (HALT) techniques are 
used to compress a whole product lifetime into a matter of 
days or weeks.

Dyson tests machines and prototypes in Malmesbury, as well 

as in the factory in Malaysia where the vacuums are produced. 
More than 100 tests are repeatedly carried out on machines 
before they go into production on the team’s 126 test stations 
and 25 individual performance rigs. Dyson engineers spend 
30 000 hours a month testing machines to make sure they 
are happy with their performance and reliability. They are also 
constantly working on developing even more realistic and 

consumer‑relevant tests.
The DC25 Dyson Ball is a slim, 

lightweight upright that sits on a ball. 
Conventional cleaners with fixed wheels 
can only move in straight lines; they’re not 
designed to steer. But the new Dyson DC25 
sits on a ball and turns with ease.

Dyson engineers have replaced 
wheels with a ball to give DC25 greater 
maneuverability. The motor sits inside the 
ball, making it lighter in hand and even 
easier to steer. With the turn of the wrist 
DC25 responds by swiveling its head to nip 
around obstacles like furniture, children 
and pets around the home.

The DC25 has a motorised brush‑bar 
which even captures ground‑in dirt 
and pet hair, so it picks up as much as a 
full‑sized Dyson vacuum.

Pure water from 
Aqua Optima
Aqua Optima has been 
researching water for years, 
testing and refining it using the latest technology to produce 
filters of superior quality. With the five‑step filtration process 
Aqua Optima water filters remove impurities that even 
boiling cannot eliminate.

Dispenser
The filtered water dispenser and chiller 
holds up to 7.2 litres and provides 
chilled filtered water. The filtration 
process removes herbicides, pesticides, 
lead, chlorine and lime scale.

“Creative Housewares likes to do its 
bit for the environment, which is why 
we have partnered with Working for 
Water,” says managing director Justin 
Fenn. “Mellerware, in conjunction 
with Aqua Optima, is committed to 
supporting the Working for Water campaign by donating R1 
per product sold and providing staff to actively participate in 
alien vegetation clearing campaigns.

Stylish and contemporary Morphy Richards
Morphy Richards is an international brand that is sold in over 
40 countries. The products user‑friendly nature is coupled 
with a stylish and contemporary look. It is a market leader 
through its innovative designs and high manufacturing 
standards. The 70‑year‑old brand is owned by the Glen 
Dimplex group who is the largest manufacturer of electrical 
heating appliances in the world.

Clever cooking with Intellisteam
Intellisteam has an intelligent digital timer and individually 
controlled heat elements that allow the cooking times of 
different foods to 
be co‑ordinated 
so everything 
finishes cooking 
together. There 
is no need for 
extra pans as the 
Intellisteam cooks 
complete family 
meals, from the 
sauce through to 
the rice.
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In recognition of his consistent hard work 
over the years Creative Housewares has 
appointed Aidan de Vos sales director of 
the company.

De Vos joined the small appliances 
manufacturer, supplier and distributor in 
February 2005, when its stable consisted 
of little more than one brand and 35 
products. Today this number has grown 
to seven brands and just under 200 
products. “De Vos’s relentless drive has 
been a significant contributor to this 
success,” says MD Justin Fenn.

De Vos modestly emphasises that 
his achievements are the result of 
teamwork and successful relationships 
with Creative Housewares’ customer 
base. His persistence, which he describes 
as “doggedness, like a little bull terrier 
that grabs at your ankle and never lets 
go”, has certainly sniffed out growth 
opportunities for the company, resulting 
in exponential growth year on year.

De Vos’s professional career began 
in the hardware retail industry, he then 
moved on to wholesale within the power 
tool sector. After eight years he felt it was 
time for a change and joined Creative 
Housewares as regional sales manager for 
Gauteng and surrounding areas.

De Vos believes there are three pillars 
to ensuring future growth within Creative 
Housewares: “Surrounding ourselves with 
dynamic out‑the‑box thinkers, striving 
to do things differently in the market, 
and maintaining the group’s energetic 
approach to product, category and brand 
expansion programs. This will ensure 
that Creative Housewares continues to 
provide stylish yet affordable lifestyle 
enhancing products that add value to 
consumers’ lives.

“My hope is for Creative Housewares 
to excel at a growth rate that exceeds 
our current plan,” he continues. “I would 
like to see the staff grow with the 
company – and have fun while doing 
so – and I want to ensure that we, at any 
given time, have a staff complement 
with the necessary skills and tools in 
place to continue with the expansion 
programme should any one of our team 
move on.” 

Since joining Creative Housewares in April 
2008 marketing manager Steve Stewart’s 
passion for brands has had a significant 
influence on driving the company as the 
house of brands.

“With the increasing amount of choices 
consumers have, it is vitally important 
that we provide brands that fulfill their 
promise – by meeting consumers’ needs 
and adding value to their lives,” says 
Stewart. “Through building brands we 
create relationships with customers by 
understanding their needs and providing 
product ranges relevant to various life 
stages. At Creative Housewares we believe 
in the strength of brands, which is why in 
the last few years we have positioned the 
company as the house of brands.”

“Over the last year”, Stewart contin‑
ues, “Creative Housewares took a long 
hard look at what its current brands offer 
customers. We examined our product of‑
fering, communication methods, and ways 
to differentiate ourselves in the market. 
We investigated what our customers are 
looking for and consequently, what was 
missing from our stable.”

Stewart says it soon became apparent 
that Creative Housewares’ small appliance 
offering was not targeting all markets. 

“While the Mallory and Mellerware brands 
provided us with products from entry to 
mid‑premium levels, a gap existed in our 
range for a truly aspirational brand. In Au‑
gust 2009 we found the brand to complete 
our offering – Morphy Richards – where 
beautiful design and amazing functionality 
result in exceptional products.”

Creative Housewares took additional 
steps to enhance its existing offering: 
“The Mellerware packaging and logo 
were upgraded to better communicate 
the brand and product selling features,” 

Stewart explains. “Further value was added 
to the cookware and food preparation 
products by providing extensive product‑
related recipe books. These products were 
also tested and endorsed by South African 
celebrity chef Jenny Morris, also known as 
the Giggling Gourmet.

“The relationship created with Jenny 
Morris led to the launch of the non‑stick 
cookware brand GreenPan with Jenny 
as the brand ambassador. GreenPan, a 
Belgian brand sold in over 50 countries, is 
the first eco‑friendly cookware brand to 
be launched in South Africa. With Jenny 
hosting a number of media events it has 
been a resounding success.”

Co‑branding is part of the Creative 
Housewares strategy. The effect of the 
Jenny Morris endorsement on our sales 
has been overwhelming. This strategy 
has been rolled out to other categories, 
for example the relationship we have 
built between Caturra Coffee and the 
Arezzo machine.

Creative Housewares has become the 
house of brands. The co‑branding initia‑
tives have had a snowball effect attract‑
ing other brands to us. We are growing 
from strength to strength and are looking 
forward to what the future holds. 

Aidan de Vos – 
Hoping for extensive growth.

Steve Stewart – Positioning 
Creative Housewares as the 

house of brands.

New sales director appointed

Creative Housewares positioned as the house of brands
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Companies running customer loyalty 
programmes will have to start overhauling 
these to meet consumer protection 
requirements. “This is not just a matter 
of tweaking here and there, but in many 
cases of completely rewriting the terms 
and conditions of loyalty programmes,” 
says Werksmans Advisory Services director 
Ina Meiring.

She warns that companies cannot 
afford to wait until the Consumer 
Protection Act comes into effect next year 
to start revising their loyalty programmes. 
“If your existing loyalty programme 
will still be in place on the general 
effective date – which is 18 months 
after the President signed the Act on 
29 April 2009 – you must make sure it 
complies now.”

The reason is that these programmes 
will be regarded as “pre‑existing loyalty 
programmes”, key aspects of which will be 
governed by the Act. One example with 
major implications for company loyalty 
programmes is the common practice of 
imposing limitations on when, how and 
what goods and services consumers can 
exchange for loyalty credits.

“Currently, it is not uncommon for 
loyalty programmes to say that goods or 
services are ‘subject to availability’,” says 

Meiring. “Under the Consumer Protection 
Act, companies have a duty to ensure that 
the goods offered to consumers in loyalty 
programmes are in stock. Companies 
will in future only be allowed to impose 
restrictions on availability if they follow 
the correct procedure.

“This entails giving consumers advance 
warning, in writing, that a product or 
service will not be available for a certain 
period. “That period may not be longer 
than 90 days.”

Another change is that companies 
will not be allowed to carry on with the 
relatively common practice of asking 
consumers to pay for any costs linked 
to the product they are exchanging for 
loyalty points. “Businesses may not impose 
any monetary charge for administering, 
processing or handling a loyalty 
programme transaction if the consumer is 
required to pay a periodic fee to remain a 
member of the programme,” says Meiring. 

“Furthermore, companies will be obliged 
to make sure that prescribed information 
is carried on all loyalty programme offers 
and documents meant for members.”

She says that the sponsors and 
suppliers of loyalty programmes should 
also be aware that all programme‑related 
transactions (meaning goods and services 
supplied in exchange for loyalty credits or 
awards) will be subject to the Act.

“This means that consumers taking part 
in loyalty programmes will be entitled 
to the full protection of the Act.” This 
protection includes, for example, the right 
to safe, quality goods and recourse for 
hazardous or defective products.

“The protection offered by the 
Consumer Protection Act for consumers 
is to be welcomed,” Meiring says. 
“Companies would be well advised to 
start revising their customer loyalty 
programmes sooner rather than later to 
determine compliance.” 

Ina Meiring – back to the drawing board 
for some companies.

Retail sales fell more slowly than 
expected in July, backing other 
evidence that South Africa’s recession 
may be ending.

According to Statistics SA, retail sales 
fell 3.9 per cent in July, a significant 
improvement on the 6.9 per cent drop 
in June. This number points to the 
economy exiting recession during the 
third quarter.

Additionally, the pace of contraction 
in South Africa’s economy eased to 
three per cent during the second 

quarter of this year, after a 6.4 per cent 
plunge in the first quarter. Although 
consumer budgets remain constrained 
and credit extension tight, economists 
say it appears that consumer retail 
spending has found a bottom point, 
even though it is still weak. Trading 
conditions are likely to stabilise in the 
months ahead and slowly improve next 
year. Retail sales should continue to 
improve in the coming months, given 
the pass‑through of previous interest 
rate cuts. 

Improved retail sales bode well for 
economic recovery

loyalty programmes comply with legislation
Companies urged to ensure

Newsline
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Whirlpool Corporation has been named to 
the 2009/2010 Dow Jones Sustainability 
Index (DJSI), an international stock port‑
folio that evaluates corporate perform‑
ance using economic, environmental and 
social criteria. This is the fifth year in a row 
that Whirlpool has been named to a Dow 
Jones Sustainability Index.

“We are proud to be recognised by 
one of the world’s most comprehensive 
reviews of sustainable business practices 
for five consecutive years,” says Whirl‑
pool Corporation chairman and CEO Jeff 
Fettig. “Our ability to be included on this 
Index stems from the efforts of Whirlpool 
employees. I am proud of the people at 
Whirlpool who make our long‑term com‑
mitment to social responsibility a reality.”

Whirlpool Corporation has been giving 
back to the communities in which it 
operates since its founding in 1911, long 
before sustainability became a focus of 
business and society. Nearly 40 years ago 

the company established a corporate 
office for environmental control, and in 
2003 became the world’s first appliance 
manufacturer to announce a global 
greenhouse gas reduction target.

Recently, Whirlpool announced that 
by 2015 it will make all the electronically 
controlled appliances it produces – 
everywhere in the world – capable of 
receiving and responding to signals from 
smart grids.

Launched in 1999, the Dow Jones 
Sustainability Indexes are the first 
global indexes tracking the financial 
performance of the leading sustainability 
driven companies worldwide. Based on 
the cooperation of Dow Jones Indexes, 
STOXX Limited and SAM they are intended 
to provide asset managers with reliable 
and objective benchmarks to manage 
sustainability portfolios.

Companies are selected for the DJSI 
based on a thorough assessment of 

general and industry‑specific sustainability 
criteria, including corporate governance, 
environmental performance, labour 
practices and community development. 
The analyses are verified by an external 
auditor. 

Whirlpool’s sustainable business practices 

recognised for fifth consecutive year

Jeff Fettig – employees’ commitment 
pays off.

Newsline
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Some 50 Brazilian companies participated in the Brazil Trade 
Mission to Africa 2009, hosted by Brazilian Trade and Investment 
Promotion Agency Apex‑Brazil in September. Brazilian 
representatives met with trade groups from Africa and South 
Africa over two days to increase trade and knowledge exchange 
between the countries for mutual economic benefit. The 
spotlight was on eight of Brazil’s thriving export sectors, of which 
furniture is one.

“The Brazil Trade Mission to Africa 2009 aims to introduce and 
facilitate trade between local importers and Brazilian exporters 
by providing importers with the opportunity to establish 
relations and explore business opportunities with their Brazilian 
counterparts face‑to‑face, says Apex‑Brazil president Alessandro 
Teixeira, who also attended the event.

Teixeira, who has extensive international academic, and 
business and technological development experience, is also 
president of the World Association of Investment Promotion 
Agencies (WAIPA), executive secretary of the Joint Economic and 
Trade Committee (JETCO Brazil‑UK) and executive secretary of the 
CEO’s Forum (Brazil‑USA). He is regarded as a highly influential 
business leader and was last year nominated Personality of the 
Year (Latin America) by the Financial Times.

“Brazil has developed excellent technology in many sectors, 
in social and economic climates not unlike those in Africa,” he 
continues. “We are in a position to share these insights with 
South Africa and the rest of the continent and similarly, South 
African and African businesses have much to offer us.

“In order to capitalise on these opportunities, especially during 
these trying economic times, we need to first share information 
as to the prospects available and then look at how best to take 
advantage of them. Apex‑Brazil is committed to strengthening 
trade relations between Brazil, South Africa and Africa.”

Why Brazil?
Brazil’s economic growth is the definitive success story among 
developing countries, Teixeira declares. “The country is now the 
fourth largest destination for foreign direct investment among 
emerging markets, boasting a GDP of US$1.8 trillion in 2007.

“A look at the statistics and Brazil’s global rankings as both 
exporter and consumer provides sufficient testimony to its many 

economic and social triumphs over the past decade in particular. 
However, probably the most convincing evidence of its success 
lies in the tangible growth of its middle class, from 42 to 53 per 
cent of its 190 million‑strong population between 2002 and the 
present day.

“Now, as the world reels from the biggest global downturn 
in recent memory, a study by the Paris‑based Organisation for 
Economic Cooperation & Development has identified Brazil as one 
of the 34 major economies most likely to avoid recession in 2009.”

Rich in a wide variety of natural resources, strong on 
production and with a sound infrastructure, Texeira says Brazil 
has much to offer African importers across a broad spectrum of 
sectors. “Brazil has the goods to offer and a proven trade track 
record besides.” 

Alessandro Teixeira – time to trade with Brazil.

Investors, traders attend  
Brazil Trade Mission to Africa 2009

Newsline
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 RecruitmentCEA
CONSUMER ELECTRONICS & APPLIANCES

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

to submit their CV in confidence.

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
•	 Sales and promotion planning and implementation
•	 Candidates must be articulate, analytical and have  

strong presentation skills
•	 Product procurement and relevant administration
•	 Consumer electronics industry experience an 

advantage

SALES MANAGERS, REGIONAL MANAGERS, 
KEY ACCOUNTS, SALES REPRESENTATIVES

•	 Relevant sales and marketing  
experience/qualification

•	 Successful sales background
•	 Customer orientated, shop front support
•	 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 Office)

ADMINISTRATIVE POSITIONS
Office/Sales Administrators, Data Capturers, 

PA’s / Secretaries
Credit Controllers, Debtors Clerks

Shipping Clerks, Warehouse/Stock Controllers

Using a specialist recruitment agency that 
understands the market and which will dedicate 

itself to discussing your needs and searching for 
suitable candidates is of importance.

With CEA as your partner, you will have taken the 
first step towards a successful recruitment drive.

Enquiries:
Cherry Swanson

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

e-mail: cearecruit@mweb.co.za
PO Box 71876 Bryanston 2021

A study commissioned by the 
National Credit Regulator (NCR) 
from the University of Pretoria 
Law Clinic has found that South 
Africa’s credit providers are taking 
too long to issue the balance of 
outstanding debt.

The NCR, tasked with the 
registration of credit bureaux, 
debt counsellors and credit 
providers, says some lenders do 
not even respond to requests 
for the certificate of balance 
that should be produced within 
five days after the demand for 
it. “It takes lenders at least ten 
days to furnish the NCR with the 
requested information. Some of 
these certificates, whenever the 
credit providers decide to issue 
them, contain incorrect and 
incomplete information.”

NCR senior manager Peter 
Setou says this has disappoint‑
ingly obstructed the debt 
counselling process. “This has led 
to uncertainty and inconsisten‑
cies in procedures among the 
various parties participating in 
the process. There are too many 
instances of debt restructuring 
not being successfully achieved and applications for restructur‑
ing are not being smoothly and quickly processed and finalised 
by the courts. An obstructed debt review process can have 
severe consequences for consumers, lenders, and the broader SA 
credit industry.”

Debt counselling, introduced through the National Credit Act 
in 2007, is a first for the local credit industry, and enables over‑in‑
debted consumers to renegotiate their repayment obligations.

Furniture Traders Association (FTA) executive director Dick 
Behrens says FTA members also blame debt counsellors for not 
giving them proper information. The FTA has more than 100 
members, including the big four furniture retailers JD Group, 
Ellerines, Lewis and Shoprite Furniture division. These members 
have 3 000 stores between them across the country.

“Our members claim that sometimes they ask for proper forms 
and do not get them in time,” says Behrens.

Credit providers are allegedly also engaging in setting‑off of 
consumer assets against specific debts and failing to stop debit 
orders when requested. In some cases they have continued to 
enforce repayment of debts while consumers are formally under 
debt counselling.

“They sometimes terminate a debt review process that has 
already commenced, or take legal action against a consumer 
after a debt restructuring application has been lodged in the 
court,” says Setou. 

Debt review processes 
obstructed, NCR study reveals

Dick Behrens – poor coop‑
eration from debt counsellors.

Peter Setou – uncertainties 
and inconsistencies among 
parties involved.
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Although a number of leading indicators 
suggest that the real economy probably 
bottomed during the second or third 
quarter of 2009, the latest FNB/Bureau of 
Economic Research consumer confidence 
survey results show that consumers are 
still in precautionary mode.

This is evident from the consumer 
confidence index (CCI) level, which fell 
from +4 in the second quarter to +1 
in the third. “The current level can be 
described as a neutral level of confidence, 
although a reading of +1 indicates that 
there are somewhat more optimists than 
pessimests,” says FNB chief economist 
Cees Bruggemans.

The FNB/BER CCI is based on three 
questions: the expected performance 
of the economy, the expected financial 
situation of households, and the rating of 
the appropriateness of the present time 
to buy durable goods such as furniture, 
appliances, electronic equipment and 
motor vehicles.

All three of the CCI’s sub‑indices 
deteriorated during the third quarter, with 
the largest decline being in economic 
performance, which fell by six index points 
to +11. The net percentage of consumers’ 
expecting their own finances to improve 
declined by two index points (from 
+17 to +15), while the net percentage 
of consumers’ rating the present as an 
inappropriate time to buy durable goods 
increased by two index points (‑21 to ‑23).

“The two index point decline in the 
time to buy durable goods index brought 
this sub‑index down to a nine‑year low of 
‑23 index points, suggesting that house‑
holds still regard the present time to buy 
durable goods as being highly inappro‑
priate,” says Burggemans. “More broadly, 
this result also signifies that consumers 
have shifted to a more cautionary mode – 
although the prime interest rate has now 

been cut by a cumulative 500 basis points 
and a number of banks have announced 
an easing in their credit criteria, this 
relatively more prudent stance of consum‑
ers may keep the lid on sales of big ticket 
items in the near term.”

A breakdown of the survey results in 
terms of income groups reveals diverging 
results, and sheds some light on why 
consumer confidence declined during the 
third quarter. While the confidence levels 
of high income earners increased from +1 
to +5, low income confidence plunged 
from +7 to ‑4.

“High income earners are probably 
taking heart from the reported rebound 
in world economic growth, share prices 
trending higher, a further interest rate cut 
and news that banks have started to ease 
their lending criteria,” says Bruggemens. 
“However, similar to the results for the 
overall CCI, high income earners are 
still pessimistic about the present time 
to buy durable goods and can only be 
considered optimistic about the forward 
looking indicators, namely the outlook for 
the economy and their own finances 12 
months hence.

In sharp contrast, low income earners 
(i.e. the mass consumer market) made a 
substantial downward adjustment to their 
rating of all three questions in the CCI 
survey. Bruggemans says this deterioration 
in consumer sentiment among low 
income households can probably be 
ascribed to mounting evidence of job 
losses in the domestic economy, shorter 
working hours and a decline in overtime 
remuneration and sharp increases in 
electricity and fuel prices.

“This suggests that, even if household 
income starts to improve, the recovery in 
consumer spending is likely to be slow, 
as some consumers are likely to favour 
saving rather than spending.” 

Consumers remain cautious as Q3 
confidence retreats slightly

Shoprite and 
Steinhoff have been 
eying each other for 
some time, accord‑
ing to Finweek, and 
there is speculation 
that a merger or a 
takeover could be 
in the offing. A deal 
looks like it would 
also be good for 
shareholders, the 
publication reports, 
because despite the two companies having 
divergent business models they would sup‑
plement each other very well. The combined 
entity could also possibly be worth an 
estimated 14 per cent more than the current 
separate market values of the two groups.

But Business Report later stated that the 
tie‑up was not a done deal and that Shoprite 
chief executive “may scupper plans”. This 
would not be the first time Basson nixed 
possible merger plans, the business daily 
continued. In 2005 it was rumoured that 
Shoprite and Massmart Holdings Ltd were in 
talks to merge, but Basson opposed the plan 
from the start and nothing happened. In 
addition, as part of a possible deal, Shoprite 
chairman Christo Wiese may want to swap 
his stake in Shoprite for shares in Steinhoff. 
However, without Basson’s backing the deal 
might not occur.

Steinhoff has so far declined to comment 
on the reports, although it did declare previ‑
ously that it has the capacity to pursue ac‑
quisitions, thanks to a robust balance sheet. 
The furniture maker and retailer operates in 
southern Africa, Europe and the Pacific Rim, 
while Shoprite, which runs the Checkers 
and Shoprite supermarkets, has 102 stores 
outside of South Africa, mainly elsewhere on 
the continent. 

Shoprite chairman 
eyeing stake in 

Steinhoff?

Whitey Basson – to 
swap to not to swap?

Newsline

0910 HGR.indd   13 2009/10/28   11:19 AM



In only one day wood and laminate flooring provider Floors 
Direct succeeded in collecting R2500 and 250 blankets for 
Jacaranda 94.2’s recent Winter Warmer blanket drive.

Managing director Jose Dos Passos started the ball rolling on 
the morning of Friday 31 July by challenging all stores in Gauteng 
to better Floors Direct head office’s initial donation of ten 
blankets. He also pledged that all sales of non‑promotional items 
from listeners who went to a Gauteng store on Saturday 1 August 
and mentioned they had heard the promotion on Jacaranda, 
would be accumulated and given to Gift of the Givers.

Says Dos Passos: “We wanted to dig a little deeper and come 
up with something more than just donating blankets. While these 
are a much‑needed item for the less fortunate in winter, the work 
of Gift of the Givers goes much deeper and for this they need the 
money to support their efforts. Consequently, we decided on the 
spur of the moment to co‑ordinate a promotion where we could 
involve the people of Gauteng as well as our own sales teams.”

By the end of the day Floors Direct Centurion had collected 50 
blankets, followed by Xavier (45), Greenstone (40), Strubensvalley 
(35), Randburg (30), Northriding (25) and Boksburg (15).

“At Floors Direct we are constantly looking for ways to give 
back to our community, and what better way to do this than 
to partner with successful campaigns such as the Jacaranda 
Winter Warmer drive,” continues Dos Passos.  “The stores really 
pulled together and it created a great sense of team work and 
competition between those in the Gauteng region.”

The Floors Direct drive was rounded off with a delivery of the 
items and a cheque for Gift of the Givers to the Jacaranda offices. 

Notwithstanding testing trad‑
ing conditions, Italtile gained 
modest market share and 
delivered creditable results 
in line with expectations. The 
group reported a seven per 
cent decline in systemwide 
turnover to R2.57 billion, while 
trading profit decreased by 
ten per cent to R361 million.

Prudent inventory management reduced stockholding by 27 
per cent to R191 million over the reporting period, resulting in a 
strong balance sheet and improved product mix. Cash reserves 
increased by 137 per cent to R667 million.

“In the current economy the strength of our high profile 
brands stands us in good stead,” says CEO Gian‑Paolo Ravazzotti. 
“Offered a wider range than ever in a competitive market, 
educated consumers turn to established brands they trust. 
Despite reduced consumer traffic, the group benefited from an 
increase in average selling price.”

The group’s Top T, CTM and Italtile brands are represented in 
104 stores across Africa and Australia. The offering is positioned 
to appeal across the consumer spectrum from the value‑driven 
volume end to the exclusive premium‑end sector.

During the review period, the high volume first‑time home 
buyers market proved robust, with black consumers particularly 
driving growth. In‑house brand building campaigns such as 
Kilimanjaro and Studio Ceramico also proved successful for CTM.

The Italtile brand delivered improved turnover and succeeded 
in gaining market share. Range enhancement and improved 
service delivery benefited the business, while investment in 

Italtile’s 40th anniversary campaign raised increased awareness of 
the brand. “Management believes the brand formula is reaching a 
level where it can be rolled out to extend the current network of 
seven stores,” says Ravazzotti.

The group’s fledgling Top T operation comprises eight stores 
serving rural towns and smaller informal markets. “The good 
value, no‑frills formula is well suited to price‑sensitive consumers,” 
Ravazzotti continues. “Further cautious expansion will be 
evaluated on an ongoing basis.

“Across the brands, management’s priorities over the year 
have been skills development and improvement in systems 
and controls, which will enhance the customer’s shopping 
experience,” he notes.

Long‑standing relationships with strategic suppliers ensured 
consistency of product quality and supply, and reduced 
exposure to import volatility. The group’s supply chain was 
further optimised with the acquisition of an interest in Eezetile, a 
national manufacturer of adhesive, grout and related products.

The Australian operation, which comprises nine stores, traded 
through an exceptionally difficult year. An improved performance 
in the final three months of the review period enabled the 
business to deliver a small trading profit.

The group has 14 CTM stores in sub‑equatorial Africa, 
where the strategy is to use existing relationships to entrench 
the brand’s presence and further develop the territories. 
Opportunities are currently being evaluated in Malawi and 
Zambia where the master franchise licenses have expired.

Ravazzotti concludes: “The trading environment will remain 
difficult over the next financial year. Our challenge will be to 
retain and grow market share and capitalise on opportunities as 
the economy recovers.” 

Floors Direct and Jacaranda 94.2 
blanket drive ensures a warm winter

Helen Marshall (Floors Direct), Dianne Brooderyk (Jacaranda 94.2 ), 
Mark Gonsior (Floors Direct).

Italtile delivers creditable results in beleaguered market

Gian‑Paolo Ravazzotti – 
consumers prefer brands they trust.

Floor Coverings & Floor Care
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The dominance of the domestic sector, 
and in particular domestic carpet, has 
seen the total UK floor coverings market 
experience more difficult conditions in 
2008, the report states. The dramatic 
decline in new house building, and the 
significant slowing of the house moving 
sector have affected sales, resulting in an 
estimated four per cent decline for 2008 
compared with the previous year.

Carpet represents the dominant floor 
coverings sector with estimated value 
share of around 58 per cent in 2008, but 
this represents further decline on 2006 
levels. Tufted carpets have continued to 
dominate the carpet mix, although there 
has been some gain for fibre‑bonded 
carpets in 2008 as consumers have been 
trading down.

Wood floor coverings has also had 
a mixed experience since 2006 with 

further evidence of declining laminate 
sales in terms of both value and volume. 
Laminates have been hit particularly 
hard by declining DIY sales. In contrast, 
both solid and engineered woods have 
remained popular with engineered woods 
continuing to take share in both the 
domestic and contract sectors.

Vinyl has continued to reap the 
benefit of increased specification within 
the contract sector and has particularly 
benefited from public sector investment 
in education and health.

Ceramic floor tiles continued to 
experience good growth in 2007 although 
indications for 2008 are that the market 
has remained static, again affected by the 
decline in domestic demand, particularly 
for conservatories and kitchen and 
bathroom refurbishments.

The prospects for the medium‑term 
remain mixed and difficult to forecast in 
the continuing uncertainty surrounding 
the UK and wider global economies. Floor 
coverings are often a deferrable purchase 
and are likely to experience an element of 

deferral within the domestic sector in the 
short‑term. Additionally, contract sectors 
that have remained relatively positive 
in 2008, such as retail and commercial 
offices, are likely to experience significant 
decline in new build output and 
refurbishment levels over the next two 
years, which is likely to impact on all floor 
coverings.

The floor coverings market is expected 
to decline by around ten to 12 per cent in 
the 2008‑10 period before experiencing 
moderate increases to 2013, providing 
the downturn does not become more 
severe or prolonged than currently 
anticipated. Key factors likely to influence 
medium‑term growth prospects include 
expectations of returning consumer and 
business confidence and refurbishment 
activities associated with the 2012 
Olympics. In addition, public investment 
in health and education should help 
offset a more difficult domestic market in 
2009‑10.

For more information have a look at 
www.amaresearch.co.uk 

The state of the floor 
coverings market in the 
UK and other countries 
invariably affects South 
Africa’s own industry and 
local manufacturers are 
well advised to take note of 
a recently published report 
by AMA Research on the UK 
flooring market. It predicts 
a gloomy medium-term 
outlook, with the industry 
starting to recover over the 
long term.

Floor coverings market will decline 
before it recovers, research reveals

Floor Coverings & Floor Care
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Design savvy recommends a 60 per cent dominance of the primary 
colour to an interior, with 30 per cent devoted to complementary 
colours and ten per cent for accent details. As the foundation to the 
room, the floor forms part of the 60 per cent ambit so the impor‑
tance of helping the consumer make the right choice is very clear.

Purpose of the room
Traffic, possible water damage and noise all follow from the purpose 
of the room in question and the answers affect the type of floor cov‑
ering required. Wet rooms such as bathrooms, kitchens and laundries 
are best served by water‑resistant floor coverings such as the Loft 
Project range of wood laminates by Berryfloor or the more affordable 
wood lookalike Woodmark range of IVC cushioned vinyl. These new 
cushioned vinyl ranges feature luxurious cushioning with easycare 
top layer technology in unique and thoroughly realistic designs and 
are available from Belgotex.

Style
The floor either forms a design link between parts of the house or 
the demarcation of a particular zone, so the interplay of one floor 
covering with another is critical to avoid a checkerboard look to the 
home as a whole.

Colour and texture are primary elements in design that strongly 
influence mood to the interior. The variety of floor coverings 
available from Belgotex reflect the close ties to international design 
experts who inform the designs and colours offered in their ranges 
of carpets, wood laminates and cushioned vinyls.

The latest interior trends reflect the natural elements of air, water, 
fire and earth colourways, ranging from soft white to dusky earth 
shades. Air and water shades aim to create fluid, pure and soothing 
interiors that refresh and renew, while the fire and earth colours lend 
a sense of warmth and rich abundance with splashes of drama and 
spontaneity.

Installation and cost
In considering the cost factor for the consumer, the time, technical 
difficulty, inconvenience and mess should be added into the direct cost 
of the material itself. Carpets are the simplest floor covering to lay with 
wood laminates or cushioned vinyls a close second.

Safety
Does the floor covering present a slipping hazard to young children 
or infirm people? This is an important consideration for floor areas 
in bathrooms and immediately adjoining the entrances from 
outdoors where placing Belgotex recommends Nexus walk‑off mats, 
and says carpets are unrivalled for safety being inherently soft and 
non‑slippery underfoot.

Maintenance
How much work is needed to keep the floor clean and in good 
condition? Hard floor coverings need sweeping and wiping down 
at the very least so that necessarily they are more labour‑intensive 
than carpets, which require only regular vacuum cleaning. The new 
advanced SDX and Stainproof Miracle Fibre technology of carpets by 
Belgotex have effectively banished concerns about carpet stains.

Insulation
Extending over a wide area within the home, the floor tends to 
either lose heat very rapidly or require a disproportionate amount of 
power to warm a room. Consequently, careful consideration needs 
to be given to the energy efficiency of the floor covering chosen. 
As natural insulators, carpets keep rooms warm in winter and cool 
in summer, which makes them the ideal choice in bedrooms, family 
rooms and formal lounges. Installed with Orange undercushion, the 
energy efficiency and experience of plush luxury underfoot is further 
improved.

Acoustic control
Different floor coverings have different effects on the noise levels 
within a home. Unpleasant echoes, particularly in double‑volume 
open‑plan designs, or the incessant noise of tramping feet along 
passageways are common noise disturbances that are easily 
overcome simply by installing carpets. Unrivalled for their sound 
control properties, carpets are the floor covering of choice in home 
theatres and TV lounges. 

The variety of floor coverings available from Belgotex and the ranges 
of design and colours in each allow complete design flexibility in 
achieving the effect of choice.

Help consumers 
find their feet 
when choosing  
a floor covering

Floor Coverings & Floor Care
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Spills happen, but, thanks to STAINPROOF SDX and STAINPROOF 
MIRACLE FIBRE advanced yarn technology in the new ranges of 
carpets from Belgotex Carpets, headaches from stains have been 
banished into the past.

The luxury and good looks of the stun‑
ning new carpet ranges by Belgotex 
Carpets will be yours to enjoy for many 
years to come. BUT, look for the STAIN‑
PROOF SDX or STAINPROOF MIRACLE 
FIBRE logos first for beautiful colourfast 
and bleach resistance carpets.

STAINPROOF SDX (Solution Dyed Nylon for Xtreme Conditions) 
features colour locked into the nylon fibre at molecular level so 
that it cannot wash out. ROYAL TWIST, OPULENCE and WESTMINSTER 
are all STAINPROOF SDX ranges designed for sophisticated and 
plush luxury interiors.

Ever‑popular TIMBAVATI ULTRA and textured SUPERWEAVE are 
both STAINPROOF MIRACLE FIBRE ranges featuring the colourfast, 
stain‑resistant, anti‑microbial and anti‑allergenic qualities of this 
polypropylene fibre construction. Both these ranges are beautifully 
on trend in interiors inspired by organic, natural elements.

Care of stainproof carpets by Belgotex Carpets is reduced to 
simple, regular vacuum cleaning – weekly for low traffic areas and 
daily for high traffic areas.

Stains, when they happen, may be simply washed out with 
a 50% solution of household bleach and water. Really stubborn 
stains like wax crayon, marker pen or lipstick, may be blotted out 
with a little acetone. Never overwet the carpet and always work 
from the outside of the stain inwards to avoid spreading the 
mark. These cleaning methods ONLY apply to carpets bearing the 
STAINPROOF SDX or STAINPROOF MIRACLE FIBRE logos.

For further information and advice on stain removal and carpet 
care, email belgotex@carpets.co.za or call (033) 897‑7500. 

GREAT LOOKING
STAINPROOF CARPETS

Floor Coverings & Floor Care
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The highly popular Florpoint needlepunch range (available in broad‑
loom and carpet tiles) manufactured by Van Dyck Carpets has un‑
dergone a recolouring to provide 20 stocking colours and 28 colours 
that can be made to order with a minimum of 1 000 square metres.

Florpoint is a Berber‑look needlepunch carpet, available in broad‑
loom 3.66m wide, or 500mm × 500mm tiles (with 600 × 600mm 
and 1m × 1m available on request), and is manufactured from 100 
per cent PFX Stainshield staple fibre, suitable for heavy commercial 
applications.

Backing for this highly competitive range is either the proven 
Plainback, or the very popular loose‑lay version Enduroback KR4 
bitumen backing, branded and well known as Graveltex.

“This range has been around for more than 20 years and has 
been successfully used in many heavy commercial installations,” says 
Van Dyck Carpets’ Bernd de Smedt. “Additional benefits include its 
permanent static control, making it very suitable for installation on 
raised or access flooring.”

‘Hairy’ tiles still available
The Textile range of high‑quality and performance carpet tiles is still 
available from Van Dyck, and is the only locally produced “hairy” tile – 
a tried and tested thoroughbred that is complementing the existing 
Van Dyck needlepunch ranges with its very different look.

“Textile was the first needlepunch product available on the South 
African market and is still extensively used in government buildings 
and exhibitions centres,” says De Smedt.

Hardwearing, rot‑proof, anti‑microbial, stain‑resistant, static‑re‑
sistant and UV treated for indoor conditions, Textile has a grade five 
location grade (heavy commercial).

Textile is available from stock in eight vibrant commercial colour‑
ways that co‑ordinate with today’s styles: Argon, Charcoal, Topazine, 
Quartz, Bloodstone, Crystal, Heliotrope, and Smokey Topaz. It can 
also be made to order in 24 non‑stock custom colours (for a mini‑
mum of 1 000 square metres), and is provided with Enduroback KR4 
bitumen backing.

“For exhibitions an additional glass scrim is added into the back‑
ing, giving this product the increased dimensional stability required 
in the most testing conditions,” De Smedt adds. “All Van Dyck Carpets’ 
needlepunch ranges are made of 100 per cent PFX Stainshield staple 
fibre which, thanks to its unique structure, provides better bulk and 
cover to the carpet construction. The PFX fibre also has a unique 
tenacity elongation ratio and tensile strength, and gives superb resil‑
ience while lending a new dimension of softness to the carpet han‑
dle – and it maintains the original clarity of the colour at all times.”

Stainshield PFX staple fibre is treated with UV stabiliser for indoor 
use, and additional UV protection can be provided on request for 
outdoor applications.

New tufted carpet tiles ranges
Van Dyck Carpets has also launched two new tufted loose‑lay tile 
ranges that have been inspired as part of the new Charter range, a 
collection of high‑profile and trendy made‑to‑order tufted ranges, 
providing versatility for specifiers.

Branded as Vertigo and Consulate, De Smedt says these have al‑
ready been well received by the trade and designers and have been 
used in some heavy‑commercial specifications for large corporates.

Vertigo is a quality, textured pattern tile for modern commercial 
interiors, manufactured from 100 per cent Xentrys BCF nylon 6 
yarns providing stimulating, versatile, commercial colourways for all 
interiors. It is also provided with an Enduroback KR4 backing with 
fibreglass for increased performance and dimensional stability.

“The combination of different yarn colours that are air‑entangled 
together and Stainshield‑protected gives interesting colour and 
pattern combination to this carpet tile.” Says De Smedt. “The refined, 
strong, linear pattern‑styled, textured loop‑pile construction of Ver‑
tigo ensures that hardwearing and durable tiles are provided which 
stay cleaner longer, are colourfast, stain‑resistant, anti‑microbial, 
anti‑allergenic and are not affected by insects, mildew or mould, 
nor do they harbour or generate harmful bacteria, preventing any 
microbial VOCs.”

Vertigo is available in the convenient 500mm × 500mm tile size 
(other sizes are available on request) and can be made to order in 
minimum quantities of 650 square metres per colour.

Also made to order in any colourway for minimum orders of 650 
square metres is another hardwearing and aesthetically pleasing 
tile range, Consulate. This is a multi‑linear tufted tile – also with 
the popular Enduroback KR4 backing – and is manufactured from 
another interesting yarn combination of 55 per cent Antron Legacy 
BCF nylon 6.6, 40 per cent Xentrys BCF nylon 6 and five per cent BCF 
Stainshield effect yarns.

The Antron Legacy BCF Nylon 6,6 are low‑lustre fibres that provide 
permanent static control, soil hiding and resistance to soiling. Thanks 
to their unique molecular structure these Nylon 6,6 fibres perform 
better than any other fibre.

“Consulate has a refined linear patterned loop pile construction 
for hardwearing applications where durability and aesthetic appeal 
are essential,” says De Smedt. “Thanks to its combination of Nylon 
6,6 and Nylon 6 fibres, the client gets the best of both worlds: a very 
affordable product with a very high performance.”

Consulate also uses the Enduroback KR4 backing and is also avail‑
able in 500mm × 500mm tiles – with other sizes available on request.

The above product launches and re‑colourings reconfirm Van 
Dyck Carpets’ status and reputation as an innovator and supplier of 
affordable quality carpets for the commercial market.

All Van Dyck products are Torture Tunnel tested and provided with 
a five‑year guarantee (maintenance‑linked) and a ten‑year limited 
wear warranty. 

New products and re‑coloured ranges from
Van Dyck Carpets

VertigoTextileFlorpoint Consulate

Floor Coverings & Floor Care
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High-tech features provide sales opportunities for retailers
Unlike most of the major 
appliances in South Africa, 
the market for vacuum 
cleaners is weathering the 
storm with stable sales 
and growing turnover to 
last year. Having said that, 
it must be pointed out 
that the market lacks the 
typical double peaks of 
other categories, with very 
similar sales per month 
and Christmas being the 
only outlier.

On average GfK monitors between 28 000 
to 32 000 transactions per month; these 
sales generate a turnover contribution 
slightly below R30 million. Thus the total 
market for 2009 can be safely estimated 
at around R330 million, representing 
around 440 000 vacuum cleaners.

Regrettably the abovementioned 
value increases in this product group are 
more defined by inflationary pressures 
in the first half of 2009 than actual value 
increases. In fact, the fastest growing 
price segments are found in the middle 
market between R500 and R1000 at the 
expense of the lower price points. Also 
relevant to specialist‑driven retailers is 
the sharp value segmentation in the 
top end of the market. Around a fifth of 
the market retails above R1000 and this 
segment contributes more than 40 per 
cent of the value of the whole category, 
thus indicating the willingness of South 
African consumers to invest in “up‑spec’d” 
machines.

Retailwise, the typical consumer 
purchases a vacuum cleaner unit in 
a mass merchant environment and 

more than 80 per cent of all sales are 
recorded in this channel. While their 
value contribution is slightly lower (74 
per cent in Aug 2009) in comparison to 
the units sales, their overall weight is 

significant. It cannot be argued that mass 
retail channels (mostly hypermarkets and 
cash and carry outlets) focus only on the 
entry level. In fact, 185 of their sales occur 
in the top end price band. Nonetheless, 
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the dominance of one single channel 
of distribution aligns vacuum cleaners 
with other small appliances, becoming 
more of a commodity purchased without 
extensive planning.

Here lies the opportunity for retailers 
with a large share of higher LSM clients, 
educating the clients to up‑trade by 
explaining the high‑tech features of these 
machines, be they cyclonic technology 
or filters. While up‑trading is difficult, 
considering that vacuum cleaners belong 
to the under‑the‑counter type of small 
appliances, often the buyer is not the 
primary user and while not in use the 
machine is packed away, yet the success 
of top brands as well as upmarket house 
brands indicate that customers are 
looking for machines that offer more and 
better features.

Slowly the local market is moving 
away from the wet‑and‑dry machines 
towards cylinder‑type machines. Over the 
last six months the latter share climbed 
from the initial 40 per cent in units to 
a high point of 44 per cent in July and 
down one percentage point in August. 
Additionally, cylinder machines provide 
a slightly higher value generation than 

their wet‑and‑dry counterparts. The trend 
from wet‑and‑dry to cylinder also follows 
international developments regarding 
their specific power settings, with each 
generation having slightly higher wattage. 

On the other hand, wet‑and‑dry machines 
are concentrating increasingly on the 
entry level of the market, their wattage 
developments being opposite to the 
cylinder trends. 
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High-tech features provide sales opportunities for retailers

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

Market Review
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Gardeners can give their garden the 
right start this summer with the Bosch 
Gardening range.

ISIO shrub shear
Handy, powerful and lightweight thanks 
to the tried‑and‑tested lithium‑ion 
battery technology, the ISIO shrub shear 
effortlessly tidies up scruffy edges and 
wayward branches. Additionally, gardeners 
can use the clippings to make their own 
composting.

With a cutting width of 80 millimetres 
and a length of 120 millimetres, the shrub 
shear allows users to get stuck into their 
garden. The laser‑cut and diamond‑ground 
quality blades guarantee clean and rapid 
cutting and no tools are required for 
changing the cutting inserts. This makes 
the ISIO a universal gardening assistant for 
the garden lawn, shrubs in front gardens, 
balconies and patios and perfect for 
shaping topiary specimens.

Ciso cordless secateur
The Ciso is an ideal tool for maintaining 
flowers, bushes and fruit trees. The world’s 
first secateur with an integrated lithium‑Ion 
battery, it cuts through branches or twigs 
up to a diameter of 14 millimetres at the 
push of a button,

The innovative switch system on the 
secateur enables one cut per second. 
All the gardener has to do is release the 
trigger switch from the parked position 
and the tool is ready for use. The power 
blade system enables an excellent and 
safe cutting result. For maximum safety, 
the cutting system comprises a guiding 

blade without sharp edges and a moving 
blade positioned further back. A safety 
switch prevents unintentional cuts. The 
cutting system is easily replaced, simply by 
undoing a screw.

The Ciso is small and lightweight, thanks 
to its integrated 3.6V lithium‑ion battery 
with 1.3 Ah and weighs only 590 grams. 
The ergonomic handle protects hand, arm 
and shoulder muscles and makes work 
convenient.

AKE 40 S chainsaw
The new Bosch chainsaw AKE 40 S in the 
top power class with its 40‑centimetre chain 
bar. Weighing only about four kilograms, the 
chainsaw saws through branches and trunks 
with minimum effort, and the tried‑and‑
tested Bosch SDS system makes for easy 
chain changes in just a few moves without 
the need for additional tools. Simply fit the 
chain, turn the fixing wheel twice and the 
chainsaw is ready to go.

Thanks to its high torque, it can even 
cut hard wood, thick branches or tree 
trunks. The chrome coating on the chain 
ensures a long lifetime and continuously 
sharp cutting.

Thanks to its 1800‑Watt motor, the AKE 
40 S is capable of fast, powerful cuts in 
conjunction with chain speeds of nine 
metres per second. The machine is easy to 
operate and is specially designed to suit 
the requirements of gardening enthusiasts.

All new Bosch AKE 40 S chainsaws are 
equipped with a kick‑back brake that reacts 
within a tenth of a second. When the on/
off switch is released, the run‑out brake 
stops the chain within one second. The 

joining members of the chain reduce the 
kick‑back tendency and vibration thanks to 
the cutting‑height stabilisation.

AXT 25 TC Shredder
Make good use of discarded branches 
and trimmings by shredding them in the 
powerful Bosch AXT 25 TC. The new quiet 
shredder AXT 25 TC from Bosch combines 
the advantages of a blade shredder 
with the power of the cutting drum 
mechanism to shred soft green material 
just as thoroughly as hard wood twigs. The 
innovative turbine cut system automatically 
feeds the clippings into the shredder. All 
the user has to do is place branches, twigs 
or leaves in the feed hopper. The clippings 
do not have to be separated but can be 
inserted simultaneously without stalling the 
cutting system. The gardener instantly has 
his hands free to collect new material for 
the shredder.

With the help of the unique feed hopper 
and the turbine cut system, the new AXT 
25 TC achieves a high material throughput 
rate of 225 kilograms per hour. The notches 
on the innovative cutting mechanism not 
only prevent the shredder from stalling, 
they also ensure that the shredded material 
falls quickly and unhindered into the 
collection box. With its turbine cut system 
and 2 500‑watt motor, the shredder can 
even shred branches with a diameter of up 
to 45 millimetres.

The AXT 25 TC is also particularly easy 
to transport thanks to ergonomic handles 
and wheels. The shredded material can 
easily be carried to the composter in the 
removable 50‑litre collection box. 

The AXT 25 TC shredder chops twigs and soft 
material with ease.

Perfectly prune edges and bushes 
with the lithium‑Ion Ciso secateurs.

The low weight, yet powerful 
AKE 40 S chainsaw.

More power, endurance and convenience withMore power, endurance and convenience with
Bosch garden companions

Outdoor Furniture & Garden Equipment
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Manufactured under licence and 
marketed exclusively in southern Africa 
by Van Dyck Carpets, the TigerTurf 
Leisure range provides a lawn that will be 
the envy of the neighbourhood, without 
the need to cut, fertilise, water, or spend 
hours of hard work keeping it in good 
condition.

“This also means that it will work 
perfectly in areas where natural grass 
struggles to survive, such as in heavy 
shade or poor soil conditions, and it can 
even be laid over existing concrete areas 
to turn them into lawns,” says Van Dyck 
Carpets’ Bernd de Smedt.

“Van Dyck Carpets, in partnership with 
TigerTurf, a dedicated manufacturer of 
artificial pitches for sport, landscape and 
leisure applications, strives to deliver a 
dynamic and innovative range of artificial 
grass surfaces that meet the highest 
performance standards and is tested 
in accordance with governing body 
standards,” he continues.

The TigerTurf 
Leisure range 
consists of four 
products, all of 
which have a 
primary backing 
of 100 per cent UV‑resistant woven 
polypropylene:
• Garden 24 is a medium pile, optional 

sand‑filled polyethylene carpet which 
gives a natural grass appearance

• Garden 40 has a soft, long fibre 
surface designed to replicate a 
natural lawn in appearance (sand‑
filled optional)

• Lifestyle offers a soft, dense surface 
using texturised and straight 
polyethylene monofilament fibres 
in two tones of green to provide a 
natural looking surface (also sand‑
filled if required)

• Landscape & Leisure VG9 is a soft, 
short pile polypropylene texturised 
fibrillated carpet. 

The Eurolux Kill Pest range includes 
designs for domestic use available in 
12, 20 and 40‑Watt units, as well as a 
portable re‑chargeable model ideal for 
camping.

Light and easy to carry, the Eurolux 
bug zapper ‘lantern’ does not take up 
much space and operates on fully 
rechargeable batteries.

Simply put, a bug zapper lures insects 
into it and kills them with electricity. 
The housing is usually made of plastic or 
electrically grounded metal and may be 
shaped liked a lantern, cylinder or big 
rectangular cube. The housing has a grid 
design to prevent children and animals 
from touching the electrified grids 
inside the device, and the ultraviolet or 
black light lures the insects.

The best place to mount electronic 
insect killers, says Eurolux marketing and 
sales manager Eben Kruger, is close to 
spaces frequently occupied by humans, 
as this provides a wider attraction to 

mosquitoes and other heat‑sensitive 
insects. “Being a static object, the 
machine is easier for the mosquitoes 
and other biting bugs to zone in on, 
which increases the chances of it 
getting caught.”

Kruger adds that mosquitoes are not 
the primary targets of these zappers: 
“Opinions are divided about which 
insects are drawn to ultraviolet light, 
thus users should not expect their 
entire garden to be mosquito‑free after 
installing a bug zapper.”

He suggests a 
more comprehensive 
approach to dealing 
with mosquitoes, such 
as the targeting of 
stagnant water sources 
in and around the 
garden. “To reduce the 
mosquito population, 
eliminate sources of 
standing water in the 

yard – empty watering cans, remove old 
tires and cover rain barrels.

“Another deterrent is to fit one of 
Eurolux’s yellow day/night energy 
savers, which emits a yellow light at a 
frequency not as alluring to insects as a 
white light.” 

Eliminate pesky insects with Eurolux Bug Zapper

Playing on your own turf

Garden 24

Garden 40

Landscape  and Leisure VG9

Lifestyle

The Eurolux Kill Pest range 
keeps irritating insects at bay.

Outdoor Furniture & Garden Equipment
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The eagerly 
anticipated HTC 

Hero is now 
available in South 
Africa through 

Leaf International 
Communications, exclusive 

distributors of these handsets.
“The HTC Hero is a blend of form and 

function, taking the Android mobile 
operating system functionality to a 
league of its own,” says Leaf International 
Communications managing director 
Quinton Leigh. “The HTC Hero is the 
world’s first Android‑based phone with 
a customised user interface that allows 
for a level of customisation never before 
experienced on a mobile phone.”

The Hero is the first phone to embody 
HTC Sense – an intuitive and seamless 
experience that will be introduced across 
a portfolio of future HTC phones. HTC 
Sense is focused on putting people at the 

centre by making the phone work in a 
simpler and more natural way. This experi‑
ence revolves around three fundamental 
principles that were designed by quietly 
listening and observing how people live 
and communicate – true customisation, 
people‑centric communication and unex‑
pected simplification.

“HTC Hero introduces a more natural 
way for reaching out to people and 
accessing important information, not 
by following the status quo of today’s 
phones, but by following how users 
communicate and live their lives,” says HTC 
Corporation CEO Peter Chou. “HTC Sense is 
a distinct experience created to make HTC 
phones simpler for people to use so that 
they say ‘it just makes sense’.”

Another exciting feature unique to the 
HTC Hero is “scenes”. With this function, 
the mobile phone has the ability to 
become multiple phones in one –users 
can create and switch between scenes 
that reflect different moments in their life, 
at the touch of a button.

And with seven customisable screens to 
play with per “scene”, instant access to all 

important content is available – all on the 
surface of the phone – not hidden under 
layers of menus.

Users are able to to add “quick‑glance” 
widgets and applications that push 
content to the surface and help them 
stay on top of the news, relax with their 
favourite tunes or catch up with friends on 
Facebook or Twitter.

With its 3.2‑inch HVGA display, the 
HTC Hero is optimised for Web and 
multimedia content while maintaining 
a small form factor that fits comfortably 
in the hand and against the face. It 
also boasts a broad variety of hardware 
features, including a GPS, digital compass, 
gravity‑sensor, 3.5mm stereo headset jack, 
five mega‑pixel autofocus camera and 
expandable MicroSD memory.

Other features include a dedicated 
Search button that goes beyond basic 
search, providing a more natural, 
contextual search experience. This 
functionality enables users to search 
through Twitter, locate people in the 
contact list, read emails in the Inbox, and 
search in any other area of the phone. 

The HTC Hero – 
so simple, it ‘just 
makes sense’.

HTC Hero offers Google power, Android freedom

CableDrop, from US‑based Bluelounge 
design studio, is a colorful and easily ad‑
justable cable clip that helps reconfigure a 
desktop in a multitude of creative ways.

Designed by emerging industrial 
designer Greg Fulco, the Bluelounge 
CableDrop can easily be fixed behind or 
onto any desktop or adjacent walls and 
furniture.

“Every morning when I unplugged my 
laptop, some of the cables would slide 
behind my desk and drop on the floor,” 
explains Fulco. “When I returned home 
later, I would have to crawl under my desk 
and try to poke the cables up through 
the small space between the wall and 

the edge of my desktop. This was very 
frustrating so I designed the CableDrop 
to keep my cables in place in a fun way, 
especially when not in use.”

CableDrop is offered in two different 
packs, either in muted colors (off white, 
rust or warm grey) or bright fun colors 
(orange, pink or lime green). CableDrop 
comes in a dual color scheme presenting 
consumers with a functional and 
aesthetically pleasing product. They can 
choose between two different packs – 
either muted colours of off white, rust 
or warm grey, or bright fun colours of 
orange, pink or lime green.

“The muted color set complements and 

blends in with typical office and home 
furniture, while the bright lively color set 
allows one to make a personal statement,” 
says Fulco.

CableDrop’s contours are smooth and 
natural, as though hand‑sculpted. The 
product is made from thermoplastic 
polyurethane (TPU), which is soft to the 
touch, but firm enough to hold cables 
securely in place. A durable peel‑off 
adhesive on the back of each CableDrop 
means it can be applied to any desired 
vertical or horizontal surface. 

Multipurpose cable clips solve a nagging problem

CableDrop provides a fun, yet practical way 
to keep computer cables in place.

Product Showcase
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Philips’ new Pure 
Essentials collection, 
consisting of a toaster, 
kettle, coffee maker, 
juicer and food 
processor, is designed 
to be simple to use 
with a high degree of 
accuracy and flexibility. All 
the products complement each other perfectly and are not only 
functional, but look stylish and sleek with high‑quality finishings.

Available in white, all the appliances have stainless‑steel parts 
and subtle red accents to give them a modern, robust feel.
• The powerful 1500W toaster (HD2686/30), with its eight 

browning settings, has a versatile warming rack and 
extra‑wide, extra‑long slots that can accommodate any type 
of bread – from a croissant to a thick slice of toast.

• The 1.5‑litre kettle (HD4686) has four temperature settings 
(40˚C, 60˚C, 80˚C and 100˚C) which can be adjusted to satisfy 
specific needs.

• The coffeemaker (HD7690) has a personalised brewing 
system – MyAroma Control – ensuring users’ coffee is 
prepared exactly how they like it. The digital setting allows 
the coffee machine to be set to start making coffee before 
users wake up in the morning.

• Juicing has never been easier with the powerful 650W motor 
juicer that swallows fruit and vegetables whole, without the 
need to chop or peel.

• The food processor, with its seven accessories, easily performs 
up to 31 functions, including chopping, kneading dough, 
whisking, blending, crushing and beating, effortlessly thanks 
to the powerful 1000W motor. 

Philips’ Pure Essentials 
range of kitchen appliances 
delivers sophisticated 
style with 
exceptional results.

Philips kitchen appliances collection offer function with flash

Toshiba’s NB200 mini‑notebook with a 10.1‑inch display is a 
stylish mobile companion which meets consumers’ mobility 
needs and reflects their modern digital lifestyle.

“Our new Toshiba mini NB200 offers a perfect balance of port‑
ability, quality and usability,” says Toshiba computer systems sales 
manager for SADC & ROA Reon Coetzee. “Consumers value the 
design aspect more in smaller devices. We took this into account 
and the new Toshiba mini NB200 represents an elegant design 
statement.”

The Toshiba mini NB200 offers a unique matt finish and 
compelling 3D textured cover design that appeals to the human 
visual and tactile senses. A second version of the Toshiba mini 
NB200 comes with a glossy, cosmic black cover decorated with 
fine rhythmical slanting lines.

Weighing only 1.18 kilograms with a three‑cell battery, the 
newcomer is an ideal companion for mobile usage scenarios. 

With the Toshiba mini NB200, consumers can share their photos 
with friends while sitting in a café, students can type reports in 
the library, or just do e‑mails or browse the web while travelling. 
The NB200 offers up to four hours battery life with a three‑cell 
battery or up to nine hours with a six‑cell battery.

As bumps and knocks may occur from time to time, a 
3D‑accelerometer monitoring system dynamically detects free 
falls, shocks or vibrations. It rapidly moves the HDD head from 
between the platters, protecting valuable data stored on the high 
capacity (up to 160GB) HDD.

The Toshiba mini NB200 is powered by an 1.6 GHz Intel Atom 
Processor N270 or an 1.66 GHz Intel Atom Processor N280 with 
Intel 945GSE graphics chipset, offering sufficient power for 
browsing the web, e‑mailing, running basic applications such as 
typing text, and consuming media – the top four applications for 
mini‑notebook users according to Toshiba’s market research on 
mini‑notebooks in February 2009.

The Toshiba mini NB200 comes with an embedded wireless LAN 
(IEEE 802.11 b/g) interface, plus integrated mobile broadband on 
selected models, a Bluetooth interface and three USB 2.0 slots.

Toshiba ensures that all laptops are RoHS‑compliant, 
effectively reducing the environmental impact by restricting the 
use of lead, mercury and certain other hazardous substances. The 
new Toshiba mini NB200 is ENERGY STAR 5.0 ready. 

Toshiba mini NB200 
appeals to the senses 

with eye‑catching colours and 3D‑textured design patterns, offering 
a totally new ‘look and feel’ in the mini‑notebook market.

Toshiba mini‑notebook – consumers’ 
mobile companion beyond the front door

Product Showcase
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“This form of technology is loosely defined 
as that which runs off and is driven by the 
identification and processing of human 
DNA, more specifically that which is 
detected on fingerprints and in the retina 
of the eye,” explains Accsys CEO Teryl 
Schroenn. Accsys is a national supplier of 
payroll, HR, time & attendance and access 
control solutions.

Schroenn believes that intensive 
ongoing research and development has 
helped to lower costs and break down 
a number of barriers to entry for those 
who service the market as well as those 
considering investment.

Accsys technical director Liam 
Terblanche points to the introduction 
of compact devices that house this 
technology as evidence of an increase in 
popularity among existing and would‑be 
investors.  “We now see that biometric 

technology within smaller devices, with 
higher capacity, accuracy and speed, 
and, thanks to the economies of scale, 
will become more affordable in the 
not‑too‑distant future. However, it must 
be remembered that there is a strong 
sociological aspect associated with 
the use of biometric technology and it 
does have a bearing on how widely it is 
assimilated and applied.”

According to Terblanche, people will 
not respond favourably to the technology 
if it feels invasive to acquire access by 
means of a biometric device. Nor will 
they use it if it is perceived to infringe on 
privacy – consequently, this technology 
has to be fast, non‑invasive, accurate and 
universal.

“To this end, while biometric 
technology – especially in the form of 
fingerprint identification – has advanced 
significantly, there is still some work to be 
done to establish this technology to its 
fullest potential.

“As processing power and 3D‑imaging 
algorithms improve, one will find facial 
recognition slowly gaining popularity.  
With the exception of facial recognition 
and DNA testing, almost all the other 
biometric technologies are susceptible 
to the assumption that the target group 
complies with the requirement that needs 
to be measured.  In fingerprint, palm and 
vein scans, one assumes that everyone 
has fingers, palms and wrists. In iris scans, 

what would retailers do if some of their 
employees suffered from glaucoma? 
With token‑based access control, such 
as proximity cards, pins and keys, these 
limitations do not apply.”

But despite its limitations and the need 
for continued development, Terblanche 
says this technology is definitely going 
places. “Anecdotal evidence points to the 
prevalence of biometric technology in the 
manufacturing industry.  This is primarily 
driven by the need for access control from 
a safety perspective, and the monitoring 
of working hours for remuneration 
purposes. In other words, biometric 
penetration is presently being driven by 
need, not novelty.  When prices come 
down, ease of use and simplicity might 
broaden the market for more industries to 
embrace it.” 

The technology boom 
behind biometrics
Biometric technology 
is fast emerging as one 
of the more affordable, 
more compact and useful 
technologies available 
industry, particularly retail, 
for access control, time & 
attendance and security.

Liam Terblanche – 
biometric technology 
is going places.

Teryl Schroenn – 
biometrics  are useful 
for retail.

Technology Focus
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After 40 years of service with the Lewis 
Group, Alan Smart has retired as CEO of 
the furniture, electrical appliances and 
home electronics retail company, but 
will remain as a non‑executive director 
to the board. Johan Enslin takes over as 
CEO from 1 October and has also been 
appointed executive director to the board.

Smart joined Lewis in 1969 and held 
various financial and operational positions, 
including credit director between 1981 
and 1984 and joint managing director 
between 1984 and 1991.

From 1995, in addition to his South 
African responsibilities, he was appointed 
chairman of GUS Canada, a retail furniture 
group of 65 stores in eastern Canada. In 
this position he oversaw a turnaround 
programme. Smart was appointed CEO of 
Lewis Stores in 1991 and of Lewis Group in 
June 2004.

Enslin joined the Lewis Group as a 
salesman in August 1993. While climbing 
the ranks within the organisation he 
has held various operational positions, 

including branch manager, regional 
controller and divisional general manager.

In 2002 he was made general manager, 
operations and in April 2005 became 
operations director of Lewis Stores, being 
responsible for all facets of Lewis and 

Best Home and Electric store operations.
In April 2007 Enslin was appointed 

chief operating officer, responsible for 
the entire retail operations of the group. 
In November 2008 he was named CEO 
designate. 

Alan Smart – retiring after 40 years. Johan Enslin – new occupant of the 
CEO’s chair.

After 40 years of service with the Lewis 

Lewis Group appoints new CEO

The publishers of HGR have heard – and heeded – readers’ repeated requests to relaunch the very successful publication 
COMMERCIAL INTERIORS, South Africa’s only trade magazine servicing the burgeoning interiors contracts market.

Targeted exclusively at specifiers, whether they be architects, interior designers and decorators, contractors and sub-contractors 
and other purchasers and buyers, the publication will provide a regular communications medium between all these professionals 

and their suppliers and vendors.

The first issue of COMMERCIAL INTERIORS will appear in March 2010 and every alternate month thereafter. The publication will 
be edited by Aurette Bowes, with sales and marketing handled by Frances Venter and Rahzeen Hoosein.

COMMERCIAL INTERIORS has an indispensable role to play in the market. So many of HGR’s clients are involved with the 
commercial and contracts market and apart from the many interior consumer journals, there is simply no publication exclusively 
targeting the professional specifier. COMMERCIAL INTERIORS will cover new projects, host interviews with architects and interior 

designers, and offer readers all the information they need to make informed choices about what to specify.

To make it more feasible for our small company with its limited resources, HGR will also be published on a bi-monthly basis 
from February 2010. It will continue to be edited by Aurette Bowes, with sales and marketing handled by Frances Venter and 

Cherry Swanson. All features and product surveys will be accommodated in these six issues, so there’s need to worry that your new 
products will not be represented.

Naturally, as soon as these new schedules prove insufficient to offer the comprehensive services our HGR and 
COMMERCIAL INTERIORS readers deserve, we will revert to a monthly publishing format.

Home Goods Retailer

Commercial
INTERIORS

HGR goes bi‑monthly as 
Commercial Interiors

is relaunched

Gallery
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National Floor Show will return for its 
eighteenth edition from 7‑9 September 
2010 at its new venue, the NEC 
Birmingham.

Event director Andrew Vaughan explains 
why the dates for the show have been 
changed: “Following research among all of 
our exhibitors and a survey of the show’s 
visitors, the overwhelming preference 
was for a September event. We have been 
speaking to exhibitors for some time and 
also conducted surveys of those who have 
previously attended the show to ensure 
that we include as many opinions as 
possible. An early autumn show fits well 
into the buying cycle, so we have moved 
the event to this preferred time.”

National Floor Show will also benefit 
from being placed alongside another key 
interiors event, Autumn Fair International.

Following this year’s successful show, the 
organisers are now working towards next 
year to deliver another innovative national 
floor coverings event. Exciting feature areas 
already confirmed for next year’s event are 
The Top Ten Product Showcase, a Future of 
Flooring student display, special room sets 

and the Seminar Theatre. The NEC provides 
the ideal space for these additional areas, 
which add business value for existing 
attendees as well as encouraging new 
visitors to the show. The organisers feel 
these inspirational areas are essential for 
National Floor Show to continue to position 
itself as the UK’s key flooring event.

The social aspect of the show has 
also been carefully considered by the 
organizers. “Although this is first and 

foremost a business event, we understand 
the importance of those meetings which 
happen when you stroll into a bar or 
restaurant and meet with fellow colleagues,” 
says Vaughan. “A social programme, 
implemented by a specialist external 
agency, will help spur this process on. We 
plan to gather the industry in the same bars 
and restaurants in Birmingham’s vibrant 
Broad Street to ensure that the social 
aspect of the event is still retained.” 

Heimtextil, the international trade fair for 
home and contract textiles, takes place 
from 13‑16 January 2010 in Frankfurt, 
Germany. As the first trade fair of the year, 
Heimtextil is a platform for manufacturers, 
retailers and designers, highlighting the 
latest innovations and consumer trends.

For the first time in many years, there 
has been an increase in the number 
of mattress manufacturers showing an 
interest in taking part in the Heimtextil. 
New exhibitors from this segment have 
the opportunity to participate within 
the framework of a European joint 
stand. Additionally, several companies 
from Germany, Austria and Switzerland 
have expressed an interest in individual 
exhibition stands in the vicinity of 
mattress and bedding exhibitors, such as 
Badenia Bettcomfort and Aro Artländer.

Registrations have also been received 
from furniture and decorative fabric 
manufacturers, such as ADO, Unland, 
Rasch Textil, Weckbrodt, Wölfel, Hohmann, 

Gebrüder Munzert and other major 
German manufacturers, such as Schmidt, 
Stöckel & Grimmler, Renz, and Neutex, as 
well as Brüder Baumann, E. Steiger and 

M.Revert from outside Germany and those 
companies involved with the Deco‑Team.

For more information visit  
www.messefrankfurt.com 

Mattress manufacturers are showing increasing interest in exhibiting at Heimtextil 2010.

Heimtextil first for trends

National Floor Show enables retailers, flooring buyers and contractors to touch, see, source 
and be inspired by all the latest trends in flooring.

New dates for National 
Floor Show

Diary
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What climate change?
Last month (September) we adapted and published an article written 
by James Delingpole of the Spectator magazine, pertaining to global 
warming. The purport of his article was that global warming is a 
huge con perpetrated by vested interests, and sustained by the herd 
mentality of people supported by the media. As his authority he 
extensively relied on research done by Ian Plimer, Professor of Mining 
Geology at Adelaide University in Australia.

We decided to publish it for a very good reason. Ever since Al Gore’s 
film ‘An Inconvenient Truth’ was released a few years ago, a tidal wave 
of support for ‘greening’ measures to combat and reverse global 
warming has washed over us all. Even those who ventured the mildest 
and most timid of objections to Gore’s conclusions were attacked, 
vilified, discredited, pilloried and mocked. Everybody, individuals, 
businesses and governments alike all tried to outdo each other in 
proving they were ‘greener’ than the next. ‘Save our planet’ became the 
mantra, and woe betide any who stood outside the prevailing wisdom. 
The debate, as Plimer suggests, had been successfully hijacked by 
activists, opportunists and bandwagon‑climbing politicians. Such was 
the pressure exerted by these groups on most first world governments, 
that the Kyoto Protocol was signed by all ‘progressive, right thinking 
governments’ with the notable exclusion of George Bush ll’s USA. 
Naturally he was well and truly abused and stigmatised for his ‘selfish, 
reactionary and barbarous thinking’.

As industries have been virtually compelled (and shamed) to find 
ways and means of manufacturing ‘green’ appliances and products, 
and to loudly display and demonstrate their ‘green’ credentials, we 
thought it timely to comment on the hard facts such as the costs. 
The estimated costs of implementing Kyoto are US$150 billion a year. 
Yes, that’s right, US$150 billion per annum! And IF the measures put 
forward are ever implemented, IN FULL mind you, the predicted result 
is that average global temperatures would reduce by less than half 
of one degree centigrade. But wait for it. That is after 10 years of full 
implementation! No thermometer can even detect that difference it is 
so small. So after spending US$1500 billion over ten years, that will be 
all we have to show for our ethical, moral and social convictions. Isn’t 
it then past time that we stopped this blind, servile and extortionately 
expensive obeisance to global warming orthodoxy? Let’s get a life. 
And starting today.

Ian Hughes

Publisher's Comment
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Park Avenue Plasma Unit
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