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In the woods, 
reason to celebrate, and 
companies wait and see

No, the first part of the above headline is not another reference to a 

certain sporting celebrity's adventures, but is an article on page 3 about the 

state of South Africa's largest furniture retailers, Lewis, JD Group and Ellerines 

and how recent strategy changes by the latter two are "shaking up the 

industry". But what effect these changes will have on the industry as a whole 

still remains to be seen.

Despite the sad state of the economy, some retailers still found reason to 

celebrate. Weylandt's celebrated no less than a decade in furniture retail last 

year (page 8), while Cape-based Tafelberg Furnishers chose to honour its top 

suppliers for 2009 at a glamarous gala event (page 4).

The long-awaited Companies Act comes into effect this year and will have 

far-reaching effects on close corporations in particular, which fall away under 

the new legislation. Read more about the changes awaiting companies 

under the new act in Talking Points on page 12.

The Bedding feature (page 14-19) examines various mattress options 

available on the market, and focuses in particular on the benefits of memory 

foam versus springs and pocketed coils.

The Small Domestic Appliances feature (22-27) is preceded by a Market 

Review of the industry (page 20), followed by interesting information on 

recently discovered health benefits of coffee, which could play a significant 

role in facilitating future sales of coffee machines. Also look out for my 

review of a popular Kenwood appliance

Finally, there's the HGR Diary (page 30), which provides insight into 

upcoming international trade fairs. This month the focus is on Asia.

Until April. 

Editor’s Desk
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Festive season retail sales better than expected

Durable goods retailers were expected to 

face the toughest trading conditions over 

Christmas last year as demand for furniture 

and expensive electronic appliances 

remained weak. Yet sales were surprisingly 

better than expected. Well, at least for some.

JD Group posted a 2.8 per cent decline in 

during the four months to end December. 

The cash division (incorporating Incredible 

Connection and Hi-Fi Corporation) 

showed a seven per cent overall increase 

in merchandise sales, while Incredible 

Connection showed good top line growth 

with December sales up 18 per cent. 

The credit chains experienced a mixed 

performance in top line sales, which were 

down by 11 per cent, resulting in an overall 

decline of five per cent.

 Lewis group reported that its 

merchandise sales increased by 11.7 per 

cent during December.  

Additionally, the company's revenue for 

the quarter to December grew by 7.9 per 

cent year on year, with merchandise sales for 

the same period increasing by 7.3 per cent.

Shoprite’s furniture division had equally 

good results. “Against the background 

of a furniture industry that was more 

unfavourably affected by the economic 

downturn, the furniture division sales 

grew by 11.5 per cent for the six months 

to December,” says Shoprite CEO Whitey 

Basson.

These performances were better than 

some cash retailers such as Mr Price.  The 

company’s homeware division grew sales 

by only 3.2 per cent in the third quarter as 

consumers put off purchases of big ticket 

items such as furniture.

Ellerine Holdings had not yet published 

trading updates at the time of going to 

press. 

Furniture Traders Association executive 

director Dick Behrens says its independent 

members experienced mixed results. “Cash 

sales were reasonably good and in line with 

expectations, but credit transactions were 

not as favourable.”

Coricraft director Dave Jacobson says 

the manu-tailer's December sales were in 

line with original budgeted expectations. 

“Although trading was tough we are 

pleased with our performance under the 

circumstances." 

Furniture retailers not out of the woods yet

The differing strategies embraced by South 

Africa's three big furniture retailers are 

becoming more distinct. Two years ago they 

all sold furniture at low margins, earning 

revenue from expensive hire-purchase 

loans and insurance on those loans. But in 

2006 JD Group announced it was planning 

to disentangle the financial and furniture 

businesses and run them as stand-alone 

units. 

Then in early 2008 African Bank acquired 

Ellerines and announced a similar plan. 

Lewis has not changed its model, and CEO 

Johan Enslin insists it has no intention of 

altering its strategy. "These results prove the 

resilience of the group's business model," he 

said at the presentation of Lewis's results for 

the six months to September. 

It may be too early to draw conclusions 

from results. On the face of it, Lewis is faring 

the best, but only a reckless gambler would 

bet on how it will play out. In its six-month 

period Lewis grew merchandise sales by 6,8 

per cent while Ellerines' sales fell by 24 per 

cent in the year to September. At JD Group, 

in the year to August, sales fell by 0,8 per 

cent across its furniture and cash divisions. 

For the durable goods industry as 

a whole, sales were down 6,2 per cent 

between August 2008 and 2009. Yet results 

at JD Group and Ellerines (African Bank) were 

not only affected by the economy, but also 

by ongoing restructuring. 

At JD Group revenue grew by two per 

cent to R12.9 billion, but rising bad debt and 

poor performance at Hi-Fi Corporation drove 

headline earnings down 86 per cent to R73 

million. 

"The centralisation of the debt collection 

function was completed earlier in the year," 

says chairman David Sussman. "You have to 

expect that the debtors book will deteriorate 

through this process. But we are now seeing 

a stabilisation in debtors' accounts." 

The restructuring of JD Group, which 

started 18 months ago, is now complete and 

the final charges of R98 million have been 

written off, says Sussman. 

Ellerines has more work to do. It 

reported headline earnings of R285 million, 

a decline of 23 per cent from the nine-

month period ended September 2008. 

Despite consolidating its brands, sales 

have continued to fall. Ellerines, FurnCity, 

Town Talk and Savells Fairdeal fall under the 

Ellerines brand. Beares and Lubners have 

been consolidated under a single operating 

unit while Furniture City, Wetherlys and 

Geen & Richards remain independent. Less 

profitable stores have been closed and costs 

have been reduced by nine per cent. 

In addition, African Bank's system of 

scoring customers' creditworthiness was 

introduced in Ellerines's 613 branded stores 

this year. The conversion of the balance of 

the stores will be completed by September 

2010. At that point Ellerines will be a cash 

retailer, with credit and other financial 

services products provided to its customers 

by African Bank. 

"Ellerines and JD Group are shaking 

up the industry," says Gryphon Asset 

Management chief investment officer 

Abri du Plessis. "Whether this will be in 

shareholders' interests is the question that 

still needs to be answered." 

South Africa is the only country where 

furniture is sold by a retailer who then also 

acts as the bank. Everywhere else finance 

is obtained through third parties. "There 

is no doubt that JD and Ellerines saw that 

something needed to change," Du Plessis 

adds. "But whether the industry will survive 

these changes is another question." 

Nedcor Securities analyst Syd Vianello 

believes that besides operational challenges, 

furniture retailers are also becoming 

alienated from their markets. "Aspirational 

buyers are shifting to independent retailers 

who offer lifestyle products with more flair 

and fashionability, in more appropriate' 

locations," he wrote in a recent research 

note. 

That said, both Sussman and African Bank 

CEO Leon Kirkinis believe their businesses 

are in better shape than before. "Our biggest 

challenge now," says Sussman, "is to increase 

top-line sales in traditional retail." 

Source: Financial Mail   

Newsline
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Attended by preferred suppliers from the Western Cape, Tafelberg 

top management, branch managers and personnel, the event 

was held to acknowledge the retailer’s suppliers for their loyalty 

and support throughout the year.

The evening kicked off with an introduction by the well known 

“Kaapse Klopse”, who received the guests of honour in their 

traditional singing style. Their act certainly made everyone feel at 

home in Tafelberg country.

The suppliers were selected by senior management, who 

made no fewer than 24 awards in seven categories. The awards 

were presented to the winners by the relevant buyers in each 

category, together with Tafelberg CEO Hartwig Heil, who thanked 

the suppliers for their loyal support and wished them all the best 

for the New Year. 

Comedian Alan Commitie had the guests in fits of laughter 

throughout the evening, loosening up their laughing muscles 

and ensuring that they forgot the about the recession for a few 

hours. Musical entertainment was provided by Jo Nichol.

Tafelberg Furnishers pays tribute to 

top 2009 suppliers
Tafelberg Furnishers ended off 2009 in glamorous style when it hosted an unforgettable 
evening at the luxury Durbanville Hills wine farm on 8 December, in honour of its top suppliers 
in the appliance and furniture industry. 

Event hostess Lizette Pleass with comedian Alan Commitie.

The Sunshine Entertainers greet arriving guests. With them is Koot Barnard (Defy) and Hartwig Heil ( Tafelberg Furnishers).

Newsline
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Hartwig Heil, Riaan Strydom (Sealy) and Riaan Lamprecht.Hartwig Heil, Selwyn Meyers and Riaan Lamprecht.

And the winners are…
Small Appliances 

Electrolux – Loyal support and Outstanding Service

Creative Housewares – Innovation and Marketing

Administration

Desmond Roos – Excellent Advice, Integrity and Service

Rademeyer Wesson – High Level of Professional Competence, 

Audit and Accounting

Furniture

Selwyn Meyers – Extra Effort and Dedication

Jenny Wagner – Furniture Representative of the Year

Grafton Everest – Most Improved Furniture Supplier of the Year

HII – Case Goods Supplier of the Year

Alpine Lounge – Lounge Supplier of the Year

Bedding

Sealy – Setting the Standard for Innovation and Advertising

Spring Air – Most Improved Supplier

Robert Nel – Bedding Representative of the Year

Sealy – Bedding Supplier of the Year

Large appliances

Ana Fugareu – Unequalled Enthusiasm and Dedication

Defy – Service Excellence

Neil Davidson – Major Appliance Representative of the Year

Defy – Major Appliance Supplier of the Year

Audio visual

Samsung – Consistent Growth and Contribution

Neil Davidson – Extra Effort and Loyalty

Michael Grace – Audio Visual Representative of the Year

Sony – Audio Visual Supplier of the Year

Group awards

Pointline – Extra effort and Service Excellence

Iser – Invaluable and Outstanding Service

Samsung – Largest Contributor to Tafelberg Turnover

Hartwig Heil ( Tafelberg CEO), Riaan Swanepoel (HII) and Riaan Lamprecht 

( Tafelberg buyer: bedding.).

Hartwig Heil, Jenny Wagner (Alpine Lounge) and Riaan Lamprecht.

Hartwig Heil, Andre Bosch (Spring Air) and Riaan Lamprecht. page 6  

Newsline
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Hartwig Heil, Robert Nel (Cloud 9) and Riaan Lamprecht.

Hartwig Heil, Ana Fugareu (Smeg) and Goeff Coetzer ( Tafelberg large 

appliances buyer).

Hartwig Heil, John Vass (Samsung) and Gerry Theron ( Tafelberg large 

appliances buyer. Hartwig Heil, Neil Davidson (LG Electronics) and Gerry Theron.

Hartwig Heil, Jason Crowther (Defy) and Gerry Theron.

Hartwig Heil, Chris Neethling (Samsung) and Gareth Baker ( Tafelberg 

audio visual buyer

 page 5 

Tafelberg   
Newsline
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Hartwig Heil, Michael Grace (Sony) and Gareth Baker. Hartwig Heil, Matthew Lang (Sony) and Gareth Baker.

Hartwig Heil andGavin Peroni (Pointline). Hartwig Heil and Jonny Aarons (Iser).

Hartwig Heil, Frieda Sterris (Grafton Everest) and Riaan Lamprecht.

Samsung's Steve Brooks (left) and the rest of the Samsung team, with 

Hartwig Heil (second from right).

 top suppliers
Newsline
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Weylandts Homestores celebrated its 

tenth year in furniture retail in December 

last year.  

From humble beginnings in 1999 when 

the first store opened in Durbanville, 

Weylandts is today a leading force in the 

furniture and homeware retail industry, 

renowned for the eclectic product ranges 

that founder and CEO Chris Weylandt 

sources by hand from all over the world.

Weylandts Homestores specialises in 

contemporary furniture and unique décor 

accessories with a focus on the use of 

sustainable materials and environmentally 

responsible production techniques. Each 

item is selected for its design integrity, 

quality and character by Weylandt himself. 

In addition to the beautiful and 

authentic pieces sourced by Weylandt 

on his travels, the company continues to 

produce a complete range of inspirational 

living room, dining room, outdoor, 

workspace and bedroom furniture and 

provides an extensive collection of 

unusual artworks and homeware items.

 “From the start, I wanted to 

develop beautifully merchandised 

destination stores which would provide 

a truly inspiring shopping experience, 

encouraging customers to discover their 

individual sense of style and translate 

that into their own living spaces,” says 

Weylandt.  “The mix of product – the 

combination of antiques from the East, 

sculptural artworks from Africa and clean 

contemporary lines from Europe – creates 

the unique and constantly evolving look 

that is so specific to Weylandts.”

Built on passion

A qualified chartered accountant, 

Weylandt has successfully combined a 

shrewd business mind with a passion for 

good design to create a groundbreaking 

business model. 

“Weylandts is built on passion.  When 

I began to choose the pieces that I loved 

rather than what I thought customers 

would buy, the response was amazing.  

The business has grown from strength 

to strength over the last decade and we 

look forward to continued success and 

expansion.”  

Countrywide footprint

There are currently six Weylandts 

showrooms in South Africa in the Western 

Cape, Gauteng and KwaZulu-Natal.  

The latest, which opened in November 

last year, is at Brooklyn Design Square 

in Pretoria, Gauteng, which fits with 

the Weylandts brand as it boasts an 

active, busy, open- air environment with 

restaurants and other ‘good living’ retailers 

within the same vicinity.

The new Brooklyn homestore is bigger, 

more spacious, allows vast amounts of 

natural light and unlike other Weylandts 

stores has only one level, making it a 

simple shopping experience and allowing 

for easy interaction with customers.

“We are what surrounds us,” says 

Weylandt. “Good design, then surprises 

– with textures, colours, form and nature 

as art. At Weylandts we aim to bring you 

all these influences and discoveries. When 

you open our doors, the journey begins."

This philosophy drives not only the 

choice of retail space, but is also behind 

Weylandts’ unique selection of beautiful 

and authentic pieces from around the 

globe. Each item has been selected for 

its place in time, space and nature. It has 

been chosen less by the hand than by the 

heart.

The new Weylandts Brooklyn store 

flaunts 1200 square metres of architectural 

space and pitch black interior walls which 

showcase Weylandts’ ecelectic range of 

original designs.

Weylandts opened its sixth showroom in November last year at Brooklyn Design Square in 

Pretoria.

The interior layout of the Brooklyn store allows for easy interaction with customers.

Weylandts celebrates a decade in furniture and homeware retail

Newsline
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The board of directors of AB Electrolux has decided to apply for 

delisting from the London Stock Exchange, LSE. The Electrolux 

B-share has been listed on the LSE since 1928.

The LSE listing was a part of a strategy to increase international 

ownership in Electrolux, but is no longer deemed necessary due 

to deregulation of international capital markets and the increased 

foreign ownership of shares on OMX Nasdaq Stockholm, the 

company says. The delisting is expected to become effective 

during the first quarter of 2010.

In recent years, trading of Electrolux shares on the LSE has 

been limited. The company has also exited its other international 

listings during this time, including those of Paris, Zürich and 

Geneva and New York's Nasdaq.   

To “take advantage of synergies, improve coordination and 

increase efficiencies”, Electrolux has decided to consolidate most 

of its US corporate office operations and support functions into 

one single location. The company has selected Charlotte, North 

Carolina as the location for the new corporate headquarters. 

Consolidation will be done gradually and is scheduled to start in 

the third quarter of 2010.

Newsline

Japan's Panasonic successfully completed its takeover bid for 

smaller struggling consumer electronics rival Sanyo Electric on 

Wednesday, 9 December 2009, according to a company source.

Panasonic launched the bid in early November to acquire a 

minimum stake of 50.04 per cent in Sanyo through a tender offer 

worth 131 yen per share, giving the deal a value of at least 402.3 

billion yen (US$4.6 billion).

The combined consolidated sales of the two firms are forecast 

to total 8.66 trillion yen in the year to March 2010, almost 

matching 8.7 trillion yen estimated for industry leader Hitachi Ltd.

Panasonic first announced in December 2008 it had struck a 

deal with a clutch of heavyweight investors to buy a controlling 

stake in Sanyo and form an industry heavyweight amid the 

global economic downturn. The takeover offer was delayed by 

regulatory issues and was launched on 5 November.

Sanyo has agreed to sell some of its auto battery operations to 

address the concerns of competition authorities in Japan, China, 

Europe and the US.

Recently the firm has tried to focus on environmental 

technologies, areas coveted by Panasonic, which is cutting 15 

000 jobs and closing dozens of plants as it struggles to recover 

from its first annual loss for six years.

Sanyo, which started off making bicycle lamps after World War 

II, has also cut thousands of jobs as it attempts to return to profit. 

It was forced to raise cash by issuing several billion dollars' worth 

of stock in 2006 to shore up its capital base, effectively handing 

over control to Goldman Sachs and other financial firms.

Goldman said in October it had signed an agreement to sell 

slightly more than half of its shares in Sanyo, retaining a stake of 

13.3 per cent.

Electrolux to delist from LSE

Panasonic successfully 

completes Sanyo takeover



Samsung Electronics has opened another 

dedicated brand store at the Fourways 

Crossing Shopping Centre in Johannesburg, 

the first of its kind in the Gauteng province. 

The newly created store (which has been 

open to the public since 19 November) 

showcases Samsung’s full range of products, 

providing consumers with a unique 

opportunity to choose from the entire 

spectrum of Samsung’s world-class offerings 

in one location. 

The store opening comes hot on the 

heels of a hugely successful launch of a 

Cape Town-based Samsung brand store 

and several high-profile international store 

openings. 

In partnership with Digital Experience, 

specialists in the distribution and sales of 

premium products, the Johannesburg store 

houses all of the brand’s latest models. 

Customers will be able to choose from 

mobile, LED and LCD TVs, audio solutions, IT 

products, home appliances, air conditioning, 

as well as Samsung’s “green” product 

offerings from the Eco Life Collection. 

“The Samsung product range has grown 

at such a remarkable rate that it can now 

be offered as a one-stop solution to digital 

consumers – and brand stores are the 

inevitable manifestation of this ability,” 

says former Samsung South Africa CEO CR 

Lee. “Instead of having to shop around for 

various appliances, premium consumers 

can find everything they need under one 

roof – whether it be home entertainment, 

visual and communication devices, or digital 

accessories.”

Based on the popularity and success 

of existing brand stores, Samsung plans 

to open two more in South Africa – an 

additional store in Gauteng, and one in 

Durban’s Gateway Shopping Centre – as well 

as throughout the Indian Ocean region in 

2010. 

Samsung has been expanding its 

presence worldwide over the past several 

years, with its flagship New York-based 

Samsung Experience - an interactive brand 

emporium - providing the ultimate creative 

journey for devotees of digital culture and 

technology. 

“The Samsung brand is synonymous with 

innovation, and we have already seen that 

South African consumers are well positioned 

to take full advantage of what the brand 

has to offer,” adds Lee. “The launch of the 

Johannesburg brand store is a reaffirmation 

of Samsung’s commitment to bringing 

South Africans the very best and latest in 

digital technology.” 

Attending the opening of the Samsung's new dedicated brand store were former Samsung SA 

CEO CR Lee, Digital Experience owner Andre du Toit, Samsung sales director home appliances 

Matthew Thackrah and Samsung sales director audio visual Steve Brooks.

New Samsung brand store a digital wonderland for consumers

Retailers hedge on labour brokers

The retail industry is one of the biggest 

users of labour brokers, but since the debate 

about banning them broke out last year, it 

has been remarkably quiet.

According to the Consumer Goods 

Council of South Africa, the retail and 

manufacturing sectors carry the biggest 

portion of employment in the country, with 

a total of five million people, or 33.7 per cent 

of the total labour force. It is not known how 

many of these five million people were hired 

through labour brokers.

“We are in the process of collecting these 

statistics from the retailers,” says Consumer 

Goods Council research analyst Moshisi 

Lehlongwane. 

Approached for comment, none of the 

retailers would say whether they opposed or 

supported the banning of the practice.

Massmart sources staff via labour brokers 

in different proportions across its operations. 

In Masscash, which includes Jumbo Cash 

& Carry and Shield, the figure is ten per 

cent. In Massdiscounters, Game and Dion 

Wired, it is estimated at 2.79 per cent; in 

Masswarehouse (Makro) 30 per cent; and at 

Builders Warehouse 20 per cent.

“We have been following the debate 

and are in agreement that an improved 

regulatory environment is desirable to 

prevent abuses by unscrupulous labour 

brokers,” says Massmart's corporate affairs 

executive Brian Leroni. “We don't wish 

to anticipate the outcome of the current 

parliamentary process, but if the need arises 

our response would be to manage and 

administer flexitime staff on a completely 

in-house basis.”

The Department of Labour has begun 

drafting legislation governing the activities 

of labour brokers which is set to be tabled 

in Parliament this year. Labour Minister 

Membathisi Mdladlana says labour broking 

should be banned as it is not recognised 

by any law and results in the exploitation 

of workers. However, the Consumer Goods 

Council (CGC) says a curb on temporary 

employment services could have adverse 

effects on the total cost of doing business in 

South Africa.

“Innovative regulations could go a long 

way towards getting rid of the rogue players 

while enhancing and protecting workers' 

rights as enshrined in our constitution,” says 

CGC CEO Mncane Mthunzi. “The solutions to 

labour broking problems do not lie totally 

with the government. Some problems, 

such as full-time duties being disguised as 

temporary employment and workers being 

temporarily employed indefinitely can be 

addressed by the industry regardless of the 

law." 

But until changes are legislated, labour 

brokers have to contend with uncertainty.  

Source: Business Day

Newsline
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The most far-reaching changes are 

to businesses operating as close 

corporations, a category that will fall away 

under the act. 

Commentators say that the act is 

significant because it makes the formation 

and maintenance of a company simpler 

and more flexible, and that it will be much 

easier to establish and maintain a small 

private company than a close corporation. 

It is believed implementation was 

delayed because authorities want to 

ensure that all the practical aspects of 

the act are in place before it takes effect. 

These aspects include the restructuring 

of the Companies & Intellectual Property 

Registration Office (Cipro) and the setting 

up of new oversight and regulatory 

bodies. 

Lawyers and auditors have been 

fielding questions from anxious clients 

worried about the status of existing close 

corporations under the new act. 

Claire McGee, an associate with law firm 

Shepstone & Wylie, says that though no 

new close corporations will be registered, 

and that existing companies will not be 

permitted to convert to close corporations 

when the new act comes into operation, 

all existing close corporations will be 

allowed to continue operating. 

"Under the new Companies Act, 

close corporations will continue to 

exist indefinitely, or until they are de 

registered or dissolved under the current 

Close Corporations Act or converted to a 

company under the new Companies Act," 

she says. 

The existing Close Corporations Act 

and the new Companies Act will exist 

concurrently, and close corporations will 

be required to comply with the provisions 

of both. 

A close corporation still offers an 

inexpensive and simple procedure to 

establish and maintain a business. The 

concept was introduced in South Africa 

specifically to encourage small business 

development. 

It is still too early to say what the cost 

implications will be to establish and 

maintain a small-scale company under 

the new act compared with a close 

corporation. 

"On paper, it [the new act] could 

work, but the practicalities of a company 

[formed in terms of it] have not yet been 

tested and only time will tell how it will 

compare with a close corporation," says 

McGee. 

Lawyers are advising clients to establish 

close corporations for new businesses and 

then wait to see how the new Companies 

Act works when it comes into operation. 

One obvious advantage of incorporating 

a close corporation is that it will offer the 

choice of continuing business as it is for 

a period while the new act is being tried 

Companies Act –   

After more than 
eight years on the 
drafting table, the 
new Companies 
Act, which was 
passed in April 
2008, will come 
into effect some 
time this year. It is 
expected to have 
a profound impact 
on the way much 
business is done in 
South Africa. 

'The new act 

makes it an off ence 

for a company to trade 

when its liabilities 

exceed its assets'

Talking points
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  there's still time to wait and see
and tested. 

"This gives you that added benefit of 

being able to run your business under 

familiar legislation and converting to a 

private company when you feel ready to," 

says McGee. 

Also, Cipro will continue to process 

and implement any applications for 

incorporation or conversion it has 

received but not processed by the date 

when the new Companies Act takes effect. 

The new act provides for the formation 

of two types of companies: profit 

companies and non-profit ones. Profit 

companies are further subdivided into 

state-owned, private, personal liability 

and public companies. The new act clearly 

distinguishes between state-owned and 

privately owned entities and between 

public-interest companies and smaller 

private entities. 

Siboniso Mncwango, an attorney at 

Deneys Reitz, says that of these forms of 

business, a private company will suit a 

small enterprise because it may be formed 

by one person and needs to have only one 

director. "A private company will still be 

prohibited from offering its shares to the 

public, and the transferability of its shares 

will be restricted, but it will no longer be 

subject to a limitation of 50 shareholders.” 

Under the existing legislation, close 

corporations or private companies have 

such a limitation. 

Unlike public and state-owned 

companies, a private company will 

generally not need to appoint a company 

secretary or an auditor, nor establish an 

audit committee, unless its memorandum 

of incorporation requires it to do so.

"However, the new law does provide 

that the minister of trade and industry can 

prescribe that certain private companies' 

annual financial statements must be 

audited," says Mncwango. 

When making this decision, the minister 

will look at issues such as the economic 

or social significance of the company, its 

annual turnover, the size of its workforce 

and the nature and extent of its activities. 

Mncwango says that once the new act 

comes into effect, there will be flexibility 

for entrepreneurs seeking to incorporate 

a small entity to enjoy benefits previously 

available through a close corporation. 

The new accounting and auditing 

framework for these companies is still 

being formulated, but both lawyers expect 

that it will be easier and less burdensome 

than before and entail little additional 

cost. 

However, for publicly listed companies, 

fiduciary duties are laid out in much 

more detail, bringing the act in line with 

common law, and now directors and 

auditors can be jailed for up to ten years 

for preparing materially false financial 

statements. If the assets fall short of 

liabilities, new capital has to be injected 

or shareholders' loans subordinated. 

Alternatively a major shareholder can give 

a guarantee. 

A significant change is that under the 

new act, all companies will be required to 

change their auditors every five years. 

This may have little impact on larger, 

publicly traded companies, but it could 

be onerous for smaller, private firms, many 

of which retain the same accountant for 

several years.  

Source: Financial Mail

Talking points



Memory foam is being billed by some 

industry players as ‘revolutionary 

sleeping technology’ that helps 

consumers sleep better at night 

by relieving pressure points. A few 

even claim that it will eventually 

replace spring and conventional foam 

mattresses worldwide. HGR asked locally 

based manufacturers whether they 

agree... 

Originally developed in 1966 under 

a contract by NASA's Ames Research 

Center to improve the safety of aircraft 

cushions, memory foam (also known 

as visco-elastic polurethane foam) is 

polyurethane with additional chemicals 

that increase its viscosity and density. 

Because it has a higher density, memory 

foam reacts to body heat, allowing it to 

mould to a warm human body in a few 

minutes. Lower density memory foam is 

pressure-sensitive and moulds quickly 

to the shape of the body.

“Memory foam definitely has a 

place in the market, but I don’t think it 

will replace the pocketed coil, spring 

or conventional foam mattress,” says 

Simmons South Africa sales manager Liz 

Milne. 

In some formulations, memory foam 

becomes firmer when the surrounding 

temperature is cooler, but Milne says 

this can change the “feel” of mattress, 

which may cause a problem for the 

sleeper.

“Individual pocketed coil springs 

also respond to the body’s profile,” 

she claims. “The pocketed coil 

spring is made of heavy gauge steel, 

pre-compressed, then placed in a 

durable, non-allergenic soft fabric 

pocket. Pocketed coil springs work 

independently to reduce motion across 

the sleep surface, providing undisturbed 

rest.

“The use of both memory foam 

and pocketed coil springs in the same 

mattress give a wonderful luxurious 

feel and support," Milne continues. "The 

recovery on the memory foam is even 

quicker and the memory foam moulds 

well to the body shape with the support 

of the individual pocketed coils.”

Innerspring mattress manufacturer 

LP Springs says that memory foam 

mattresses may be good for support but 

are bad for breathability. According to 

information posted on the company’s 

Foam, coils or spring mattresses – the debate continues

TV ads showing a disappearing hand imprint are partly responsible for the wide appeal of memory foam mattresses today.
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website, springs last longer, sleep cooler 

and offer better support than many 

specialty sleep surfaces. 

“Modern innerspring mattresses are 

made of ergonomically engineered coils 

with an initial soft and luxurious feel 

that gradually firm as weight is applied. 

Innerspring’s combination of softness 

and support not only secures optimal 

spinal alignment, but allows a more 

open construction than visco-foam or 

air mattresses. So air can flow freely, 

evaporate perspiration, and keep a 

sleeper cooler.

"The Active Support Technology 

of innersprings allows the sleeper's 

muscles to relax in a more natural 

sleep position. the coils adjust instantly 

to sleep movements, comforing and 

supporting the body actively.

"Innersprings," the website 

continues, " whether open, pocketed 

or continuous, are unique in providing 

'active support', unlike the passive 

support of many alternative mattress 

cores, which can be slow to respond and 

restrictive to natural body movement.

So it seems there is no definite 

answer about which mattress provides 

the best night’s sleep. At the end of 

the day (pun intended) it’s all about 

which criteria are most important to 

the consumer, and manufacturers need 

to ensure that retailers of their product 

know how to determine what these are 

and translate them into sale that results 

in a satisfied and ultimately, rested 

customer. 

Pocketed coil springs work independently to reduce motion across the sleep surface, 

providing undisturbed rest.

Healthy Sleep. Healthy Life.

Sealy does it again!  Fresh from healthy success with Do Not Turn, 

Bamboo and Aloe Vera, Sealy now launches the remarkable ‘No More 

Toss & Turn’ range to a market that’s in good need of a rejuvenating 

rest. Finally, tossing and turning caused by uncomfortable pressure 

points could soon become a thing of the past!

The average person tosses and turns up to 80 times a night, 

usually because of discomfort brought on by extra pressure 

at key areas of the body. As a result, Sealy scientists have 

developed an entire sleep system designed to eliminate the 

problem. At the heart of No More Toss & Turn is the Sealy Pressure 

Point Relief System that uses advanced materials to support and 

relieve  key areas around the shoulders, hips and knees. These high-

tech inlays and sections work in harmony with the entire Sealy sleep 

system to provide all-night pressure relief without sacrifi cing 

support in any way.

Where others procrastinate, Sealy innovates. As a result there 

are high expectations that No More Toss & Turn will continue 

Sealy’s well-earned reputation for leading the way.

NO MORE

&&&&&&&&&&&&&&&
CAUSED BY UNCOMFORTABLE 

PRESSURE POINTS

15402

At last! Sealy puts tossing and turning to rest.

For more information please visit www.sealy.co.za or call (011) 309-4000.
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Your Technology Partner in the Comfort Business

Greenacres has since 2000 provided manufacturing solutions to the furniture, mattress and bedding industries 

for the processing, converting, transportation and handling of polyurethane and other technical foams. 

Visit our website www.greencorp.co.za for more information.

WE REPRESENT:
Albrecht Baeumer GmbH - foam cutting, converting and handling equipment

Hennecke GmbH - polyurethane foam processing technology

Spuhl AG - wire forming machines for a wide variety of mattress inner-spring units

Tel:  +27 (0) 22 487 2233
Fax: +27 (0) 22 487 1916
sales@greencorp.co.za

PO Box 727 Malmesbury 7299
Nordyk Park 5 Unit 7 Tegno Str Malmesbury 7300

www.greencorp.co.za

Greenacres Holdings(Pty) Ltd

The Gauteng branch of Simmons South 

Africa has moved to new office and 

warehouse facilities in Herriotdale, 

Johannesburg. 

“Our previous facilities in Benrose did 

not have a showroom and we had to 

use excess office space for this purpose, 

which was not ideal,” says sales manager 

Liz Milne, who runs the Gauteng 

warehouse. “Our new showroom is so 

much better as it has been custom-built 

to accommodate the various beds.” 

New contact details

Unit D3

Krost Park

62 Lower Germiston Road

Herriotdale

Telephone:  0116262110, 0116262113

Fax:  011 626 1094

Orders fax line:  0865465805

Orders email: simjhbordres@iafrica.com 

Simmons Gauteng moves offices and warehouse

The new Simmons showroom in Herriotdale, Johannesburg.

Bedding





                               is proud to be a subsidiary of the renowned Zero Appliances Group of 
Companies. We pride ourselves on good customer service, quality workmanship and 
locally manufactured products. 

Comfort and durability are the two concepts that                                utilizes to 
deliver a better quality sleep and ultimately a better quality life.

Your Sleeping Partner

Mission Terrace, Chloorkop Ext 44, Kempton Park | Phone: 010 207 1801 | Fax: 010 207 1812

Go to www.cottonfields.co.za for more information. 

The innerspring mattress provides good spinal 
alignment when sleeping on your back, is easy to 
maintain and affordable, making it one of the most popular 
mattresses of all time. 

We currently supply OK Furniture with an exclusive 
range as well as the independent market. We will be 

expanding our range and hope to extend our business in 
the retail market in the near future.

Help your customers choose the right mattress

Many consumers believe that shopping 

for a mattress involves simply sitting 

on the edge of it and bouncing up and 

down.

As the salesperson, it's important to 

inform them that's impossible to make 

the correct decision this way, as they 

will be spending most of their time ying 

on the mattress and not sitting on it. 

And when they do lie down, it's going 

to be in the middle of the mattress and 

not on the edge. 

Ask the customer what level of 

mattress they need. Does it need to last 

for up for ten years or will it be used in 

the guest room that is only occupied at 

Christmas? Is the sleeper a large or small 

person, or perhaps a child? How heavy 

are they? Does the sleeper have back 

problems? 

If the mattress is for the guest room 

then it's safe to recommend a cheaper, 

lightweight mattress. Heavier sleepers 

who will be using the mattress regularly 

should be shown the most solid 

products in the store. 

Ask the customer to lie on the 

mattress in their usual sleep position. 

If the  mattress is for a couple, both 

of them should lie on it to see how it 

supports their weight. Encourage them 

to roll around for at least ten minutes.

Two key factors customers need 

to look for are comfort and support. 

Support is determined by the coil 

springs inside the mattress and 

should be conducive to proper spine 

alignment.  

Comfort comes from the padding, 

which serves to cushion the body from 

the support of the springs and should 

mould itself to the sleeper's body shape.

A bed that is too firm will put 

pressure on the heavier parts of the 

body, particularly the hips, signaling 

the body to turn over and resulting in a 

night of tossing and turning.

A bed that is too soft will result in 

the spine not being properly aligned. 

The muscles will tense up and have to 

work harder to make up for the lack of 

support.

Most bed manufacturers agree that 

anyone over 60 or with circulation 

problems should not have a too firm 

mattress. 

Bedding



Heimtextil 2010 offers inspiration for professionals

Today’s trendiest bedding combines function and lifestyle. This year’s 

Heimtextil, which took place in Frankfurt in January, focused on innovative bed 

products with a showcase, as five manufacturers from the European mattress 

industry exhibited the latest natural and health trends for the bedroom.

It goes without saying that pure, natural materials, for example, those which 

combine ecology and ergonomics perfectly, guaranteeing regeneration while 

sleeping, help to ensure a better sleep. An alternative is breathable cold foam 

mattresses, which promise a really comfortable microclimate in bed.

With their imaginative stands exhibitors demonstrated just how exciting 

bed linen, bedding and sleep systems can be, from jungle decorations 

with matching acoustics to an alpine feeling and a fantastic kids’ world 

– presentations which offer inspiration for professionals. 

Bedding



Beverage makers, linen care & seasonal  

This market review is provided by 
market research organisation GfK, 
which tracks the sales of consumer 

durables through monthly retail 
audits done on model level. The 

audit is carried out across all 
relevant channels of distribution. In 

South Africa GfK currently tracks and 
reports on 45 product categories 
within the consumer electronic, 

domestic appliances, telecoms, IT, 
gaming and sports markets.

The South African small domestic appliance (SDA) market performed 

well during 2009, in contrast to major domestic appliances and other 

durable products which struggled with the slowdown in consumer 

spending. 

GfK classifies small domestic appliances into ten categories, which 

are made up of beverage makers, food makers, food preparation, 

health, indoor cooking, linen care, hair care, personal care, seasonal 

and special packs. 

Sales distribution across these categories is strongly affected by 

seasonal appliances between April and August 2009. Average price 

developments for SDA during 2009 were pushed by price increases 

in seasonal goods which grew by 24 per cent, hair care which grew 

by 23 per cent and indoor cooking by 19 per cent – a total increase 

from R217 in 2008 to R257 in 2009, around 19 per cent on average 

across all ten categories. 

Year-to-date sales volumes grew almost 18 per cent to 6.7 million 

retail transactions during January-November in 2009, compared to 

the same period in 2008. This trend was spurred on by the strong 

sales performance of gas and electric heaters within the seasonal 

segment of SDA, which saw volumes reaching over one million in 

the eleven months to November 2009. 

Linen care, especially irons, also had a positive development 

of ten per cent growth in 2009, growing from 1.23 million sales in 

January to November 2008 to 1.38 million units during the same 

time frame in 2009. Estimates for linen care for 2009 are over 1.5 

million considering December 2008 tracked 138 000 sales units.

Beverage makers made up 18 per cent of sales, linen care 

accounted for 20 per cent and seasonal goods doubled in growth, 

making up 16 per cent of SDA transactions in January to November 

2009.

Beverage makers

Kettles make up the majority of sales within this category (which 

also includes urns, coffee makers, espresso makers, coffee grinders 

and juice extractors) with 89 per cent in unit sales and 72 per cent in 

value in the current reporting period.

November 2009 figures for kettles show 105 000 unit sales to the 

value of R17 million, up a whopping 42 per cent in unit sales and 

31 per cent in value compared to November 2008. The distribution 

standings for kettles remains dominated by the mass merchants who 

have steadily gained market share over the year, accounting for 90 

per cent in unit sales and 87 per cent  in value, up four percentage 

Small Domestic Appliances

The South African small domestic appliance (SDA) market 
performed well during 2009, in contrast to major domestic 
appliances and other durable products which struggled with 
the slowdown in consumer spending. 

GfK Retail and Technology 1/2010

SMALL DOMESTIC APPLIANCES
Sales Units %
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Prices for SDAs increased by an average 19 per cent across all 

categories.

Kettles recorded the highest unit sales in  2009.
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points in unit sales and two percentage points in value from 

November 2008. Electro retailers and furniture specialists have kept 

their market share fairly stable during the current reporting period, 

accounting for a combined 10 per cent in sales and 13 per cent in 

value. 

Price classes of kettles indicate that the majority of sales are 

made between R50 and R200, which accounts for 76 per cent in unit 

sales in the current reporting period. The R75-R100 class remains 

the dominant price class, dropping share in Q4 2008 and then 

regaining in February 2009. It remained relatively stable over the 

year, accounting for 26 per cent in unit sales in the current reporting 

period, down two percentage points compared to November 2008. 

The R100-R125 price class made steady gains during the year, 

doubling its share from seven per cent in November 2008 to 14 

per cent in November 2009. The R150-R175 price class made good 

progress at the beginning of the year before dropping almost half its 

share in March 2009 to ten per cent. It currently stands at 13 per cent 

in unit sales in the current reporting period, still up three percentage 

points compared to November 2008, despite losing significant share 

in March 2008.

Linen care

Linen care consists of dryers, irons, sew/knit machines and sewing 

machines. Irons made up the majority of sales within this category, 

accounting for 97 per cent in unit sales and 84 per cent in value in 

the current reporting period.

November 2009 figures for irons show 144 000 unit sales to 

the value of R25 million, up a substantial 40 per cent in unit sales 

and 47 per cent in value when compared to November 2008. The 

distribution standings for irons is dominated by the mass merchants 

who have increased their market share over the year, accounting 

for 90 per cent in unit sales and 89 per cent  in value, up two 

percentage points in unit sales and two percentage points in value 

from November 2008. 

Electro retailers and furniture specialists kept their market share 

relatively stable, accounting for a combined nine per cent in sales 

and ten per cent in value in the current reporting period. Price 

classes of irons indicate that the majority of sales are made between 

R50 and R250, which accounts for 83 per cent in unit sales in the 

current reporting period. The lowest price class of R50-R75 gained 

significant share over the year, trebling its market share from four 

per cent in November 2008 to 12 per cent in November 2009. The 

mid-range price class of R125-R150 lost share over 2009 making up 

nine per cent in unit sales, down eleven percentage points from 

November 2008.

Seasonal goods

Year-to-date volumes for seasonal goods (fans, heaters {oil 

heaters, gas heaters, bar heaters and fan heaters}, humidifiers 

and electric blankets) saw fans making up well over 90 per cent 

in unit sales and value due to the hot South African summer 

months. 

With air-conditioning units in homes still considered a luxury 

due to their high cost and maintenance, the availability of a variety 

of different brands and types of fans presents an option which is 

far cheaper and cost-effective, as the majority of the South African 

population falls into the lower income brackets. 

The seasonal trend of fans dropped from 94 per cent in unit sales 

in February 2009 to 68 per cent in March 2009. It then dropped 

dramatically in April to just nine per cent in unit sales and value, 

while the seasonal trend for the sale of heating products began to 

soar with the onset of winter. Sales of bar heaters, fan heaters, gas 

heaters and oil heaters and electric blankets more than quadrupled 

their share during the winter months between March and August 

2009. Gas heaters also benefited from increases in electricity prices 

and with Eskom’s current proposal on further tariff hikes gas heaters 

look set to perform well again in 2010. 

  goods show strong growth
GfK Retail and Technology 1/2010
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Electro retailers and furniture specialists have kept their market share 

in irons relatively stable.

Fans make up the highest percentage of unit sales in seasonal goods.

Market Review
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Kenwood claims that its Smoothie2Go not 

only puts the fun back into food preparation, 

but is also ideal for those keen to stay 

healthy while leading a busy lifestyle. As I am 

not that comfortable in the kitchen and am 

always looking for innovative ways to make 

my life simpler, I was eager to put these 

claims to the test.

Turns out everything Kenwood says 

is true. This compact little machine with 

its elegant chrome finish comes with 

two 500ml plastic goblets, which are 

conveniently marked to ensure you combine 

a perfect balance of ingredients to quickly 

and easily create a delicious, healthy 

smoothie. 

Once you've blended your drink, simply 

replace the blades with the convenient 

drink-through lids, which turn the goblets 

into handy travel mugs.

My teenage children love the 

Smoothie2Go, because they can either enjoy 

their smoothie immediately, straight from 

the mug (which means no extra dishes), take 

it to school or store it in the fridge for later.

Safety features include full safety 

interlocks and non-slip feet, and the travel 

mugs and other removable parts are 

dishwasher safe.

The Smoothie2Go will make a handsome, 

practical addition to any kitchen and should 

sell well in stores that retail small domestic 

appliances. 

Coffee makers the next health appliance?

No matter how hot it gets in the sun, 

South Africans are loathe to go without 

their coffee. 

And now they no longer have to feel 

guilty about enjoying cup after delicious 

cup, as a recent study conducted by 

Harvard researchers has revealed that 

the more coffee consumers drink, the 

better their chances of lowering the risk 

of diabetes, Parkinson's disease and colon 

cancer. And that’s not all…

After analysing data on 126 000 people 

for as long as 18 years, Harvard researchers 

calculate that downing one to three cups 

of caffeinated coffee daily can reduce 

diabetes risk by single digits. But having 

six cups or more each day slashed men's 

risk by 54 per cent and women's by 30 per 

cent over java avoiders. 

Though the scientists give the 

customary "more research is needed" 

before they recommend consumers 

overwork their coffee machines to 

specifically prevent diabetes, their 

findings are very similar to those in a less-

publicised Dutch study. And perhaps more 

importantly, it's the latest of hundreds of 

studies suggesting that coffee may be 

something of a health food, especially in 

higher amounts. 

In recent decades, some 19 000 studies 

have been done examining coffee's 

impact on health. And for the most part, 

their results are as pleasing as a gulp of 

the freshly brewed hot beverage for the 

millions of South Africans who routinely 

enjoy this traditionally morning – and 

increasingly daylong – ritual. 

"Overall, the research shows that coffee 

is far more healthful than it is harmful," 

says Tomas DePaulis, PhD, research 

scientist at Vanderbilt University's Institute 

for Coffee Studies, which conducts its own 

medical research and tracks coffee studies 

from around the world. "For most people, 

very little bad comes from drinking it, but 

a lot of good." 

Consider this: At least six studies 

indicate that people who drink coffee 

on a regular basis are up to 80 per cent 

less likely to develop Parkinson's, with 

three showing the more they drink, the 

lower the risk. Other research shows that 

compared to not drinking coffee, at least 

two cups daily can translate to a 25 per 

cent reduced risk of colon cancer, an 80 

per cent drop in liver cirrhosis risk, and 

nearly half the risk of gallstones. 

Coffee even offsets some of the 

damage caused by other vices, some 

research indicates. "People who smoke 

and are heavy drinkers have less heart 

disease and liver damage when they 

regularly consume large amounts of 

coffee compared to those who don't," says 

DePaulis. 

There's also some evidence that 

coffee may help manage asthma and 

even control attacks when medication is 

unavailable, stop a headache, boost mood, 

and even prevent cavities. 

So what better reason do retailers need 

to convince their customers to invest in a 

coffee machine? 

Source: WebMD.com

HGR editor puts Kenwood Smoothie2Go to the test

Score card

Performance

Ease of use

Cleaning & Maintenance

Durability

Safety

Value for money
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De’Longhi Icona Espresson Maker, Model EC310BK
Great coffee at home is easy with the De’Longhi Icona Espresso Maker!  You can have a perfect 
espresso in seconds.  And, in a few seconds more, turn that espresso into delicious cappuccino 
with the unique Cappuccino System Frother that mixes steam and air with milk.  The De’Longhi 
Icona used ground coffee or coffee ‘pods.  Other features include cup warming plate, removable 
water reservoir, stainless steel boiler, two separate thermostats to control water and steam 
temperatures, removable drip tray, and incorporated coffee tamper.  Recovery time is instant, so 
it’s possible to make cup after cup of perfect espresso or cappuccino.

WHO CAN RESIST A
GOOD LOOKING ITALIAN?

The name De’Longhi is synonymous with great coffee!  Made 
with the best of Italian technology, De’Longhi offers a range of 
automatic coffee machines to produce the best cups of filter 

coffee, espresso and cappuccino to be found. 

With De’Longhi coffee makers, it’s possible to tailor a cup of coffee 
to suit each individual taste.

De’Longhi, combining Italian reliability with style, is imported by Kenwood Appliances.
For more information, phone 011 474 1053.

De’Longhi Single Touch Digital Magnifica, Model ESAM6600
A digital programmable menu allows adjustment of coffee strength and temperature and even 
size of cup. Patented auto-cappuccino system gives perfect cappuccino, Latte or even Italian 
Macchiato with a single touch. Features: Quiet burr grinder, cup warmer, removable water reservoir, 
removable milk container, removable used coffee container, one to three hour automatic shut-off.  

De’Longhi Magnifica Pronto Automatic Coffee Maker, Model ESAM3500
The Pronto makes it possible to personalize every cup, with size of cup, strength of coffee and 
even temperature.  The Automatic Cappuccino system gives perfect cappuccino at the touch of 
a button.  Features: Quiet burr coffee grinder, 15 bar pump, cup warmer, uses coffee beans or 
ground coffee, detachable milk container, one to three hour shutoff.



DE’LONGHI, HOT STUFF FOR 2010
De’Longhi, a world leader in the portable heating 
market, offers functional, reliable products, created for 
maximum efficiency and output.  De’Longhi heating 
products ensure a comfortable environment and 
provide maximum reliability. 

De’Longhi’s complete range of portable heaters will 
provide comfort and optimize energy consumption all 
winter long.  De’Longhi portable heaters require no 
installation, are 100% efficient by converting all the 
electricity used directly into heat, can be easily moved 
from space to space, and can be stored away when not 
required.

The De’Longhi portable heaters offer unique features, 
are produced to the highest possible standards and are 
stylish home accessories.

For more information about De’Longhi range of heaters, contact 011 474 0153. 

De’Longhi Radiant Panel 
Heater, Model HHP1000
The De’Longhi Radiant Panel 
heater provides flexibility of 
use. Consider it the ultimate 
heater – that has all the 
advantages of a convector 
and an oil filled radiator. It can 
be a free-standing panel or, 
due to detachable feet, can 
be mounted on the wall.  A 
special ‘splash-proof’ system, IP24 rated, gives maximum 
safety and allows the heater to be used in a kitchen or 
bathroom.

The De’Longhi Radiant Panel provides the highest efficiency for 
heating the space directly in front of the unit, providing personal, 
direct heat.  The panel is ideal for medium sized rooms, bathrooms 
and bedrooms, or as a personal heater. Other features include 2 
power settings, room thermostat, thermal cut-off, tip-over switch, 
a specially designed Mica-Thermic panel for silent operation and 
double insulation.

De’Longhi Ceramic Heater, Model 
TCH6590ER
The De’Longhi Ceramic Heater is a compact, 
lightweight heater that is totally portable.
The fan system forces air through a ceramic 
heating element and the heater oscillates from 
side to side to warm every corner of the room.

The Ceramic Heater provides instant heat, and 
is energy efficient, as energy consumption 
reduces as the temperature increases.  This 
heater is suitable for medium sized rooms and 
offices.

Other features include a convenient remote control to operate 
the unit, two heat settings, digital timer, motor driven swiveling 
structure, adjustable electronic thermostat, pilot light, cord storage 
and digital display to check room temperature. 

De’Longhi Oil Filled Radiator, Model 
KH770920CB and KH771225CB

With ComforTemp function
The Oil Filled De’Longhi 
Radiator heater is an 
efficient and cost effective 

portable heater for long term use.  It 
provides steady, totally silent heat, and 
releases heat into the room even after it 
is shut off.  It’s a portable heater that is 
easily moved, on pre-assembled castors, 
from room to room.

This De’Longhi oil radiator has a unique, 
energy saving ComforTemp function. This dedicated sensing 
system that will, with the touch of a button, automatically set and 
maintain the ideal temperature.

Other features include maximum heating power of 1500 watts, 3 
different heating settings, room thermostat, safety thermostat, anti-
frost function and cord storage. The oil-filled radiator is suitable for 
large rooms, living rooms and bedrooms.



THINKING KITCHEN…?

THINK

Quality Home Appliances for more than 60 years
Kenwood Kitchen Machines are unique.  Powerful, adaptable, stylish and technically advanced, Kenwood’s range of 
food preparation appliances is still unequalled in the world today.

For over 60 years, Kenwood appliances have been the preferred kitchen machines for thousands of homemakers, 
world-wide.  With the latest range of Kenwood kitchen Machines, such as the top-of-the-range Kenwood Titanium 
Major (pictured), food preparation has become even easier.  There’s no limit to the number of delicious recipes that 
Kenwood appliances can produce.

With a classic, timeless style that never goes out of fashion, the Kenwood range is specially designed to enhance 
the décor of any kitchen.  Quality appliances and great after-sales service have made Kenwood a leader in the small 
appliance field.

For more information about Kenwood Appliances, phone 011 474 0153 or go to www.kenwood.com.



Philips customer care line: 087 8084456 or www.philips.co.za

Philips new Pure Essentials collection is a range of exclusive kitchen appliances that 
look fantastic, and, more importantly, give you the exact results you want – every time!

Available in white, all the appliances have stainless-steel parts and subtle
red accents, which give them a modern, robust feel.

Have it exactly your way!



Consumers get all the essentials their way with Philips

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 collection, consisting of a toaster, kettle, coffeemaker, 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 sleek and 

stylish with high-quality finishes. 

Available in white, the appliances incorporate stainless-steel parts and subtle red accents to give 

them a modern, robust feel.

Small Domestic Appliances
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One of the side effects of digital 

photography combined with the 

decreasing cost of memory is that even 

though hundreds of digital photos are 

taken every day, very few of them ever get 

printed. This is partly because of the false 

perception that printing photographs is 

costly and more effort than it’s worth. But 

with the Epson’s Stylus Photo T50 home 

photo printing is not only easy but also 

cost-effective.

The T50 uses Epson’s Micro Piezo print 

head technology which, combined with 

Epson Claria photographic ink, produces 

high-definition images that last up to 98 

years in a frame or over 200 years in an 

album. 

Jumbo photos can be produced in as 

little as twelve seconds and A4 documents 

can print at a speed of up to 38 pages per 

minute. Users also benefit from the ability 

to print borderless photos up to A4 size 

and even CDs and DVDs can be given a 

personal touch by printing directly onto 

suitable discs.

“The Epson Stylus Photo T50 is cost-

effective because it uses individual ink 

cartridges, so users only need to replace the 

colour that has run out,” says Epson South 

Africa product manager Lyle Mitchley. “Like 

all top quality photo printers, the T50 prints 

using a six-ink system, including black, 

cyan, light cyan, magenta, light magenta 

and yellow cartridges, which are easily 

identified by the ‘hummingbird’ image  

and come in a convenient, cost-saving 

multipack.”

Designed with the same modern look 

and feel as Epson’s TX Series all-in-one 

printer range, the compact T50 will fit 

seamlessly into the home. Adding to the 

benefits of the T50’s modern design, its 

premium finish includes a fingerprint-

resistant top surface – drastically reducing 

the amount of cleaning required and 

keeping the printer looking sleek and 

smart.

Epson’s Easy Photo Print software 

comes as standard with the T50, allowing 

for the easy optimisation of any photo, 

such as backlight correction and red-eye 

removal. An Epson photo paper pack is also 

included, so users can start printing high-

quality photos on Epson premium glossy 

photo paper in 10x15cm, 13x18cm and A4 

sizes straight away. 

Carpet, upholstery and floor cleaning hire 

company Cleaning Clinic is taking branded 

soap products head on with a range of 

professional cleaning products labelled to 

sparkle on retail store shelving.

According to Cleaning Clinic managing 

member Simon Thorpe, the launch of a 

single-disc floor scrubber for cleaning tiles, 

hard floors and laminated wood products 

also brings a unique service to South 

African shores and broadens consumer 

choices.

"This machinery is imported from 

Europe, where the service has taken 

off dramatically," he says. "It's another 

exciting offering in a range that allows the 

consumer to clean everything, including 

carpets, upholstery and laminate flooring." 

The company’s product range includes 

the Hard Floor and Tile Cleaner, Wood and 

Laminated Floor Cleaner, and Spray and 

Buff Polish.

While the hiring out of machinery 

through various retail outlets and smaller 

one-man traders is Cleaning Clinic's 

core business, a range of eight chemical 

cleaners top off the consumer offering. 

Some 500 outlets across greater Gauteng, 

the Free State, Limpopo, Mpumalanga, 

North West and northern Natal and a 

franchise operation in Natal central display 

Cleaning Clinic's equipment in eye-

catching positions in-store. Having proved 

successful in these regions, the company is 

set to launch in a further 150 stores in the 

Western Cape during 2010.

With 2009 having been a "very good 

year" for Cleaning Clinic, 2010 already 

looks set to exceed expectations. "We are 

in high-profile, visible positions across the 

country and expanding quite rapidly. Our 

backup service has proved valuable to all 

our clients and, in turn, to the consumer." 

The company has a 24-hour help line that 

consumers can call to be talked through 

any issues they may be having, and a 

service department that maintains and 

services its equipment every two weeks. 

Spotless new strategy from Cleaning Clinic

Epson printer prints better-than-lab-quality photos at home 

The Epson Stylus Photo T50 is perfect for users who want to take control of the creative 

process, enabling photos to be printed at home that look better and last longer than lab 

prints.
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MasterGuard+ has been operating 
in the fabric protection industry

for over 20 years. 

MasterGuard+ has been operating in the fabric protection 
industry for over 20 years. We offer the finest fabric protection 
available. With people always on the go these days  the last 

thing they need to worry about is the  appearance of their 
upholstered or leather  furniture, cushions, curtains, etc. 

With our specially formulated fabric protection, 
now you won’t  have to. 

This amazing protection prevents oil and water based  stains 
from penetrating into the upholstery and fabrics, guaranteeing 

ease of cleaning and giving you peace of mind.

The nifty little Samsung B3310 Qwerty 

mobile phone is a colourful number 

that’s available in three colour versions 

– pink, jade green and grey. 

The B3310 is a little different to the 

average mobile phone in that the 

numbered keys have been arranged 

in a column down the left-hand side 

of the phone for a very specific reason 

– once the Qwerty keyboard is opened, 

this column becomes the top line of 

numbers for the keyboard, which makes 

texting and emailing a far faster and 

easier experience.

The Samsung B3310 is also Mxit 

certified. Add to this support for 

Facebook, Twitter and YouTube with 

quick access from a personalised 

home screen and the Samsung B3310 

becomes a powerful little tool for 

keeping in touch with friends and 

family. 

There’s also a 2.0 mega pixel camera 

with video support which can be used 

to upload photos and videos to online 

profiles, a multimedia player and FM 

radio for listening to the latest music 

tracks, and an expandable memory for 

keeping all of those favourite moments 

and albums safe.

The Samsung B3310 uses a special 

edition of the TouchWiz user interface to 

help guide the user through the touch 

screen menu system, as well as add 

widgets to the home screen for quick 

access. 

The main screen measures two 

inches and with the extra slide-out 

Qwerty keyboard users will be forgiven 

for thinking this is a big device, but 

measuring just 91 x 54 x 17mm and 

weighing only 101g it is one of the most 

pocket-friendly mobile phones currently 

available with these facilities. 

Samsung QWERTY – cute, colourful and compact

The Samsung B3310 Qwerty mobile phone 

is small enough to fit into a pocket, but 

powerful enough to ensure fast texting, 

searching and web browsing.

Product Showcase



As Asia's largest houseware event, the 

HKTDC (Hong Kong Trade Development 

Council) Hong Kong Houseware Fair offers 

unparalleled opportunities for suppliers 

to promote their products and company 

image to large numbers of serious 

international buyers. 

Celebrating its 25th anniversary in 

2010, the fair has behind it a wealth of 

experience and has proved its worth in 

business generated and contacts made. 

The 2009 event attracted over 26 000 

buyers from 126 countries and regions, 

including Banak, Federated Co-Operatives 

Ltd, Galeries Lafayette, Home Centre, 

MorganWare, Nitori Co Ltd, The Mall Group 

Co Ltd, WalMart and Z Gallerie. Taking 

advantage of the opportunity to meet 

so many quality trade visitors in 2009 

were more than 2 200 exhibitors from 37 

countries and regions.

The fair's prime downtown location 

at the state-of-the-art Hong Kong 

Convention and Exhibition Centre is an 

attractive asset, with its superb transport 

connections and accessibility to hotels 

ensuring participants can visit with ease.

Zones of Influence

Special themed zones enhance the show's 

effectiveness and help exhibitors make 

contact with their targeted buyers. The 

acclaimed Hall of Elegance is a well-

established fair favourite, while making 

their first appearance this year are World 

of Fine Dining, Home Accents, Home 

Living and Outdoor Living, all focusing 

on growing sectors in the world of 

houseware. 

The Hall of Elegance puts the focus on 

brand names and designer collections 

in an exclusive setting. Here exhibitors 

can showcase their creativity and brand 

image, while conducting meaningful 

business with buyers.

The World of Fine Dining offers the 

perfect environment for displaying bar 

accessories, kitchenware and tableware. 

In order to fully reflect the latest trends, 

the zone offers a choice of deluxe booth 

or raw space for self-designed booths. This 

unique setting lets exhibitors show off the 

latest colours, shapes, styles and gadgets 

to best effect.

Home Accents is the zone for suppliers 

of a wide variety of products that are 

designed to put zest into living spaces, 

including home decor.

Tapping into the trend for making 

homes more comfortable as well as 

hygienic and safe, the Home Living zone 

is the place for suppliers of hardware, DIY 

and small electrical appliances to reach 

out to international buyers.

The desire among consumers to live 

a "green" life as well as making full use 

of the home for relaxation is providing 

a boost to the gardening and outdoor 

accessories sector. The Outdoor Living 

zone attracts buyers with its wide range 

of functional and decorative items for the 

outdoors.

Find quality buyers at Hong Kong Houseware Fair

World's finest furniture on show in Singapore

With less than two months to go, the 

International Furniture Fair Singapore 

2010/27th ASEAN Furniture Show (IFFS/

AFS 2010), slated for 9-12 March 2010, is 

running chock-a-block with a total of 40 

000 nett square metres of exhibition space, 

a testament to the fair’s reputation on the 

global furniture trade scene. Featuring a 

strong line-up of debut exhibitors and loyal 

supporters from Singapore and beyond, 

IFFS/AFS 2010 will see design having a 

stronger prominence and a wide collection 

of cutting-edge furniture creations on 

display.   

“IFFS/AFS has always been known for its 

distinctive focus on furniture design,” says 

IFFS chief operating officer Richard Koh. 

“This year we are taking design to the next 

level by introducing an overarching tag 

‘D’Space’ (Designer Space) for all our design 

initiatives at the fair, as we feel design is the 

way forward for growth of the industry and 

will be actively promoting this.”

Under the D’Space umbrella is a new 

and expanded design exhibition area where 

buying delegates can view innovative 

and creative designs at Platform and from 

Design & Objects, an association from 

Thailand featuring its local design talents, 

participating for the first time. 

“The group, which counts more than 70 

companies as members, has built a solid 

reputation for fresh designs and quality 

products in both the local and international 

markets since its inception in 1999,” says Koh. 

IFFS/AFS 2010 has registered an increase 

in participation from ten countries, including 

Australia, China, Germany, Hong Kong, Italy, 

Malaysia, the Netherlands, Thailand, the 

Philippines and the US. 

Of the total number of exhibitors, 20 per 

cent are making their debut at IFFS/AFS 

2010, promising visitors new and exciting 

products to look out for. 

For more information on IFFS/AFS 2010 

visit www.iffs.com.sg.

Buyers can expect to source from a wide assortment of furniture and furnishing products 

offered by exhibitors from across the globe.
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Growth – modest but 
real in 2010
There is a perceptible sense that our trade has turned  the corner. We 

don’t need to underline the appalling retail figures over 2008/2009; it 

was grisly and many small retailers simply didn’t make it. 

Consumers were stressed, retailers were stressed and suppliers were 

stressed. There was a grimness about this trade which certainly wasn’t 

pleasant. 

But now, early in February 2010, all eyes will be on first-quarter sales 

figures as there is a definite feeling that these will show an upward 

trend.

We know that prior to Christmas 2009 the alarm bells were ringing 

loudly. The conventional wisdom was that there would be a further 

contraction in sales volumes, that Christmas would not be the saviour 

that historically it always had been. 

The conventional wisdom was wrong. We now know that retailers 

did much, much better than feared. Consumers did go out and spend, 

perhaps not as freely as in previous years, but the catastrophe we had 

all expected simply never happened.

There is now a cautious optimism that interest rate cuts are finally 

registering with the battered consumer and that the sales of consumer 

durables and particularly household furniture will benefit.

The Bureau for Market Research, a notoriously conservative body, 

forecasts a minimum of 1.5 per cent growth in the above sectors. 

However, other analysts are more hopeful with forecasts of 1.9 per cent 

for household furniture, 1.7 per cent for domestic electrical appliances 

and more modest 1.3 per cent for audio visual products such as TVs, 

hi-fi's, Blu-ray players and DVD players.

It is World Cup year and it will generate a ‘feel good’ factor amongst 

consumers, and that is bound to translate into higher spending down 

the track. 

Confidence levels amongst our key role players are rising, and we all 

know how important confidence is to business. Unemployment should 

stabilise, albeit at uncomfortably high levels, but at least there should 

be some certainty at last for those seeking to make credible marketing 

and budgetary forecasts.

So to summarise, our forecast is that retail sales (in our sectors) will 

move out of negative territory, helped by moderating inflation (7.7 per 

cent? and a relatively low interest rate environment. 

However, those heady, halcyon days of pre-2008 will not return  this 

year, or any time soon. 
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Excelsior BRS

Venecia  DRS 

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

Remus BRS

Regal DRS



Contour Bedding Pty (Ltd) ΅ Tel: +27 11 342 1190/91 • Fax: +27 11 945 4026 • e-mail: info@conbed.com

΅ 399–406 Jesmond Avenue, Nancefi eld Industrial Sites, Johannesburg, 2135, Gauteng ΅
΅ PO Box 82344, Southdale, Johannesburg, 2135 ΅

Medifl ex™

extra fi rm high density 
laminated Feelo Foam Core

Climate Control™

for all round
perfect ventilation

Maxi Koil Spring System™ 

for long lasting 
ultimate support

Flexizone Pocket Spring™

individual springs
for maximum comfort

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

Reliability Quality

CLIMATE CONTROL™

DUAL GRID


