




Contents
April-May 2010

Newsline 

Amap is profitable again 5

FTA merges with Consumer Goods Council 6

Consumers more willing to buy durable goods,

BER survey shows 7

SA office furniture market report published  7

Ellies adds small appliances to offering 7

ADT Security wins victory in patent lawsuit in China 8

Samsung marketing material ‘misleading’, ASA rules 10

Revamped Decorland website has rooms with views 10

Dawn earnings slashed 11

Zim retailers still look to SA for stock 11

Builders Warehouse opens in Vaal region 11

Avnic Trading becomes Garmin Distribution Africa 11

Abused children benefit from hardworking

Ellerines team 12

Garmin puts Child Welfare on the map 12

Game Midmar Mile swimmers put charity

in the pink 13

Massmart continues fight against food insecurity 13

Domestic Heating

DeLonghi offers hot stuff for 2010 14

Market Review

Technical Consumer Goods – Market shows signs

of recovery 15

Consumer Electronics

Toshiba goes beyond laptops 20

Cinematic entertainment from Acer Aspire

notebooks 20

Sony pushes home entertainment boundaries 

with 3D TV 21

Blingstallation eliminates product setup blues 21

Lounge Furniture

Best of world furniture showcased at MIFF 2010 23

Ellerines restructuring starting to pay off 26

Fatboy offers the ultimate in comfortable

leisure time 26

Bakos Brothers opens in Pretoria 28

Product Showcase

Axis network cameras for retail video surveillance 30

Reduce A3 monochrome office printing costs

with Aculaser 30

Gallery

Bafana's Matthew Booth appointed LG green

ambassador 31

People on the move 31

3123206







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

Aurette Bowes

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

facebook

Home Goods Retailer 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.

Back to the black, 
the end of an era, and
HGR judges furniture in Malaysia
It is heartening to see one of the industry's leading suppliers of small appliances swing 

back into the black again. Amap is celebrating a return to profitability in its first half 

of trading and while CEO Alan Coward believes the economy has not quite recovered 

from the recession, he is bullish about Amap's future. Read more about the company's 

rejuvenation on page 5. 

While one sector of the industry looks forward to a fresh start, another is lamenting 

the end of an era. The long-standing Furniture Traders Association held its final annual 

general meeting in April when its board members voted to merge with the Consumer 

Goods Council of South Africa.  The interests of furniture retailers will now be taken care 

of by the newly established umbrella body, the South African Retail Council. The SARC 

has assured FTA members that it will "preserve" their interests, but time will tell whether 

this promise is upheld or whether the FTA becomes just another fish in the national sea 

of retailers. Read the story on page 6.

HGR publisher Ian Hughes is becoming a well-known face at the Malaysia 

International Furniture Fair, not as a visitor to this renowned event, but as one of the 

judges of its prestigious ... Naturallly, he also uses the opportunity to check out the latest 

trends in lounge, bedroom, diningroom and livingroom furniture emerging from this 

export hub. For his impressions of MIFF 2010 turn to page 23.

As the start of the 2010 Soccer World Cup draws ever nearer, consumer electronics 

suppliers are pulling out all the stops to ensure TV viewers can watch the tournament 

on the most technologically advanced products the sector has to offer. Discover what's 

new in CE on pages 18-21.

Until June. 

Editor's Desk
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After two years of back-to-back 

losses, Amalgamated Appliance 

Holdings (Amap), importer, 

manufacturer and distributor 

of household electrical and 

electronic durables, has finally 

reported a first half operating 

profit increase of R32.1 million for 

the six months to end December 

2009, compared to a loss of R54.1 

million for the same period in 

2008. 

This follows the company’s 

decision to close its consumer 

electronics business and move 

to a brand royalty business for 

Sansui and Tedelex.

CEO Alan Coward elaborates: 

“We are still custodians of the 

Sansui brand in sub-Saharan 

Africa and the Indian Ocean 

islands, but have granted 

exclusive retail rights in South 

Africa to the JD Group, which historically 

has always been the biggest retailer 

of Sansui. The group is now solely 

responsible for importing, stocking 

and servicing the product, while our 

responsibility is to ensure the brand is 

correctly positioned in the market. 

He adds: “Tedelex television and audio 

products will be distributed to the entire 

retail trade on a brand royalty basis, but 

Amap will continue to manufacture and 

stock Tedelex small appliances.”

Coward says Amap’s decision to adopt 

this new business model is in line with 

international trends. “Many overseas 

companies are moving in this direction, 

simply because it is more profitable.”

This is evident in the company’s gross 

margin improvement, despite gross 

revenue for the period being 35 per cent 

lower than the prior period at R399.7 

million. Operating activities generated 

R90.6 million, with total comprehensive 

income for the period from continuing 

and discontinuing operations 

amounting to a profit of R24.5 million, 

against last year's loss of R50.5 million. 

Amap has also outsourced its 

electronic service operation and the 

directors have decided to exit the 

electronics manufacturing business 

and sell the facility at Atlantis which 

produces set top boxes. “We have 

already sold 26 per cent to a BEE partner,” 

says Coward. “The remaining 74 per 

cent would have been purchased by 

a Chinese player, but the company 

was unable to obtain approval from 

its central government so we have 

discontinued those negotiations. We 

are currently in discussions with various 

parties and plan to finalise the deal by 

the end of June.”

Commenting on the retail industry’s 

performance as a whole during 2009 

Cowards says it was below expectations. 

“Sales were affected by the high 

number of retrenchments, inflation and 

stringent monetary policies resulting in a 

contraction of 4.9 per cent in retail sales 

compared to 2008. Fierce competition 

occurred with companies striving to 

maintain market share in a competitive 

environment.”

Challenging times ahead

Coward says the retail business 

environment will remain extremely 

challenging going forward with a strong 

possibility of further contraction until 

June. 

“Consequently, Amap has 

invoked projects to secure 

our future revenue. These 

include continued investment 

in all our brands, which I 

believe have been neglected 

in the past. Our objective is 

to position each brand as a 

leader in its specific market. For 

example, Pineware is regarded 

as a reliable, functional and 

competitively priced brand, 

while Russell Hobbs continues 

to be acknowledged as our 

premium brand.”

Coward says plans are also 

on the cards to expand certain 

product categories, but will 

make announcements in this 

regard “at the appropriate time”.

Focus on export

There is also a stronger focus 

on export opportunities to other African 

countries, which Coward admits has also 

been badly neglected in the past. “We are 

very excited that several companies are 

approaching us to handle their brands in 

Africa, and intend acquiring new brands 

soon.

“The small domestic appliances (SDA) 

market is not as volatile as that of large 

appliances,” he continues. “The state 

of the SDA market reflects the current 

nature of our society, where globally, 

consumers are becoming more family 

oriented and opting to entertain at 

home rather than go out. Additionally, 

they are becoming increasingly health 

conscious. They want to know what goes 

into the food they eat and therefore 

prefer to prepare it themselves at home. 

SDA’s have an integral role to play in 

these trends.

“Furthermore, the FIFA World Cup 

is also expected to increase general 

demand for consumer durable goods 

in the hospitality sector,” Coward adds. 

“Even though revenues and profits 

tend to be higher in the first period, 

we are confident of continued positive 

performance throughout 2010. 

Amap is profitable again

Alan Coward – profitability will continue.

Newsline
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Following a decision taken by board 

members at its recent annual general 

meeting, the Furniture Traders Association 

(FTA) has merged with the Consumer 

Goods Council of SA (CGCSA).

“A year ago the organisation reached a 

crossroads and had to decide on a route 

that would ensure our members continued 

to receive good services,” explains 

FTA national president Bruce Sinclair. 

“Remaining as we were was not an option. 

We had limited resources and given the 

recession, gearing up did not make sense 

either. The only option was to consider 

a merger with an organisation that had 

similar objectives, provided we could 

ensure that the interests of FTA members 

would be preserved and that the many 

regulatory and other issues facing the 

industry would be properly addressed. 

"We needed to join an existing 

association that had credibility in the 

market, as well as with the relevant 

government departments and regulatory 

authorities,” he continues. “It was clear 

that the CGCSA, with its stated intention 

to form the South African Retail Council 

(SARC) as a retail industry representative 

body, which would piggy-back off the 

existing and well-established CGCSA 

infrastructure, was the best choice for the 

FTA and its members.”

The council will be headed by 

Patricia Pillay, who joins the CGCSA from 

Barloworld.

“This merger will go a long way 

towards ensuring a single voice that 

will represent and facilitate matters on 

behalf of retail industry,” says CGCSA CEO 

Mncane Mthunzi. “Our industry needs to 

consolidate existing organisations and not 

create new ones.

“Some of the challenges facing the 

retail industry have led to the formation of 

the council, including a fragmented retail 

representation of key stakeholders and 

duplication of efforts and costs.”

Sinclair concurs: “The retail industry 

needs to be represented by a unified body; 

segmented representation is not good. It is 

extremely pleasing that the FTA members 

have endorsed this proposal. Although 

sadly, it is the end of a chapter, as the 

outgoing and last president of the FTA I 

am very confident that the interests of our 

members and the industry at large will be 

properly addressed by the CGCSA and its 

structures.”

Mthunzi responds: “All of the issues 

which are impacting on the furniture 

traders will be tackled by the CGCSA, 

including the Consumer Protection Act and 

the challenges resulting from the Financial 

Advisory and Intermediary Services 

(FAIS) Act, particularly on fit and proper 

qualifications, among other issues.

"The SARC will also articulate 

industry positions on issues such as 

anti-competitive behaviour and labour 

broking and will establish an ombudsman 

to respond to Consumer Protection Act 

challenges,” he continues.

“There will be a much stronger industry 

voice and the combined representative 

association will enable better coordination 

of industry responses to pending 

legislation and regulation. 

”Compliance with industry codes and 

existing legislation can also be more 

effectively managed. Our industry will 

have to respect the rule of law and comply 

with every piece of legislation, irrespective 

whether we like it or not.”

Mthunzi says he is looking forward 

to welcoming all the FTA members into 

the CGCSA. “This is indeed a historic and 

milestone event for the retail sector.”

A new-look council

Following his appointment as CEO in June 

last year Mncane Mthunzi was tasked with 

overseeing a complete turnaround of the 

CGCSA, whose efficiency levels were not 

up to standard.

The launch of the SARC forms part of his 

plans to elevate the profile of the CGCSA to 

reflect the contribution it makes to gross 

domestic product and employment levels 

as an industry. 

“This retail-specific body will be a direct 

response to retailers’ needs and will focus 

on their interests.” 

FTA merges with Consumer Goods Council

Among the guests attending the FTA lunch were (left) Joe Berinato of Ital Video and Audio 

Services and FTA senior vice-president, CGCSA CEO Mncane Mthunzi, FTA executive director 

Dick Behrens and FTA national president Bruce Sinclair.

Patricia Pillay – heads up the newly 

established South African Retail Council.

Newsline
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Ellies Holdings, manufacturer, importer, 

wholesaler and distributor in Southern 

Africa of television reception-related, 

domestic electronic and audio products, 

has launched a lifestyle products 

division, Ellies Essential Lifestyle. 

The range includes low to medium-

end electrical products such as irons, 

kettles and toasters, distributed through 

the branch network.

"We saw an opportunity to service 

our customers by providing them with 

essential lifestyle products under our 

trusted household name," says Ellies CEO 

Wayne Samson. 

"We are energised about the potential 

of this division, which is enhanced by 

the benefits we derive from economies 

of scale through increased capacity 

utilisation resulting in minimal 

additional overheads and fixed costs 

being incurred,” Samson adds. 

“While our product range has 

broadened exponentially over the 

years, our focus on providing a single, 

convenient and efficient source of 

quality products remains unchanged.” 

Confidence among South African 

consumers jumped sharply in the 

first months of 2010, according to the 

latest survey released by sponsors First 

National Bank (FNB) and the Bureau for 

Economist Research (BER). 

Carried out in February and covering 

the January-March period, the survey 

reveals a significant improvement in 

consumers' willingness to buy durable 

goods (such as furniture, appliances and 

electronic equipment), based on their 

anticipation of an upturn in economic 

growth and improved personal finances 

this year.

The overall consumer confidence 

index (CCI) increased by nine points to 15 

in the first quarter, the biggest increase 

between two consecutive quarters in five 

years. 

Additionally, the CCI is now at a 

slightly higher level than where it was 

before it plunged two years ago, but 

lower than the levels of +20 and above 

that prevailed during 2006 and 2007.

The biggest change since Q4 

2009 occurred in the rating to buy 

durable goods, which improved by a 

considerable eleven index points, from 

-15 during Q4 2009 to -4 during Q1 2010. 

“A low interest rate, greater 

affordability, pent-up demand, as well 

as a degree of stability returning to the 

labour market could all have played a 

role in convincing more consumers to 

re-evaluate the appropriateness of the 

present time to buy durable goods," the 

survey states.

It describes the substantial 

improvement in consumers’ willingness 

to buy durable goods as “impressive”, 

but says this rise needs to be placed in 

perspective. 

FNB chief economist Cees 

Bruggemans comments: “Although 

consumers’ unease about the 

appropriateness of the present time 

to buy durable goods is considerably 

smaller than during 2008 and 2009, 

they remained cautious relative to the 

heydays of 2006 and 2007.”

In contrast, consumers’ optimism 

about improvements in the economic 

performance and their own finances in 

twelve months’ time is currently close to 

the high points of 2006 and 2007.

The nine-point increase in the CCI is 

heartening, the survey continues, but 

adds that some realism is required. 

Says Bruggemans: “The rise in 

consumer confidence indicates an 

increased willingness to spend. This will 

only translate to a more widespread 

and sustainable recovery in consumer 

spending if households’ ability to spend 

improves.”

This, the survey concludes, depends 

on a turnaround in household income 

– specifically employment – and credit 

availability. 

Ellies adds 

small appliances 

to offering

Consumers more willing to buy durable goods, BER survey shows

The Centre for Industrial Studies (CSIL) has 

published a report on The Office Furniture 

Market in South Africa, February 2010.

Priced at EUR 1700 the report offers a 

comprehensive picture of the office furniture 

sector in South Africa: supply, leading 

players, consumption analysis, demand 

determinants and distribution, international 

trade for office furniture. 

Included in the report is list of about 150 

useful contacts. 

2010 Country Furniture Outlook series

Also available from CSIL is The Furniture 

Outlook Series, covering 60 countries. The 

series offers a useful tool for company 

decision-making processes, as it provides in 

a unique format updated furniture statistics, 

reliable market forecasts, accurate company 

profiles and an independent assessment on 

the sector performance and perspectives for 

the coming years, based on CSIL long-lasting 

and cross-country sector experience.

Included among the titles available are:

Argentina, May 2010, price EUR 590

Brazil. July 2010, price EUR 590

Canada. June 2010, price EUR 590

China. June 2010, price EUR 1290

Chile. May 2010, price EUR 590

Egypt. April 2010, price EUR 590

France. July 2010, price EUR 590

Germany. July 2010, price EUR 590

India. July 2010, price EUR 1290

Indonesia. April 2010, price EUR 590

Israel. April 2010, price EUR 590

Italy. July 2010, price EUR 590

Malaysia. Feb 2010, price EUR 590

Mexico. June 2010, price EUR 590

Philippines. May 2010, price EUR 590

Saudi Arabia. April 2010, price EUR 590

Singapore. April 2010, price EUR 590

South Africa. Feb 2010, price EUR 590

South Korea. Feb 2010, price EUR 590

Taiwan. May 2010, price EUR 590

Thailand. Feb 2010, price EUR 590

Turkey. Feb 2010, price EUR 590

United Kingdom. July 2010, price EUR 590

USA, June 2010, price EUR 1290 

SA office furniture market report published

Newsline
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ADT Security wins victory in 

patent lawsuit in China

ADT Security Services has 

won a major victory in a 

patent lawsuit in China 

against ZhenTai Science & 

Technology Company. 

ZhenTai was found 

liable for infringing upon 

ADT’s industry-leading 

Sensormatic anti-theft 

Ultra•Max label technology, 

for which ADT holds 

exclusive distribution rights 

in South Africa. 

The lawsuit involved 

acousto-magnetic (AM) 

labels manufactured 

by ZhenTai, located in 

Jingjiang City, Fujian 

Province. ZhenTai offered its 

labels for sale both in China and for export abroad. 

In its decision, the Quanzhou Intermediate People’s Court 

enjoined ZhenTai from making, using or selling its infringing 

labels. 

Furthermore, ZhenTai was ordered to destroy any 

equipment, moulds and drawings used to produce these 

labels and to pay nominal damages to Sensormatic. 

This is the second court ruling in a year against a company 

infringing Sensormatic anti-theft label patents. 

In December 2008 a US court found The Tag Company 

liable for patent infringement, misappropriating trade secrets 

and unfair trade practices.  

Over the last 40 years Sensormatic has invested substantial 

resources towards advancing its Electronic Article Surveillance 

(EAS) solutions, which are designed and manufactured to 

deliver industry-leading performance at a competitive price.

Any AM labels not similarly designed may risk impacting 

the performance of Sensormatic Ultra•Max-based EAS systems. 

Examples are failures to alarm as well as failures to deactivate 

and false alarms, which can lead to customer service issues. 

If such labels are used in source-tagging programs, poor 

performance may undermine confidence in source tagging 

and AM labels in general.

“We are pleased with the court ruling and the confidence 

it should give customers that they can continue to rely on 

the integrity and high performance of ADT’s Sensormatic 

anti-theft solutions,” says ADT Security South Africa managing 

director Danna Strydom. “We are committed to protecting the 

source-tagging supply chain and retailers’ investment in our 

solutions.” 

ADT globally helps manufacturers tag more than four 

billion items each year, with over 30 billion products source-

tagged with Sensormatic labels since the inception of the 

programme. 

Danna Strydom

Newsline





The Advertising Standards Authority 

(ASA) of South Africa has ruled that 

marketing material produced by 

Samsung Electronics is misleading 

and in breach of the advertising code. 

This follows a complaint lodged by 

Samsung’s competitor LG Electronics. 

Samsung has consequently been 

ordered to withdraw the marketing 

material – a brochure produced for its 

home appliances division. 

According to an article by Herman 

Manson, recently published on the 

marketing website Bizcommunity (www.

bizcommunity.com), the brochure 

purports to quote a Greenpeace report 

that found that: 

• Samsung comes in at second place, 

according to Greenpeace, scoring well 

on chemicals and waste criteria;

• Scoring high (137 per cent) for TVs, 

12 per cent for PCs and two per cent for 

mobile phones;

• Scores well for the use of recycled 

plastic, “which is 16.1 per cent, though 

only 0.2 per cent is post consumer 

plastic with a goal to increase to 25 per 

cent by 2009”.

Samsung also claimed several 

eco-labels were awarded to its home 

appliances, including the Samsung Eco 

Mark, Ecoflower EU, Blue Angel Germany, 

Eco Mark Korea, TCO Sweden and EPEAT 

US.

LG contended that the marketing 

material misleads customers into 

believing that the specific products 

featured in the brochure achieved the 

environmental standards upheld by the 

organisations awarding the eco-labels.

In its complaint, LG pointed out 

that Samsung's claims relates to 

the Greenpeace Guide to Greener 

Electronics, which does not cover home 

appliances. The eco-labels were awarded 

to a limited number of Samsung home 

appliances, while its placement made it 

seem that the division or the majority of 

the products featured were awarded.

For example, Samsung only received 

the Ecoflower EU for its LCD TV models, 

EPEAT US is only relevant to computer 

products, and the Blue Angel Germany 

label was awarded only to its printer 

product.

Different interpretation

In a statement sent to HGR Samsung 

denies attempting to mislead consumers 

on its environmental credentials, 

stating that it “believes that the ASA has 

adopted a different interpretation to 

what was intended.

“The awards highlighted in the 

brochure in question were awarded to 

Samsung as an organisation and not 

to one individual division. It serves as 

a global statement and recognition of 

Samsung’s commitment to innovation 

and design of environmentally friendly 

products.

“The messages communicated 

are clear and consistent and as an 

organisation [Samsung] does not feel 

that it is misleading in any way,” the 

statement continued.

“Samsung makes a consistent effort 

to develop environmentally friendly 

products that minimise the negative 

impacts on the environment in every 

aspect of its products, from raw 

material procurement, production, 

transportation, usage and final disposal. 

Concerns for the environment are at 

the core of each product development. 

Samsung’s environment-friendly 

technologies and recycling programmes 

have received global approval, receiving 

well-known awards and recognitions 

worldwide.”

Samsung says it will be mindful of 

the ASA’s interpretation when devising 

future campaigns. 

Samsung marketing material 'misleading', ASA rules

Revamped Decorland website has rooms with views 

Game's Decorland is helping 

consumers bring their DIY 

window décor ideas to fruition 

with its innovative new Envision 

room viewer on its recently 

revamped website, www.

decorland.co.za).  

Consumers simply enter the 

unique room viewer and, at the 

click of a mouse, choose the 

room they plan to redecorate 

– bedroom, kitchen or living 

room. 

They then ‘personalise’ the 

room by changing the colour of 

the walls and linen and adjusting 

the floor finishes to match that 

of the home. Thereafter, various colour 

schemes can be tried out and different 

finishes weighed up. Finally, users can 

browse through Decorland’s extensive 

range of window finishes – from wooden 

and aluminium blinds to curtain 

rods and accessories. After 

selecting the one they like they 

simply drag-and-drop it in place. 

Decorland products are 

exclusively available at 

Game stores countrywide. Its 

latest catalogue can also be 

downloaded from the Decorland 

website, and helpful DIY window 

décor tips and advice can be 

accessed. 

To make the shopping 

experience even easier, the new 

store finder utility locates users’ 

nearest outlet. 

They can print out the handy 

shopping list or fill in the online form for 

further information or a quotation.  

Decorland’s new website gives home decorating new meaning, 

allowing consumers to effortlessly and safely experiment and 

Newsline
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Builders Warehouse opens in Vaal region

Builders Warehouse, which opened 

in March 2010, is the first store of the 

chain to open in the Vaal region, reports 

Bizcommunity. 

It is situated in Bedworth Centre located 

on the corner of Ascot-on-Vaal and the 

R44 in Vereeniging and, together with 

the newly refurbished and upgraded 

Pick n Pay, creates the foundation for a 

convenient, multitenanted shopping 

centre with an unprecedented everyday 

value offering.

The branch of 5642 square metres 

includes a number of initiatives to reduce 

its carbon footprint. 

It has been built with enhanced 

designs made to reduce power 

consumption with a water-saving 

component. 

T5 fluorescent lights have been used 

in fixture lighting and rainwater will be 

captured from the roof gutters and stored 

in tanks to be used for the garden centre. 

Additionally, an existing borehole 

on site will also be used for the garden 

centre's irrigation.

More expansion planned

At the Bedworth Centre, further phases are 

already in the planning stage, which will add 

complementary retailers especially selected 

to meet the needs of Vaal Triangle shoppers.

Flanagan & Gerard and the Moolman 

Group jointly acquired the Bedworth 

Park Pick n Pay Hypermarket in late 2008 

and announced shortly afterwards their 

intention to expand the existing centre by 

adding some 15 000 square metres of retail 

space. The first phase of the transformation 

from a single-retailer property to a modern, 

multi-tenanted one-stop value shopping 

destination will eventually over 35 000 

square metres.

Patrick Flanagan of Flanagan & Gerard 

notes that when fully redeveloped, the 

centre will represent an investment of 

R250 million with attendant benefits to the 

economy of the Vaal Triangle. 

Dawn earnings slashed

A delay in infrastructure-related projects 

and further volume declines knocked 

JSE-listed sanitary ware manufacturer 

Dawn’s headline earnings in the half-year 

to December severely, as the company 

acknowledged “its worst financial period 

since its inception”.

The Dawn group manufactures 

sanitary ware, plumbing, kitchen and civil 

products through a series of networks 

in South Africa as well as, among other 

countries, Angola, Nigeria and Mauritius. 

The group’s revenue declined by 16 

per cent to R1.8 billion, while earnings 

per share were down by 63 per cent to 

31.9 cents for the review period. Bad debt 

levels were maintained at below 0.1 per 

cent of revenue. The largest operating 

profit decline, constituting a 50 per 

cent impact on earnings, came from the 

group’s DPI and Incledon divisions. 

“Even though this period was already 

an improvement from the results posted 

for the second half of last year, this has 

been our worst period ever,” says chief 

executive Derek Tod. 

He adds that the earnings decline 

was somewhat mitigated by demand for 

Dawn brands, which include Libra, Vaal 

and Cobra bathroom ware in the review 

period. “Our integrated business also 

enabled us to fill trucks more efficiently 

than single-product competitors,” he 

adds. 

While the group’s earnings have also 

been impacted by a depressed building 

sector, Tod believes the group is now 

right-sized for the market. 

“Through our focus on operating costs 

and interest expense management, a 

R180 million annualised saving will be 

realised from the second half of the year.” 

Tod believes that Dawn has taken 

corrective action which will see an 

improvement in the second half. 

”With better prospects anticipated 

from the first half of 2011, if the 

infrastructure and building sectors 

recover as expected, we shall see an 

improvement.” 

Avnic Trading 
becomes Garmin 

Distribution Africa

Avnic Trading, official distributor of Garmin 

products in Southern Africa, has undergone 

a name change to Garmin Distribution 

Africa. 

CEO Richard Fearon says the organisation 

will continue to operate with its existing 

organisational structure in place, and no 

changes will be made to the executive 

team. “The name change reflects the 

continuing strength of our relationship with 

Garmin International and our strong focus 

on the Garmin brand throughout Africa.

“We will continue to provide the same 

leading products and levels of customer 

service on which we have built our 

reputation in Southern Africa.”

Garmin is a GPS navigation provider 

and global manufacturer of in-car satellite 

and portable navigation devices, handheld 

GPS units, and GPS products for the fitness, 

aviation, mobile, marine and outdoor 

sectors. 

Zim retailers still 

look to SA for stock

Zimbabwe's retail giants are still largely 

reliant on imports from South Africa, and 

are hoping a trade pact between the two 

countries will unlock credit facilities to ramp 

up imports on favourable terms.

Although most of Zimbabwe's imports 

from South Africa are through third party 

suppliers, retailers are still enjoying a 30-day 

credit window, which is more favourable 

than the 14-day credit facility available from 

domestic suppliers.

Retail giant OK Zimbabwe's CEO Willard 

Zireva says the company is likely to be 

“reliant on imports for some time”. OK 

Zimbabwe is talking to an unidentified 

South African retailer to help it handle 

competition posed by peers propped up by 

South African shareholders who have been 

able to organise direct credit facilities for 

them. Massmart Holdings has also helped 

restock its Makro Zimbabwe operations, as 

has Metcash South Africa.  

Source: Bizcommunity

Newsline
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Ellerine Furnishers, employees, suppliers 

and the Ellerine Holdings Trust Fund joined 

hands over the Festive Season in support 

of Matla A Bana’s campaign to introduce 

child-friendly facilities at local police 

stations. 

Pretoria Central Police Station was a 

hive of activity when shopfitters, carpet 

specialists, electricians, signwriters, graphic 

designers and furniture manufacturers 

rolled up their sleeves to create a 

comforting atmosphere where abused 

children from communities in the Pretoria 

area are able to find temporary refuge. 

The way children are treated after an 

incident of abuse and the manner in which 

evidence is gathered plays an important 

role in the successful conviction of the 

people who have committed crimes 

against children. As 85-90 per cent of 

perpetrators are known to the child 

victims, it is essential that the children 

don’t feel further threatened when 

making a statement to the police or giving 

evidence.

 “Crimes against children in our country 

have reached alarming proportions,” says 

Ellerine Furnishers managing executive 

Sedick Arendse. “We are all extremely 

proud to be part of a group of concerned 

companies and individuals who were 

willing to work together as a team to 

provide assistance for abused children.

“The Family Violence, Child Protection 

& Sexual Offences Unit of the South 

African Police Services needs all the 

help it can get and Ellerines would 

like to thank Shopfitters & Designers, 

Resilient Carpeting, Spencer Electrical, 

A-Lite Concepts, Lounge Craft, Furniture 

Perfection, Ellerines Trading and Ellies for 

their generous contributions.”

Funds for the purchase of toys, games 

and books came from employees who 

return used printer cartridges for the 

Green Office recycling initiative. 

Abused children benefit from hardworking Ellerines team

Sedick Arendse (left), managing executive of Ellerines, and Monique Strydom, CEO of Matla A 

Bana, hand over the key for the new child-friendly facility at Pretoria Central Police Station to 

SAPS director Frank Mthombheni: station commander.

Garmin puts Child Welfare on the map

Garmin Distribution Africa has loaded 

Child Welfare’s national office coordinates 

on to its 2010 Mapset in an attempt 

to assist the non-profit organisation in 

creating awareness about where its offices 

are situated and how individuals seeking a 

place of refuge can reach it.

Child Welfare South Africa started 

in 1924 when child welfare societies 

in existence at the time constituted a 

national structure that coordinated their 

services, set standards, instituted policies, 

provided support and met the call of 

communities for services to children in 

parts of South Africa.

Today, Child Welfare South Africa 

has an infrastructure consisting of a 

national coordinating body, 263 member 

organisations and outreach projects 

in unserviced and under-serviced 

communities. It is also the largest non-

profit, non-governmental and volunteer-

driven organisation in the country 

providing child protection services.

“Our children are the future of our 

country, and with so many children being 

abused and exploited we need to make 

it our duty to ensure they are protected,” 

says Garmin Distribution Africa sales and 

marketing director Walter Mech. 

Garmin Distribution Africa also donated 

220 personal navigation devices (PNDs) to 

Child Welfare’s response teams, who are 

constantly on the road trying to locate 

children who are either homeless, in 

abusive situations or being exploited as 

prostitutes. 

 Says Mech: “When organisations like 

Child Welfare need our support so that 

they can continue to protect and set 

standards in society for children, we are 

delighted to help in any way we can.” 

Newsline
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Massmart continues fight against food insecurity

As part of an ongoing drive towards 

improving food security Massmart has 

donated a further 3000kg of Max-a-Meal to 

the Johannesburg branch of the FoodBank 

programme, following similar donations 

made during 2009. The programme is part 

of the feeding schemes established by 

international NGO Global Foodbanking 

Network. 

Massmart has donated a total of nine tons 

of Max-a-Meal to FoodBank, in addition to 

the ongoing support the group provides 

to school feeding schemes.  Max-a-Meal 

is a highly nutritious legume-based 

supplement comprising samp, dried beans, 

barley, green peas, herbs and spices.

The donation will provide 36 000 

individual meals to people in Pretoria, 

Tembisa, Alexandra, Soweto, Ivory Park and 

suburbs on the East and West Rand.    

Massmart’s continued contribution 

to the Johannesburg FoodBank has 

benefitted a vast number of people 

who rely on the FoodBank as a source of 

sustainable nutrition. 

CEO Grant Pattison says: “Currently food 

security is one of the biggest challenges 

facing the African continent and South 

Africa is vulnerable in this regard. 

"Our continued support of the 

Johannesburg Foodbank supplements 

other feeding initiatives supported by 

our group and forms part of our core CSI 

priorities.”

Jan van der Walt, executive director of 

the Johannesburg FoodBank branch says: 

“The Massmart donation of 3000kg of Max-

a-Meal will not only assist the FoodBank in 

its quest for more donated food, but it will 

have a huge impact on the lives of food-

insecure individuals from communities 

living in the Greater Jo’burg Metro.”

Level four BBBEE rating achieved

Massmart has achieved a level four Broad 

Based Black Economic Empowerment 

(BBBEE) contributor status, two years 

earlier than planned. 

The company achieved a score 

of 66.14 per cent from ratings 

agency Empowerdex, following a 

comprehensive audit of the group’s 

BBBEE performance. This is substantially 

higher than last year’s score of 55.67 per 

cent when the group obtained level five 

status. There has been steady growth in 

Massmart’s empowerment performance 

since its June 2007 score of 49.77 per 

cent.

Says Pattison: “We are passionate 

advocates of the BBBEE codes of good 

practice and I am very pleased with 

the progress the group has made in 

implementing them in our business.”  

Game Midmar Mile swimmers put charity in the pink

Game stores entered a record-breaking 

196 swimmers in the recent 2010 

Midmar Mile Company Relay, as part 

of its commemorative 40-year birthday 

this year and in support of Community 

Chest.

Game swimmers have swum the 

Midmar Mile for eight consecutive years 

in aid of Community Chest, donating 

R1000 per swimmer who completes the 

race. 

This brings the retailer’s total Midmar 

Mile donation to the charity to R752 

000. 

“We are delighted to present 

Community Chest with a cheque for 

R196, 000,” says Game CEO Jan Potgieter. 

“Game stores would like to thank 

all participants who supported the 

Midmar Mile project, and well done to 

Community Chest for doing a great job 

of supporting the needy.” 

Game marketing director Richard Millson (left) and CEO Jan Potgieter present KwaZulu-Natal 

Community Chest director Gordon McDonald with a cheque for R196 000.

Newsline
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As the country prepares for a cold 

winter following this year’s extensive 

summer rains, De Longhi is gearing up 

for yet another bumper sales season. 

“There will be a greatly increased 

demand for appliances that are more 

energy efficient, such as gas and 

oil-filled radiator heaters,” says the 

company’s Stuart Burke. “It won’t be 

surprising if we once again exceed our 

sales expectations and budgets. The 

De Longhi brand enjoys huge loyalty 

from consumers, forged over tens of 

years of customer satisfaction in design 

performance and quality.”

He cites the company’s successful and 

ongoing development of Italian-styled 

and energy efficient oil-filled radiator 

heaters. 

Oil-filled radiator 

The oil-filled DeLonghi radiotor 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 DeLonghi oil radiator has a 

unique, energy-saving ComforTemp 

function," Burke explains. "This 

dedicated sensing system will, at the 

touch of a button, automatically set and 

maintain the ideal temperature."

Other features include include 

maximum power of 1500 Watts, three 

different heating settings, room 

thermostat, safety thermostat, anti-frost 

function and cord storage. The oil-filled 

heater is suitable for large rooms, living 

rooms and bedrooms.

DeLonghi ceramic heater

The DeLonghi 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," says Burke. "It 

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 swivelling structure, adjustable 

electronic thermostat, pilot light, cord 

storage and digital display to check 

room temperature.

Radiant panel heater

The DeLonghi radiant panel heater 

provides flexibility of use. "Consider it 

the ultimate heater," enthuses Burke, 

"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 DeLonghi 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 two power 

settings, room thermostat, thermal cut-

off, tip-over switch, a specially designed 

Mica-Thermic panel for silent operation 

and double insulation.

"All De Longhi products are 

manufactured to the highest quality 

standards," Burke adds, "and are 

meticulously designed to deliver 

maximum efficiency at the lowest 

possible cost and transform practical 

everyday objects into stylish 

accessories." 

De Longhi offers hot stuff for 2010

Ceramic heater Oil-filled radiator Radiant panel heater

Domestic Heating
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The overall market for electrical goods 

monitored by GfK TEMAX amounted to 

R9.5 billion in the fourth quarter of 2009, 

which represents an increase of 2.4 per 

cent from the same period of the previous 

year. Despite this positive development 

some segments are still showing a steep 

decrease. 

Both IT products and telecoms again 

showed a very positive development 

with 12.3 and nine per cent growth 

respectively, while office equipment 

& consumables declined by 3.2 per 

cent. While small domestic appliances 

decreased by 5.6 per cent, major domestic 

appliances recovered from their previously 

negative development with a growth of 

5.3 per cent in comparison to Q4 2008. 

On the photography market side, sales 

declined by 7.5 per cent, while consumer 

electronics was even more negative with 

a decline of 10.6 per cent. The market for 

consumer electronics products declined 

by four per cent, but the market for 

photographic products was even more 

negative with a decline of 11.3 per cent. 

Small domestic appliances slowdown 

With a decrease of 5.6 per cent the 

market for small domestic appliances 

slowed down after a previously positive 

development. Despite this slowdown in 

Q4 2009 the full year 2009 remains very 

positive with a growth of 7.7 per cent in 

comparison to the full year 2008. Main 

drivers in this category were especially 

food-related products such as deep fryers, 

toasters, kettles and slicers. Hair-stylers 

and irons also developed well.

Major appliances: positive Q4 

The market for major domestic appliances, 

which had suffered since the introduction 

of the National Credit Act (NCA) in July 

2007, showed a rather unexpected 

turnaround in Q4 2009 with sales growing 

by 5.3 per cent in comparison to the same 

quarter in 2008. Nevertheless, this positive 

development in the last quarter of 2009 

could not compensate the rather negative 

development in the beginning of 2009, 

with the total year still being 2.9 per cent 

below 2008.

Washing machines, as the second 

biggest MDA product group, showed an 

increase of 15.4 per cent in comparison to 

Q4 2008, while refrigerators, as the biggest 

MDA product group, grew by 1.6 per cent. 

Tumble dryers and dishwashers grew by 

12.3 and 10.5 per cent respectively. The 

only negative MDA product group was 

hobs with a decline of 1.9 per cent.

Netbooks remain main IT growth driver 

The information technology sector, with 

a volume of more than R0.8 billion in Q4 

2009 in retail, was up by 12.3 per cent in 

comparison to the same period last year. 

With a share of more than 70 per cent 

of the total IT sales in retail, notebooks 

recorded more than 13 per cent growth, 

while the demand for monitors was up 
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Market shows signs of recovery
Technical Consumer Goods

The South African market for technical consumer goods showed signs of recovery in the fourth 
quarter of 2009, according to GfK’s Temax results. After an overall turnover increase of 2.4 per cent 
in comparison to Q4 2008, the full year 2009 increased by 0.8 per cent in comparison to the full 
year 2008. This positive result was driven by segments such as mobile phones and IT. Consumer 
electronics and photographic products continued their downward trend in the Q4 2009. 

Turnover development for technical consumer goods.

Market Review
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by four per cent in comparison to Q4 

2008. It is expected that within the PC 

segment the trend towards notebooks will 

continue.

The fastest growing segment within 

notebooks was netbooks, with a share 

of more than 14 per cent of the total 

notebook segment in Q4 2009. The 

success of monitors was driven by many 

very attractively priced offers for LCD 

monitors. This enables many consumers 

to buy a monitor additionally to their 

notebook. 

CE: decline despite growth in LCD TVs 

In Q4 2009, the market for consumer 

electronics generated almost R2.7 

billion in sales, down by four per cent in 

comparison to Q4 2008. The main driver 

within consumer electronics remained Flat 

Panel TVs, which account for more than 50 

per cent of the total consumer electronics 

market. 

Sales of LCD TVs were about 33 per 

cent above last year’s level with full-HD 

panels a major driver of this segment. 

Many consumers are in the process of 

switching to high definition LCDs and 

more affordable prices are supporting the 

market. In particular, both sets with large 

screens (40 inch and above) and cheaper 

32-inch sets are both selling well. 

Since prices for LCD TVs have become 

more affordable this trend is expected to 

continue, especially now with the highly 

anticipated soccer world cup as a major 

sporting event. Despite the success of 

LCD TVs, sales of [lasma TVs in Q4 2009 

were still about three per cent above 

the same period in 2008. The market 

for Hifi products such as home cinema 

systems, micro, mini and midi systems, 

which had dropped significantly after the 

implementation of the NCA, dropped by 

a further 15 per cent in comparison to the 

Q4 2008.

Contrary to this development, the 

market for DVD players and recorders 

was stable in comparison to the Q4 

2008. The demand for blu-ray players 

again increased nicely and it is expected 

that this will be one of the main value 

segments in 2010. The figures for portable 

media players fell by 18.5 per cent while 

the turnover with portable navigation 

devices decreased by 12.8 per cent. 

This steep decrease in turnover can be 

attributed to decreasing prices as well as 

decreasing sales units. 

While the decline of 32.9 per cent for 

CRT TVs in comparison to last year’s Q4 

was expected, the decline of 9.8 per cent 

for camcorders came as rather a surprise. 

Despite many attractive new models with 

flash memory technology consumers 

Market volume, turnover share, growth rate compared to previous year.
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Consumers switch to LCD HD-TV

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.
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with a stretched budget seem to avoid 

this product group. Overall the South 

African market for consumer electronics 

continued its downturn in Q4 2009 with 

the full year 2009 being 5.1 per cent 

below 2008. 

Office equipment: slow Q4 

Office equipment and consumables 

showed a year-on-year decline of 3.2 per 

cent, reaching a value of R290 million in 

Q4 2009. This decline was caused by a 

20.7 per cent decrease in turnover with 

single-function printers and a 6 per cent 

decrease with multifunctional printers, 

while the turnover with inkjet cartridges 

and laser toners still increased by 3.7 per 

cent. Thanks to a good start in 2009 the 

turnover with office equipment in the 

full year 2009 was still 5.4 per cent above 

2008. 

Photo: compact,digital SLR negative 

After a very good year 2008 and a 

promising start into 2009 the market for 

photographic products continued its 

slowdown in Q4 2009, being 11.3 per cent 

below Q4 2008. Digital compact cameras 

fell by nine per cent while the turnover 

with digital SLR cameras was down by 15.9 

per cent. Despite this rather slow year-end 

the turnover with photographic products 

in the full year 2009 shrunk rather 

moderately by 1.4 per cent in comparison 

to 2008. 

Telecomms: strong Q4 despite RICA 

With an increase of nine per cent the 

market of telecommunication products 

continued to grow across Q4 2009. While 

the comparatively small market for fixed 

line phones decreased by 3.6 per cent in 

comparison to Q4 2008, the market for 

mobiles continued to develop positively 

with an increase of 9.2 per cent. 

After two rather slow months following 

the implementation of the new RICA 

regulation in August the market showed 

a strong comeback from October 2009. 

Consumers seem able to obtain all the 

required information to purchase a 

handset plus a SIM card. Beyond mobile 

phones it is the high-end segment which 

continues to push the market, with smart 

phones doubling to last year while prices 

are starting to reach prepaid affordability. 

In this case it is the keyboard or touch 

screen feature which has reached the 

trendy mid-tier market. 

After having watched these phones at 

the top end of contract phones customers 

have just been waiting for affordable 

“smart” phones with the looks of the 

top-tier market, although in most cases 

features such as 3G or GPS were sacrificed. 

Under strict conditions these models do 

not qualify as smart phones, nonetheless 

their features (QWERTY keyboard in 

particular) resonate with local consumers. 

Thanks to these attractive offerings the 

total market for mobile phones in 2009 

was up 7.3 per cent from 2008. 

Until the first quarter of 2009 the South 

African markets for consumer goods 

seemed to be not affected by the global 

financial crisis. 

In the second quarter of 2009 a 

significant downturn was recorded, which 

continued in the third quarter. Fortunately, 

South Africa was late to succumb to 

global recession. 

Despite increasing unemployment 

putting pressure on the retail sector 

decreasing interest rates brought some 

relief.  

The positive development in segments 

such as IT, major domestic appliances and 

mobile phones in Q4 2009 could mark 

the beginning of a revival of the country’s 

retail sector. 

Summary in table format.
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Slowdown in photographics 
products continues
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BlingStallation eliminates product set-up blues

The frustration that consumers usually 

associate with waiting for the delivery 

and installation of a newly purchased 

consumer electronics product is now 

an annoyance of the past, thanks to 

BlingStallation, a service that ensures the 

product is not only promptly delivered 

from the retail store to the customer, 

but also immediately installed by 

professional installers, also known as 

BlingSquad.

Armed with a national team of 

installers, BlingStallation currently 

provides installation services via a 

voucher system to retailers such as 

Makro and Pick n Pay. 

The services cover TV and audio setup, 

installation and integration, electronic 

home consultation and architecture, 

satellite and decoder setup and 

installation, and SKD furniture assembly 

and Setup. 

Endless array of services

The BlingSquad's services are well 

thought out and offer consumers 

complete peace of mind in knowing 

that professionals are able to wall mount 

their panel TV’s and calibrate the HD 

settings for optimal picture and sound 

quality, connect their home cinema 

professionally, or design a custom 

e-home system whereby they owner 

easily control their entire home from a 

smart phone or touch remote control. 

The BlingSquad offers an endless array 

of services customised for each home 

owner’s needs.

So what makes BlingStallation so 

special? Is it the outrageously branded 

vehicles which attract everyone’s 

attention as they drives past, or is it the 

finesse and expertise of their installation 

staff? 

The BlingSquad always arrives on 

schedule and before entering the 

client's home the team puts on a pair 

of new soft shoe covers to ensure that 

they don’t carry any dust or dirt into 

the client's home. They then survey the 

installation area, asses the client’s needs 

and even put on surgical gloves before 

starting any work. 

Equipped with state -of -the-art 

installation equipment imported from 

Germany, the BlingSquad ensures that 

they provide a dust -free installation in 

the shortest time possible so that the 

client is not inconvenienced for too long. 

No more user manuals

Before leaving the client's home they 

ensure that the client receives one on 

one training on all the newly installed 

products.

Every installation is backed by a 

one-year warranty on all work done by 

BlingStallation.

 All the customer has to do is call 

their efficient call centre and the initial 

team who completed the installation 

will contact the customer to assist them 

in resolving the problem telephonically. 

If required they will provide onsite 

support.

Support for IT purchases

In June this year BlingStallation will roll 

out its onsite Home IT Support Services. 

This means that customers who 

purchase PCs, laptops, printers and 

other IT equipment from retailers who 

keep BlingStallation vouchers will now 

be able to receive onsite assistance to 

set up their new computer equipment, 

connect and integrate it to other devices 

which they may already have in their 

home, load all necessary software, 

connect to ADSL or wireless connections 

and receive onsite training on the new 

technology installed. 

This is sure to reduce return rates from 

customer to retailer and also reduce the 

returns to suppliers as most consumers 

return their computer products because 

of the inability to setup and connect it 

from box to home.

For more information contact 

BlingStallation on 0861 88 1015. 

Wake up happy with the 
Philips docking entertainment system

While everyone may not share the same taste in music, no one 

enjoys being interrupted in the morning by a dreary foghorn alarm 

tone.

Waking up happy can affect one's whole day, so why not 

encourage your customers to wake up with their favourite song by 

docking their iPod into the Philips docking entertainment system. 

With a progressive volume alarm function, this system ensures 

that users ease into the day with a gentle wake-up call. 

It also helps them wind down at the end of a busy day with a 

setting that plays relaxing music to fall asleep to. 

Consumer Electronics & IT
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Toshiba goes beyond laptops

It’s no secret that Laptops and PCs are 

commodity items in today’s world of 

technology and very little differentiates 

one product from another, besides looks, 

price and value-added options.

This is according to Toshiba Computer 

Systems sales manager for Southern Africa 

Reon Coetzee, who has announced that 

Toshiba will be expanding the availability 

of the company’s digital product services 

portfolio in South Africa.

Coetzee says that while many other 

mobile device manufacturers consider 

their options and accessories businesses 

as secondary business, Toshiba has taken 

the decision to focus extensively on 

this area of its business for a number of 

reasons.

“If you run a mobile business, or 

spend most of your time on the road or 

travelling, you need to have complete and 

unhindered access to all the resources 

that will allow you to do your work, no 

matter where you are.

“Whether it’s the need to securely 

archive and encrypt your data, take video, 

photographs, or whether it’s as simple 

as carrying your multimedia around with 

you for easy access while you’re in transit, 

sometimes you need more than just a 

laptop or netbook to do this,” Coetzee 

says.

To this extent, Toshiba’s current 

options and accessories division has 

been incorporated into a new, larger 

division called Digital Products and 

Services (DPS), which will not only focus 

on delivering stand-alone accessories, but 

also work to develop mobility solutions 

based on various lifestyles and business 

applications.

Product lines that will be included in 

Toshiba’s DPS division include:

• Laptop accessories (such as power 

adaptors and docking stations)

• Camileo digital video cameras

• External storage devices

• Digital photo frames

• Journe touch products

• The StorE TV media player

According to Toshiba, mobile 

computing is an important growth area 

and new opportunities emerge regularly 

where mobile device manufacturers 

can enhance the way consumers and 

businesses utilise mobile technology.

“It’s not good enough just to sell 

desktops or mobile computers anymore,” 

Coetzee points out.  “Our customers 

demand even more from their mobile 

experience, which is why Toshiba is 

placing a renewed level of attention on 

making options and accessories more 

available to our customers.

“Real value for mobile users is measured 

not in how small and cheap your mobile 

device is, but how much you can do with 

it in as small a form factor as possible and 

how much of a disruption being out of 

the office is on your day-to-day business 

activities.

“If we can make your business as 

accessible to you on the road as it is at 

your office, we’ve done our job, and we 

believe that our new emphasis on mobile 

value-adds will allow our customers to do 

more with their mobile devices.” 

Toshiba’s DPS products are available 

from channel partners, including Mustek, 

TVR Computers and Computer Storage 

Services. 

Reon Coetzee – expanding Toshiba's 

digital product services portfolio.

Cinematic entertainment from Acer Aspire notebooks

Acer South Africa’s new Aspire 8942G, 

7740G and 5740G notebooks use the latest 

generation of Intel Core processors to 

deliver fast multitasking and smooth high-

definition entertainment.

The notebooks are equipped with the 

2010 Intel Core processor family, engineered 

to deliver excellent performance, energy 

efficiency and long battery life. Advanced 

graphics solutions render sharp and smooth 

visuals for high-definition movies and 

games.

Acer product manager John Geypen 

says: "Editing photos, sending e-mails, 

watching videos, creating documents and 

synchronising smartphones can all be done 

at once and quickly using one of the latest 

Aspire notebooks. They all deliver smart 

performance for enjoying a high-definition 

movie, playing a game or surfing the 

Internet." The notebooks use CineCrystal 

panels to deliver high-definition visuals for 

video, images and text. 

The Aspire 8942G offers an 18.4-inch full 

HD panel with 1920 x 1080 pixel resolution, 

while the Aspire 7740G features a 17.3-inch 

format with 1600 x 900 resolution. The 

Aspire 5740G offers a 15.6-inch panel with 

1366x768 resolution. 

The LED backlight panel in all three 

notebooks helps to reproduce even better 

images, increases readability in low light 

conditions and is mercury-free.

The new Aspires also boast a Dolby-

optimised surround sound system with 

two built-in stereo speakers that feature 

optimised third-generation Dolby Home 

Theater audio enhancement. 

All three notebooks offer up to either 

four or 8GB of DDR3 memory and each 

is equipped with a large-capacity hard 

disk drive to provide generous space for 

a growing digital archive. A multi-in-one 

card reader that supports the most used 

card formats allows easy and speedy data 

transfer.

The new Aspires feature a host of network 

connectivity options and the Acer CrystalEye 

high definition webcam makes it a snap to 

videoconference with friends.

“With their smooth rounded curves, 

glossy covers and highly responsive 

keyboards, the new Aspires are easy on the 

eye and a pleasure to use,” says Geypen. 

Consumer Electronics & IT
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Sony pushes home entertainment boundaries with 3D TV 

Sony South Africa has showcased its first 

Full HD 3D BRAVIA TV for the home, the 

LX-900 series. Featuring 3D integrated 

technology, Motionflow PRO 200Hz, LED 

Backlight technology and built-in Wi-Fi 

access, the BRAVIA LX-900 provides the 

ultimate home entertainment experience, 

perfect for uncompromising audio-visual 

enthusiasts. 

Under the hood, BRAVIA LX-900 is 

powered by Sony’s revolutionary 3D 

Integrated technology, combining a 3D 

sync transmitter, frame-sequential display 

and high frame rate Motionflow 200Hz 

technology at a specific signal processing 

speed to reproduce Full HD resolution 3D 

images. 

To ensure users fully enjoy 3D viewing 

on the BRAVIA LX-900, the 3D TV also 

comes bundled with two sets of active 

shutter glasses that are synchronised 

with the images shown on the display. 

Additional active shutter glasses can be 

purchased separately. 

Premium monolithic design

Complementing the BRAVIA LX-900’s 

high-performance display features is its 

sleek premium monolithic design, Sony’s 

new aesthetic direction for its home 

entertainment collection in 2010. BRAVIA 

LX-900’s screen flows seamlessly into 

its bezel in a frameless design, offering 

viewers an engaging new cinematic 

experience, in addition to being a 

conversation piece in any living 

space. 

The BRAVIA LX-900 is also 

capable of high performance as 

a regular Full HD LCD TV with 

value-added features. The BRAVIA 

LX-900 offers hours of endless 

entertainment to users with the 

BRAVIA Internet Video & BRAVIA 

Internet Widgets features. 

Intelligent energy-saving 

features

Keeping the environment in 

mind, Sony has equipped the 

BRAVIA LX-900 with energy-

saving features such as the 

Intelligent Presence Sensor 

and Ambient Sensor. The 

Intelligent Presence Sensor 

switches the TV to Picture Off mode when 

it cannot detect faces within a certain 

range of the TV. 

This is a great tool, especially for users 

who leave the room and may forget to 

come back to turn off the TV, or for people 

who doze off in the middle of watching a 

show. 

On the other hand, the Ambient 

Sensor automatically adjusts the picture 

brightness according to the amount of 

light available in the viewing environment, 

thus lowering power consumption when 

viewing in a dimly lit room. Additionally, 

the BRAVIA features several eco settings, 

including the energy saving switch and 

edge-lit LED backlight technology that 

helps reduce power consumption while 

improving upon backlight performance 

as compared with conventional CCFL 

backlight TVs. 

Sony SA plans to have the BRAVIA LX-

900 available in South Africa before the 

end of 2010. In addition, 3D-ready, 100Hz 

models – the NX710 and NX810 series 

– should be launched in South Africa 

during the South African winter 2010. 

The new Sony 3D and 3D-Ready TV 

pricing has not been finalised, but is 

anticipated not to be higher than current 

models with equivalent frame rates. 

Sony’s Bravia LX-900 drives the next level in TV viewing 

with next-generation 3D technology and premium 

Monolithic design.

True surround sound from Philips sound bar home theatre system

The Philips Sound Bar home theatre 

delivers a full range of entertainment in 

one sleek system, where superior sound 

quality is achieved from fewer speakers.  

With independent drivers positioned at 

precise angles, the patented Ambisound 

technology projects the output of a full 

six-channel amplifier to all corners of the 

room, generating sound effects that are 

perceptibly more natural. Another trait 

of Ambisound is its ability to provide a 

wider sweet spot, so that surround sound 

is experienced without the constraints of 

listening positions. 

Consumer Electronics & IT
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Year after year, MIFF attracts more 

exhibitors and buyers, international and 

local, who come for no other reason than 

the fact that they know the quality of 

the fair. Exhibitors are drawn to exhibit 

because both past experience and word 

of mouth tells them it is a fair which 

means Business. 

And as for buyers, the story is the same, 

year after year the contingent grows, 

more local and regional buyers than ever 

before and more and more does one 

hear the voices and accents from Brazil, 

Australia, New Zealand, the UK, Germany, 

and increasingly from Eastern Europe 

and Russia. And they are not there for 

fun – although it has to be said there is 

much fun to be had at MIFF – and indeed 

in Kuala Lumpur in general. No, they 

are there because they know they can 

generally find what they need, whether it 

be lounge furniture, bedroom furniture, 

dining room furniture, bar furniture, 

outdoor furniture or occasional furniture. 

And at the price points they require.

Total concept

MIFF is a total concept, with industry-

related seminars organised every year 

and 2010 was no exception. This year 

interested visitors were spoilt for choice. 

Interested in sustainable materials for a 

Green Future? Then you could attend a 

lecture delivered by Dr Tan Yu Eng of the 

Master Sofa Industries manufacturers leather, fabric and PVC unholstered furniture in the 

South East Asian region.

Best of world furniture
showcased at MIFF 2010
It was 15 years ago that Dato Tan 

Chin Huat started the furniture 

exhibition, which today is industry 

famous throughout the world as the 

Malaysian International Furniture 

Fair, or MIFF. From being perhaps 

a regional curiosity competing 

unsuccessfully with the established 

fairs in Singapore, Thailand, China 

and Indonesia, it has grown into the 

tenth largest furniture fair in the 

world, more than holding its own 

with Asia’s biggest and finest. MIFF's importance and contribution to the furniture trade is reflected through a 

sales record exceeding USD 650 million each year.

page 24  
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Forest Research Institute of Malaysia. Dr 

Rantnasingam, associate professor of the 

Faculty of Forestry at the University Putra, 

Malaysia, addressed those interested in 

the uses of Palm Wood, a new wood, as he 

called it, for the furniture industry.

This year too, MIFF introduced 

something new called ID Trends to 

showcase different interior design 

concepts focusing on contemporary, 

modern classic, retro, minimalist, 

bathroom, kitchen and accessories. And 

we are informed it was another success 

story, which will be incorporated into MIFF 

every year from now on.

MIFF in 2010 was organised over three 

different venues – as it simply keeps 

growing – covering an area of over 80 000 

square metres of exhibition space, with 

over 500 exhibitors offering the widest 

range of furniture and furniture products.

 The main venue – the Putra World 

Trace Centre (PWTC) concentrated on 

office and home furniture (dining rooms 

and bedrooms) plus a wide range of 

furnishing products. 

The second venue, the KL Convention 

Centre, under the imposing shadow of 

the Petronas Twin Towers, offered home 

furniture, sofas and upholstered lounge 

furniture. 

The third venue at the futuristic MECC 

Centre showcased the new ID Trends. 

Here could be found the latest ideas and 

design concepts plus a wealth of home 

improvement products. Top local interior 

designers were on hand to offer free 

advice to visitors.

One of the distinguishing features 

of MIFF has been its readiness to 

encourage and promote the best the 

furniture industry can offer. To this end, 

every year exhibitors compete for the 

Furniture Excellence Award and the 

Best Presentation Award. This year, to 

encourage the new ID Trends, a new 

award was added – the Ideation Award. 

A one-stop buying centre

Classy, futuristic curves are characteristic of Future Manufacturer's contemporary upholstery 

fabric leather sofa sets.

Highly functional and modular in design are recliners from Malaysia-based Leatherboy.
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Best Store's sofa beds are for people who use their living space as an all-purpose area of their 

lives.
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HGR’s publisher was privileged to be one 

of the three invited international judges 

for these awards. The idea is to encourage 

creativity, design and presentation so as 

to boost a company’s image amongst its 

peers but critically, to interest potential 

buyers too. 

A large measure of innovation

HGR spoke to a variety of buyers from 

around the world and by and large they 

agreed that the office furniture category 

boasted the most innovation and superior 

designs with a heavy emphasis on 

ergonomics.

Some 20 179 visitors, which included 

6823 international buyers, visited MIFF 

2010 looking for design, creativity and 

innovation  and found it in large measure. 

International visitors and buyers came 

from 140 countries and were drawn from 

the following regions: ASEAN (19.7 per 

cent), Europe (16.3 per cent), the Far East 

(11.5 per cent), other Asian countries (11.3 

per cent), Middle East (12.6 per cent), 

Africa (10.6 per cent), America (8.3 per 

cent) and Australasia (9.7 per cent).

Several South African buyers also 

attended and were very positive about 

MIFF, and indeed indicated they had 

placed ‘substantial’ orders with several 

manufacturers.

 “Green” remains the buzzword of today 

and visitors witnessed many exciting new 

trends and materials that were showcased 

at the fair. Worth mentioning is the Firefly 

Folding Table from TAZ Open Systems, 

which is made from a revolutionary new 

MDF material that is recyclable and has 

without a doubt the potential to change 

this industry. Other “green” materials 

included parallel oil palm strands (POPS) 

and waste MDF board materials used in 

kitchen cabinets and other applications.

The new category, ID Trends also, in 

all probability, surprised even itself. Held 

in conjunction with MIFF, this design 

-centred show gave many unexpected 

surprises to visitors. Indeed, such was the 

quality that several ID Trends exhibitors 

secured export deals for the very first time 

as buyers saw some extremely interesting 

products. 

 Undoubtedly, after 16 years of 

existence, MIFF is well and truly on the 

map, and is now categorised among 

the Top Ten Furniture Fairs in the world. 

That it was successful and achieved its 

aims was self-evident. The number of 

exhibitors grows yearly, as do the numbers 

of international visitors from all over the 

world.  

As Dato Tan Chin Huat put it: “We take 

great care in the selection of exhibitors so 

that only the very best designs, the best 

quality and competitive prices are offered 

at MIFF. 

“This is the key to our success and the 

reason why MIFF continues to grow and 

attract those buyers who want to source 

the best and see the latest trends.”

MIFF 2011 takes place from 1-5 March 

in Kuala Lumpur, Malaysia .

Where east meets west
 page 24

The Enzo series from Lorenzo International is carefully crafted to give 

the best finishing and style.

The latest in the SJI group'ssofa collection. 

The elegant modular sofa sets from Sin Lian Lee Manufacturing 

feature designs that focuses on simplicity and square lines.
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Ellerines restructuring starting to pay off

The re-engineering of furniture group 

Ellerines is starting to bear fruit, 

according to African Bank Investments 

Limited CEO Leon Kirkinis.

"We're starting to understand the 

business better," he says, adding that it is 

all about "learning which levers to pull, 

a better marketing formula and a better 

marketing mix. 

"The quarter was characterised by 

far more stability in the operating 

environment, given the extent of the 

changes that have taken place over the 

last two years," he continues.

"This, together with a better 

understanding of the key business levers, 

including the effect of better priced 

credit, has enabled us to establish a 

platform on which to build critical mass 

for the benefit of customers over the 

medium to long term. 

"The integration of the financial 

services activities of Ellerines into African 

Bank is key in this regard and should 

be completed by 30 September 2010." 

Kirkness says the retail margins of the 

business have firmed, and costs continue 

to decline on the back of the initiatives 

implemented since acquisition. 

Additionally, new distribution and 

marketing strategies were rolled out.

Ellerines' merchandise sales for the 

quarter ended December 2009 were 

R1.401 billion, up 1.4 per cent from 

R1.382 billion in the first quarter in 2009, 

while like-for-like sales grew by 5.3 per 

cent.

"The improvement in sales was 

widespread across the brands, with 

notable performances by Geen and 

Richards (+22 per cent), Dial- a-Bed (+22 

per cent) and Beares (+20 per cent)," says 

Kirkinis. 

"The credit sales mix improved across 

all brands and retail gross profit margins 

were slightly firmer."

Gross advances grew by nine per cnt 

to R5 629 million over the quarter, due 

to higher approval rates and credit limits 

available to customers as a result of new 

scoring models. 

Credit sales of R424 million (50 per 

cent of the total credit sales) were 

processed during the quarter through 

the recently implemented African Bank 

front end underwriting system. This 

will increase over the remainder of the 

year as the rollout of the new system is 

completed. 

"The tighter underwriting criteria 

implemented since acquisition, together 

with a greater focus on collections 

management continued to benefit 

asset quality, with the vintage curves 

for business written over the past year 

showing substantial improvement," says 

Kirkinis. 

Yields remain under pressure as a 

result of interest suspension on the 

non-performing book, emanating largely 

from sales in July to December 2007, the 

impact of which has now peaked. 

Fatboy offers the ultimate in comfortable leisure time 

German furniture manufacturers MBM In 

& Outdoor Furniture is confident that its 

Fatboy Original will provide energising 

comfort for couch potato-style TV viewing 

of the World Cup soccer from the comfort 

of any stylish home.

The Fatboy Original is an oversized 

beanbag measuring 140cm x 180cm of 

the highest international quality fabric. It 

comes in a range of colours: red, orange, 

black, lime green, cobalt and turquoise. 

It can be wriggled into, pushed, nudged 

and shaken to create the perfect curve to 

fit the user’s shape. With its generous size 

and energising comfort it is always there 

to maximise whatever relaxing pleasure 

the user choses.  

This stylish beanbag decor accessory 

represents a lifestyle that is open, 

sympathetic, tolerant, humorous and 

relaxed. 

The Fatboy Original comes in a variety of 

funky colours.

Lounge Furniture
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Furniture retailer Bakos Brothers has 

opened a new showroom at Menlyn 

Piazza in Menlyn, Pretoria. The store is 

conveniently located opposite Menlyn 

Shopping Centre on Glen Manor and Lois 

Avenue.

Founded in 1971, Bakos is today one of 

the leading names in the world of décor 

and furniture. The brothers’ dynamic 

vision and entrepreneurial flair led them 

to their first retail furniture store on Rissik 

Street in Johannesburg more than 30 

years ago. 

The new store will feature an 

exciting new layout designed by the 

best designers in the country with 

contemporary, modern, chic styles to 

cater for all tastes.  

“The new generation of Bakos Brothers 

intends to expand its footprint by proudly 

continuing the family legacy of 160 years 

of retail and property experience,” says 

recently appointed CEO Ryan Bakos, son 

of Dennis Bakos. "Together the Bakos 

team will forge ahead to realise our dream 

of becoming the X-factor in high-end 

furniture, locally and internationally."

The mission and vision of this 

longstanding family remains intact: to 

continue with only the finest and best 

quality furniture from all four corners of 

the globe, coupled with delivering the 

latest international designs and trends, 

not to mention their world-class service 

to discerning consumers. 

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.

Bakos Brothers opens in Pretoria

Lounge Furniture





The new series of fixed dome network 

cameras from network video company Axis 

Communications are compact, affordable 

and designed for retail video surveillance.

"Image quality, compact design and 

cost are key issues for the retail segment," 

says Axis Communications retail business 

development director Johan Åkesson. 

"AXIS M32 network cameras meet these 

demands with their discreet design, 

excellent video quality and competitive 

pricing." 

“Network video has been very 

successful in addressing the video 

surveillance needs of retailers,” Akesson 

continues. “In addition to more efficient 

loss prevention, network cameras offer 

several advantages over analogue CCTV, 

such as seamless integration with point 

of sales (POS) and electronic article 

surveillance (EAS) systems and possibilities 

for people counting, customer flow 

analysis, store planning and evaluation.”

“Axis was first to bring the benefits of 

network video technology to applications 

throughout the retail sector. Retailers 

benefit from ready-made applications that 

enable them to minimise loss, improve 

merchandising, effectiveness, increase staff 

security and improve the bottom line.”

The Axis M32 series delivers higher 

image resolution than traditional analogue 

CCTV cameras. The cameras are equipped 

with varifocal lenses, and the option of 

megapixel and HDTV make them very well 

suited for retail environments. The robust 

versions, Axis M3203-V and M3204-V, are 

ideal in tougher environments such as 

warehouses.

Axis M3203-V offers SVGA resolution in 

full frame rate. Axis M3204 and M3204-V 

provide HDTV video quality in full frame 

rate. Axis M3203 and M3204 are also 

available with a black casing.

The Axis M32 series provides easy 

installation features. The pixel counter, 

for example, helps verify that the 

pixel resolution of an object or face 

meets regulatory or specific customer 

requirements. 

Power over Ethernet (PoE) enables 

power and video to be carried on one 

Ethernet cable, making installation easy 

and reducing installation costs. The 

support for H.264 compression further 

saves money by minimising storage and 

network bandwidth demands. 

Axis network cameras for retail video surveillance

The Axis M32 series addresses the video 

surveillance needs of retailers.

Reduce A3 monochrome office printing costs with AcuLaser 

Epson’s AcuLaser M8000N series of A3 

laser printers works at full 1200 dpit and 

delivers up to 44 A4 pages per minute. 

The AL-M8000N is Epson’s most advanced 

monochrome laser printer and utilises 

pioneering print technology to deliver 

optimum cost efficiency for business, 

producing exceptional looking documents 

and high-end finishing options at a very 

low overall cost.

Epson South Africa general manager 

Kelvin Reynolds says: “Epson is proud of 

the success of its A3 monochrome laser 

printer product line, and the AcuLaser 

M8000N series demonstrates our 

commitment and continued innovation in 

this market segment. 

“Having access to high-end 

monochrome printers while keeping 

costs to a minimum is a big concern for 

businesses with high print volumes, and 

this printer performs exceptionally well in 

that respect.

“The AL-M8000N series is perfect for 

those who rely on A3 documents in their 

day-to-day working environment,” he 

continues. “Moreover, the size of the AL-

M8000N is very compact for an A3 printer 

– almost the same as an A4 machine 

– ensuring that minimal office space is 

needed.”

Alongside the AL-M8000N base model 

is a series of machines offering added 

functionality, including an AL-M8000DN 

duplex version and an AL-M8000D3TN 

duplex version with three additional paper 

cassettes. 

Versatility is key to the AL-M8000N, with 

paper handling ranging from 650 sheets 

with the AL-M8000N, to 2150 sheets 

with the AL-M8000D3TN. All models also 

support an optional document stacker to 

sort and separate different print jobs; a 

valuable benefit for busy offices. 

The fast and compact AL-M8000N A3 

monochrome laser printer series delivers a 

versatile print solution for business at a low 

overall cost.

Product Showcase
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JDGroup appoints new 
financial director

Following the resignation of its financial 

director Gerald Volkel in April, furniture 

retailer the JD Group has appointed 

Bennie van Rooy to the position. 

Van Rooy, a chartered accountant, 

joined the JD Group from the Absa 

Group on 1 January 2010 as group 

financial controller. 

In his new position of financial 

director Van Rooy will report to the 

group chief executive officer and will 

also be joining the JD Group's board of 

directors from 1 May 2010.

New product supervisor 
joins LG

LG Electronics 

South Africa 

has appointed 

Collin Pillay 

home 

appliances 

product 

supervisor, 

focusing on 

refrigerators 

and vacuum 

cleaners. 

Pillay joins 

LG from 

information technology distributor 

Mustek, prior to which he worked for 

Samsung Electronics. 

He has extensive experience in the 

technology field and will be an active 

participant in achieving the company 

goal of US$600 million in net sales for 

LG in 2010. 

With a great focus on growing the 

LG brand in South Africa in 2010, Pillay 

is revelling in the challenge that lies 

ahead. 

“LG is one of the market leaders in the 

seven African territories within which it 

currently operates,” he says. 

“Our goal in 2010 will be to achieve 

the top spot across all product lines and 

support the leading products, which 

already include LG air-conditioning, 

microwave ovens, washing machines 

and home-theatre products.” 

Gallery

Bafana’s Matthew Booth is the new 

LG green ambassador

Matthew Booth, Bafana Bafana defender 

and South Africa’s best dressed sportsman 

Matthew Booth, and his wife Sonia 

Bonneventia, an internationally renowned 

model, have been appointed LG Electronics 

South Africa’s official green ambassadors. 

“Matthew and Sonia Booth’s unique 

style, technical skill, and leadership 

qualities are synonymous with LG’s brand 

pillars of stylish design, smart technology 

and, reliability, culminating in a perfect 

partnership that signifies harmony and 

strength,” explains LG Electronics South 

Africa marketing director Dr Michelle 

Potgieter. “In the lead up to the World 

Cup, they will be our primary ambassadors 

positioning us as a green, eco-friendly, 

reliable and sophisticated brand.”

LG Electronics announced its 

Environmental Proclamation in 1994, 

with its environmental policy, which is 

centreed around its “Life’s Good when 

it’s Green” programme. Divided into two 

areas, manufacturing and product, the 

programme aims to instill environmentally 

sound practices across the entire product 

life cycle. The objective is to reduce 

green house gases from manufacturing 

and product by 150 000 and 30 000 tons 

respectively by 2020. Reduction of green 

house gases emitted during the product’s 

life cycle will be carried out in stages. 

“LG has a social responsibility towards 

the environment and we are actively 

fulfilling our obligation to reduce green 

house gas emissions worldwide by 

designing and manufacturing products 

that are energy and water-efficient,” says 

Potgieter. “This commitment begins 

with the design of LG products that are 

eco-friendly and continues through to 

production. This means that LG effectively 

eliminates the use of hazardous substances 

during every stage of the production 

process while ensuring that energy 

consumption and green processes are 

always adhered to.”

When it comes to functionality, LG 

products display eco-friendly technology. 

The LG SL90 borderless LED TV uses up 

to 76 per cent less energy than a regular 

LCD television, while the LG Inverter air 

conditioner has received SABS certification 

for energy efficiency.

“We want to build a resource-recyclable 

society that is able to reduce the use of 

resources by using LG products, and thus 

create a cleaner, healthier and sustainable 

planet for all. This is even more prudent in 

South Africa where energy and water are 

scarce resources,” says Potgieter.

“In Booth and Bonneventia LG has 

a respresentative couple that not only 

embodies our brand ethos, but is just as 

passionate about the environment as we 

are,” she continues. “When it comes to style, 

reliability, technology and innovation, 

Sonia and Matthew truly represent the 

perfect partnership. We trust that this joint 

venture will support and strengthen LG’s 

2010 Green Campaign, which is geared to 

illustrating and communicating our earnest 

commit ment to eco-friendly manufacture 

and supply.” 

Sonia Bonneventia (left) and Matthew Booth, LG’s new green gmbassadors for 2010, with 

LG Electronics marketing director Michelle Potgieter (right).

People on the move

Collin Pillay – eyeing 

the top market position 

for LG.

Gallery

31Home Goods Retailer – April-May 2010 |



Ignore this Act at your peril
For those who don’t know, there will soon be a  new Consumer Protection Act. It 

will come fully into effect in October this year. One of its main provisions targets 

suppliers who are deemed to have supplied defective or unsafe goods. In other 

words, should a consumer suffer death, illness, injury, or indeed even if his movable 

or immovable property is damaged as a result of such unsafe goods, drastic remedies 

are proposed to penalise the supplier.

Moreover, the Act goes further, Section 61 also seeks to protect consumers who 

are deemed to have been provided with insufficient information, either via warnings 

or instructions regarding the possible hazards of using the supplied goods. From 24 

October this year the Act allows consumers to pursue claims for compensation for 

any harm they may have suffered in respect of such defective goods that have been 

supplied from 24 April this year.

Consumers bodies have long felt that inadequate protection has been afforded 

consumers by existing consumer rights legislation and have finally prevailed upon 

Government to repeal  what  they regard as ‘toothless’ legislation with the new Act. A 

closer look at the provisions of the Act reveals a huge swathe of protective measures 

aimed at preventing consumers from having to agree to ‘unfair contract terms’ when 

purchasing any goods or services.

The liability provisions contained in Section 61 ensure that any manufacturer or 

supplier who has sold goods (or services) which have caused harm to the consumer 

in the manner specified by the Act will be held, jointly and severally., liable for that 

harm, as well as any economic losses which t he consumer may have sustained as 

a result of such harm, whether it be directly or indirectly. These broad provisions of 

Section 61 apparently apply even if t he supplier is exempt from the provisions of the 

Act.

Thus to claim compensation all the consumer has to do is prove that the 

supplier named supplied the goods which caused him or his property harm as a 

consequence of using those goods. This ‘no fault’ liability means that the consumer 

does not have to prove any negligence on the part of the supplier. Thus, any party in 

the supply chain will be open to a product liability claim by the affected consumer 

due to liability being held both jointly and severally.

Certainly if suppliers can prove that any defects did not exist prior to them 

supplying those goods, either to the consumer or another supplier, their liability may 

well be minimised under Section 61. There is a three-year prescription under which 

these claims may fall away. However, it is essential that suppliers seek adequate 

insurance to cover any product liability claims. Moreover, as liability is effective from 

24 April, we also strongly recommend that suppliers immediately assess their risk and 

implement measures to minimise their liabilities from 24 April.

Inevitably these costs will be passed on to the consumer, but there is no way out 

for suppliers. The Act specifically prohibits suppliers from entering into any contracts 

which deprive consumers of any of the rights contained in the Act. 

You have been warned! 

Publisher's Comment
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Excelsior BRS

Venecia  DRS 

Telephone: (012) 333-3162/3/4, Fax: (012) 333-6453, 32 Eland Str, Koedoespoort, Pretoria, 0186
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Contour Bedding Pty (Ltd) ΅ Tel: +27 11 342 1190/91 • Fax: +27 11 945 4026 • e-mail: info@conbed.com

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


