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A signifi cant milestone, 
time for change, and
small signs of recovery
The World Cup Soccer fever which has gripped South Africa has provided at least 

temporary respite from the economic downturn, the consequences of which continue 

to plague the country. Even though there are signs that recovery has begun, industry 

experts are in agreement that it will be slow and of long duration. 

On the upside, however, is the news that retailers from various sectors are now able 

to speak with one voice, following the establishment of the South African Retail Council. 

Given the current sluggishness of the economy, this couldn't have come at a better time 

as together, the furniture, food and clothing industries will have a much bigger impact 

on shaping the environment in which retail takes place.

 Whirlpool's decision to change its strategic direction was certainly not made without 

the company being fully aware of the risk involved, but if the home appliance provider's 

recent performance is anything to go by, the move definitely bodes well for the future. 

The Cooking Appliances feature gives the low down on what this extensive change 

entailed and how the company is already reaping the benefits.

Staying in the kitchen, the dishwasher sector is showing signs of growth, according to 

figures released by GfK, and the stock shortages caused by the recent industrial action 

might prove to be a blessing in disguise for local manufacturers – if they play their cards 

right. 

Indeed, the home appliance sector in general seems to be making a come-back 

– again according to GfK – just one (albeit small) of the signals that things are looking 

up. 

Until August. 



An urgent need for a unified retail body 

to strengthen the retailer’s position and 

voice in the industry has culminated in 

the establishment of the South African 

Retail Council (SARC), which was officially 

launched by the Consumer Goods 

Council of South Africa (CGSA) on 20 April 

2010. 

“The current economic crisis, coupled 

with government policy responses and 

reconfigurations to employment equity 

and transformation frameworks, has 

made the need to consolidate the retail 

industry’s voice more pressing than 

ever before,” says CGCSA CEO Mncane 

Mthunzi. “The launch of the SARC is a 

significant milestone for the CGCSA, as for 

the first time retailers from the furniture, 

food and clothing sectors are speaking 

with one voice.

SARC and legislative affairs head 

Patricia Pillay echoes this sentiment. “By 

providing an ‘umbrella’ for retailers to 

operate under the industries will be able 

to co-ordinate overlapping activities and 

leverage resources across them." 

JD Group CEO Grattan Kirk has 

been appointed interim chairperson 

of the SARC. "Retailers are the biggest 

employers in the country and the third 

largest contributors to South Africa’s 

gross domestic product (GDP)," he says. 

"Consequently, together the industry can 

have a much bigger impact in influencing 

the environment in which it operates."

As a collective voice for the retail 

sector, the SARC will shape the environ-

ment in which retail business takes place 

in South Africa by focusing on two areas 

affecting the industry: economic and 

legislative affairs and labour relations.

Economic and legislative affairs

Citing recent economic indicators from 

Stats SA, Mthunzi says retail sectors are 

within the top three biggest contributors 

to the South African economy. 

“Manufacturing alone contributes 18.2 

per cent, while retail, wholesale and trade 

trail manufacturing with 13.4 per cent. 

Both sectors combined account for a 

total of 31.6 per cent of the total GDP.”

Given this background, the SARC’s 

fundamental objectives will include:

The provision of a single, active and 

leading voice for the retail community 

in the legislative and regulating 

processes impacting on members,

Proactive engagement in debates and 

discussions of legislation drafting that 

will impact on retailers, with the aim 

of influencing such legislation before 

being promulgated into law,

Endow a platform to members to give 

direct input into the South African 

legislative and regulatory frameworks 

before contemplated legislations are 

promulgated into law,

Make the SARC a first port of call for 

key stakeholders such as government, 

media and regulators who wish to 

engage the retail sector,

Increase the value of representation 

and amplify retailers’ voice while 

mitigating the costs thereof by 

leveraging on established platforms 

and channels available within the 

CGSA.

Labour relations

In 2008 the retail industry, together with 

wholesale and trade, accounted for 23.3 

per cent or 3.18 million workers. Together 

with manufacturing, says Mncane, the 

third biggest employer at 14.1 per cent, 

the two sectors employed 5.1 million 

workers out of 13.65 million.

“As South Africa’s biggest employers, 

the labour mandate of the SARC will be 

to co-ordinate the industry’s voice and 

work with government on labour issues 

impacting the retail sector, especially 

regarding transformation and equity 

compliance.” 

The SARC also intends to drive a public 

diplomacy approach on matters affecting 

specific industries, such as labour 

flexibility and the provision of an avenue 

for engaging stakeholders on quota 

issues and the discontinuation of export 

incentive schemes.

Membership of the SARC is open to all 

retailers in South Africa. 

Fees will be structured on retailers’ 

turnover, ranging from R2000 to R50 000 

per year. 

•

•

•

•

•

SA Retail Council to provide a unified industry voice

Mncane Mthunzi – "SARC a significant 

milestone."

Grattan Kirk – "Together the industry can 

have a much bigger impact."

Newsline
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Tafelberg Bellville burns down

Tafelberg Furnishers’ Bellville furniture and appliance 

showroom was left gutted by a fire that ripped through the 

building at seven o’ clock on a Tuesday morning in April, two 

hours before the store was scheduled to open for business. 

Cape Town Fire Services used massive hoses to stop the 

fire from spreading to the warehouse section of the building. 

The destruction of the Bellville showroom also resulted in the 

temporary closure of the hi fi and TV department, and the 30 

employees who reported for work at the shop were moved to 

work at other branches.

Tafelberg directors did not want to speculate on what may 

have sparked the blaze, but alluded to an electrical short 

circuit. 

"A full investigation is being conducted," says director 

Denise Bingle. Shaken from the shock of the incident, she says 

she is "devastated" that the shop burnt down.

The Bellville store, the second Tafelberg branch to burn 

down in recent years, was the original store where Tafelberg 

first opened its doors more than 45 years ago, and had 

become a well-known landmark in the area. 

Landmark destroyed

CEO Hartwig Heil says the moral support received from 

customers, businesses in the area and the general public is heart-

warming. 

“I have again realised how important this business is to so 

many friends out there, who showed their goodwill by sending 

letters of well wishes. 

This has made us even more determined to re-establish the 

Bellville branch as speedily as possible.”

As the company’s Stefan Heil puts it: “We are down, but not 

out.” 

The fire broke out at around seven in the morning.

Firefighters worked hard to stop the flames from spreading to the 

warehouse section. 

A gutted building was all that remained after the fire was put out. A full investigation into the cause of the blaze is being conducted.

Newsline
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Government officials, VIPs, celebrities, 

suppliers, partners, staff and media all 

converged on Gosforth Park recently to 

usher in a new era for LG Electronics South 

Africa at the official inauguration of its 

new offices. The function was presided 

over by the deputy minister of economic 

development Dr Gwen Mahlangu Nkabinde.

LG CEO Peet van Rooyen says the move 

highlights LG’s commitment towards change 

and progressive transformation and brings 

the company’s a step closer to its corporate 

mission statement “to be the most preferred 

and best-performing consumer electronics 

brand by 2010.

"The move will enhance the level and 

quality of customer service to consumers 

and dealers," he adds.

New warehousing and logistics comp-

anies are to partner with the consumer giant 

to ensure that the needs of customers are 

prioritised.

Just as the headquarters in South Korea 

has earmarked South Africa for mammoth 

growth, so has LG Electronics chosen the 

Ekurhuleni Metropolitan Municipality to be 

its new home, and is in close proximity to its 

biggest distributor MassMart.

LG’s new location is also visible from 

the N3 highway, ensuring that its offices 

become a recognisable landmark around 

Johannesburg, something that marketing 

director Dr Michelle Potgieter is well aware 

of. “The LG offices are going to become a 

real landmark, keeping our brand top-of-

mind,” she predicts.  

BEE accreditation

But it wasn’t just the opening of the stylish 

new offices that marked this new era for 

LG – the company also proudly announced 

that it is now a level six broad-based black 

economic empowered certified company – a 

first for a company of its kind in South Africa. 

“We are at such an important crossroads 

in the development of the company here 

in South Africa,” says Van Rooyen. “It simply 

wasn’t an option for us to proceed to our 

new offices without having acquired our 

BBBEE accreditation.”

LG acquired the certification through 

its socio-economic development which 

includes its academy and learnership 

programmes, preferential procurement and 

enterprise development programmes in 

which LG assisted its dealers and partners 

with gaining their own BEE certifications. 

Van Rooyen explains: “Many of LG’s service 

suppliers, installers and equipment vendors 

have been partners since LG was formed 

in South Africa in 1997. Rather than 

losing these partners, LG has developed a 

programme to assist these businesses to 

gain their own BEE certifications.” 

LG Electronics relocation ushers in a new era for the company

LG's new building was officially opened by deputy minister of economic development Dr 

Gwen Mahlangu Nkabinde (centre). With her are LG Electronics South Africa CEO Peet van 

Rooyen (left) and ambassador Kim, the Korean ambassador to South Africa. 

The entrance at the reception area. The front entrance to the new LG building in Gosforth Office Park.

Newsline
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Afritronics has been appointed 

exclusive South African distributor of 

Sanyo’s consumer electronics division, 

following the company’s global merger 

with Panasonic in December last year. 

Sanyo now operates as a consolidated 

subsidiary of Panasonic.

“We are very excited about adding 

the Sanyo brand to our offering,” says 

Afritronics joint managing director Avis 

Naidoo. “It perfectly supplements the 

other Japanese brands – Sharp and 

Pioneer – we distribute and enables us 

to offer a bigger basket to retailers, most 

of whom prefer to buy from a single 

supplier base.”

Afritronics has been agents for Pioneer 

and Sharp since 2007. The distribution 

is done on a wholesale basis and covers 

the whole of Southern Africa, including 

Botswana and Namibia.

“Pioneer is a well known and popular 

brand, with the main focus being on 

medium to high-end home audio-visual 

and car audio, its greatest strength,” says 

Naidoo. “The market for this product 

SA retail sales rise 

for first time in 

over a year

Afritronics appointed Sanyo distributor

Avis Naidoo – Sanyo the perfect sup-

plement to Afritronics' offering.

South Africa's retail sales rose more than 

expected in the year to March, ending 

13 straight months of contraction and 

suggesting consumer demand is catching 

up with a broader economic recovery.

A series of interest rate cuts has 

helped support consumption, but the 

latest upbeat sales data reduces the 

chances of further rate cuts, say analysts.

Consumption, previously a key driver 

of growth, had been in decline for the 

past year as people struggled with heavy 

debt and rising unemployment after 

some 900 000 jobs were shed during 

South Africa's first recession since 1992.

According to Statistics South Africa, 

retail sales rose by one per cent year-

on-year in March at constant prices, 

compared with a revised 1.3 per cent 

contraction in February.

Sales decreased by 0.6 per cent in 

the three months to March, however, 

compared to the same period a year ago.

Economists polled by Reuters forecast 

a 0.4 per cent year-on-year increase in 

March sales.

"It is an encouraging number (and) 

an indication that consumer confidence 

is improving on the back of low interest 

rates and low inflation," says Nedbank 

economist Johannes Khosa.

Source: Business Report 

consists of very high-end audio-visual 

specialists, to the entry level car fitment 

centres. Our national network of sales 

operatives sees to the needs of all 

customers.”

The introduction of the Sharp brand to 

the business brought in another healthy 

range of products, with the main focus 

being LCD televisions. 

“LCD television has been an important 

part of the consumer electronics market 

for a few years now,” says Naidoo. 

“Afritronics has been driving sales in both 

specialist and mass dealers and sales 

staff have also been concentrating on 

securing contracts that would require 

a fairly large volume of sets over a set 

period.”

Afritronics also controls the after-sales 

service for all three brands. “Products 

are serviced and repaired throughout 

the country through sub-contractors 

Mastercare (for Pioneer and Sharp) 

and SBMS (for Sanyo), with progress 

being monitored by our internal service 

department,” Naidoo explains. 

“We believe that excellent service, 

not only in sales but also back-up, 

builds relationships and trust among 

our customers and the end user,” he 

continues. “Our service department has 

a very broad technical knowledge and 

assists us across the spectrum, including 

installations and contracts.” 

Naidoo says retailers can look forward 

to an exciting range of full high definition 

cameras from Sanyo, due to be launched 

this year. 

New DionWired store opens in Nelspruit

DionWired has opened its eleventh store 

in the newly completed I'Langa Mall in 

Nelspruit. The store features LCD screens 

offering as-you-shop customer advice, 

special tips added to product and price 

information and interactive gadget 

displays.

By enabling customers to handle and 

test the products – play with the GPS, 

take photos, and examine the latest PC 

features – they can make more informed 

decisions about their purchases. Other 

novel features include LCD screens that 

show the particulars of each cellphone as 

it is picked up. 

The TV display area is reportedly the 

biggest in the country and is specially 

covered to create a mini-cinema 

impression. A full HD digital TV wall 

enables customers to demo the latest Blu-

Ray movies in surround-sound systems. 

Other features include the new 

photographic wall and the interactive 

gaming zone where customers can test 

different consoles for the latest games 

such as Xbox, Wii and PS3. 

Newsline
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JD Group moves back into the 

black, for now

JSE-listed furniture retailer JD Group experienced a tough 

environment in the six months to February and chief executive 

David Sussman expects the World Cup to disrupt trading 

conditions when it kicks off next month.

The company reported a one per cent increase in turnover 

to R6.8 billion while headline earnings for the six months 

improved to R231 million from a loss of R30 million for the prior 

corresponding period.

The Christmas period was exceptionally difficult, Sussman 

admits, citing a tough economic climate, substantial job losses 

and an indebted consumer base as the main reasons for the 

group's difficulties. "Top line sales were down at traditional retail, 

which includes Joshua Doore and Russells, while the product 

margin at Hi-Fi Corporation also took a knock.

"We had to regain our market share in Hi-Fi Corporation and 

have been repositioning this business,” he continues. 

“The division underwent a complete make-over which is the 

reason our margins are down." 

Hi-Fi Corporation's turnover fell by 12 per cent in the past four 

months.

During the festive season, JD Group's sales declined eight per 

cent year on year, but Sussman says the company has seen an 

encouraging sales pick up subsequently.

"In April, sales grew 8.5 per cent while in May we saw sales 

growth of ten per cent."

Sussman hopes the pick-up will continue, but adds that the 

World Cup could prove disruptive to the group's sales. 

"One has to wonder how much shopping consumers will do 

over that period but we are expecting a better second half.” 

David Sussman – hopeful the sales pick-up 

will continue.



Lewis changes Lifestyle Living business model

Furniture and appliances retailer Lewis plans 

to open 45 new stores and launch a new 

trading brand over the next year. 

Delivering his first set of annual results, 

Lewis CEO Johan Enslin announced that 

the group is to "re-engineer and rebrand" 

its unprofitable top-end Lifestyle Living 

business into a new brand called My Home. 

Thirteen of the 19 remaining Lifestyle Living 

stores will be converted into the new brand 

and five new stores will be added to test the 

viability of the concept.      

"Lifestyle is a very small business,” says 

Enslin. “It contributes only three per cent to 

our revenue, and has not been profitable 

for a very long time. Consequently, we've 

decided to change its business model."  

The rebranding exercise will downgrade 

the consumer target market from Lifestyle 

Living's current living standard measure 

(LSM) of eight to ten to an LSM of seven to 

eight for the new My Home stores. 

Building on the successful Lewis business 

model, Enslin says the My Home brand will 

offer a range of "traditional but up-market" 

merchandise, yet exclusive to attract 

customers higher up to Lewis. 

In the year to end March, Lewis reported 

turnover growth of eight per cent to R4.1 

billion, the result of “early signs of improving 

economic conditions starting to benefit 

consumers”. Improved margins increased 

the group’s profitability by nine per cent.

Merchandise sales grew by 6.5 per cent 

to R2.1 billion. "Sales of the higher margin 

furniture and appliance category increased 

by 8.5 per cent as our merchandise strategy 

of sourcing exclusive and differentiated 

furniture ranges continued to benefit the 

group," says Enslin. 

Merchandise sales in the flagship Lewis 

brand, which contributes 83 per cent of 

total sales, increased by 7.7 per cent. Best 

Home and Electric grew sales by 7.8 per 

cent and sales in Lifestyle Living declined 

by 10.4 per cent. Credit sales supported 

by merchandise initiatives and in-store 

promotions increased to 68.5 per cent from 

64.3 per cent of total sales. 

Enslin says the group's gross margin 

improved from 31.3 to 34.9 per cent, fully 

recovering the currency losses reported at 

the half year. Adjusting for currency losses, 

the net position improved from 31.9 to 33.4 

per cent. 

"The group operating margin improved 

from 21.9 to 22.1 per cent, which has 

translated into a nine per cent uplift in 

operating profit to R907 million, once again 

reflecting the resilience of our business 

model."  

Debtor costs increased by 28 per cent 

from ten to 10.9 per cent of net debtors. 

Enslin says while credit collections were 

slow in the first six months, the situation has 

improved since half year and debtor costs 

have stabilised. The year-end impairment 

provision moved from 15.7 to 16 per cent, 

improving on the level of 17.9 per cent 

reflected at half year.  

Ten Lewis and six Best Home and Electric 

branches were opened, bringing the store 

base to 548 at the end of March. 

Looking ahead, Enslin says that while 

trading conditions reveal early signs of 

improvement, the environment will remain 

challenging as the country emerges from 

recession. "Debtor costs appear to have 

peaked and should moderate in the year 

ahead as the credit collections environment 

continues to improve. 

"However, job creation remains key to 

stimulating economic growth among the 

Lewis target market.”  

Nu-world seeks Chinese partnership

Nu-World, supplier of brands such as 

Sunbeam, JVC and Casio, is looking 

for a strategic partnership to enter the 

Chinese appliance market. 

"This is a huge growth market for the 

appliance industry and undoubtedly a 

wealthy part of the world," says executive 

chairman Michael Goldberg. "Our agents 

based in China want to enter the market 

and we have agreed to partner with 

them on this venture." 

The Chinese component will only 

constitute a small part of the company. 

"We've sold out of the UK, which was 

a loss-making subsidiary, and our 

Australian company is doing better,” 

Goldberg continues. “This is an exciting 

new opportunity for us.”

Nu-World increased its revenue by 

17.8 per cent to R926 million in the six 

months to February this year. Although 

retail sales declined month after month 

last year, headline earnings per share 

increased by 101.8 per cent to R1.687, 

while generated cash stood at R42.4 

million at the end of the review period. 

The net asset value a share was up by 

6.8 per cent from a year earlier to R27.71. 

The company’s balance sheet reflected 

negative gearing and cash equivalents of 

R168.1 million. 

Last year Nu-world underwent 

rigorous restructuring, which cost the 

group R3 million and the reduction of 

100 manufacturing staff members. But, 

says Goldberg, the group is "getting 

busier again" and it might need to start 

taking on new staff. 

“We have shown remarkable sales 

growth in consumer electronics, 

specifically televisions, where LCD and 

LED-screen televisions are popular.

"We've developed our ranges in this 

regard and have won some market share. 

New initiatives include the pending 

launch of our high-tech division.”

"It is clear that the improved focus 

on working capital management is 

achieving results," Goldberg continues. 

Inventories of R268.9 million reflect 

a decrease of 12.5 per cent from R307.2 

million and an improved stock turn ratio 

as a result. 

He anticipates a further uptick in sales 

for the company this year as it presents 

products in a broad range of categories. 

"Key financial indicators show clear signs 

of a recovery in both South Africa and 

Australia, although South Africa’s remains 

measured.” 

Newsline
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The                   choice for your store

The largest furniture importer into Africa

Helderberg International Importers was 

founded in 2002 due to the need for 

competitively priced products to the 

independent dealers of the South African 

and Namibian furniture industry as well 

as the need for a variety of well finished 

furniture that was highly resistant to 

transport damage and was most cost 

effective.

Initially the company consisted of fewer 

than ten staff members, a 400sq.m showroom 

and a 2 000sq.m warehouse. Today we boast with a staff compliment 

of almost 40, a 1 500sq.m showroom and 12 000sq.m warehouse space. 

Our aim is to supply the market place with good value for money 

products combined with good quality. We host an extensive range of 

products in excess of 1 000 items to cater for the broad spectrum of 

the market. Our range of furniture covers all areas of the household, 

from bedroom (including children’s), lounge, dining room and patio to 

office furniture, occasional furniture and interior décor items.

We have also established our own brand of small and large appliances 

under the PERFEKT name. Over the last few years we have expanded 

this range to include a substantial variety of products, including safes, 

microwaves, fridges, dishwashers and tumble dryers. 

The PEFEKT range is the perfect choice for your store, as it has over 

time proven to be as reliable, affordable and good value for money 

as any of its competitors in the market. Most of the products in the 

PERFEKT range come with a two-year guarantee.

We suggest you consider a trial run and believe that you will soon 

realise that the PERFEKT brand is able to more than live up to its name.

Products are currently being distributed throughout South Africa and 

Namibia. If you have not seen our extensive range you are losing out 

on a great profit opportunity.

We endeavour to travel abroad several times 

a year to keep the range fresh and to stay 

abreast with the latest international trends and 

developments.

A huge advantage of buying from us is that we 

have stock readily available most of the time. 

We also have sales agents in all areas of South 

Africa, ready to call on you and give you the 

professional service you require and deserve. 

We have established links with all the major 

buying groups, but do not rule out direct accounts.

HII staff: (back) Riaan Swanepoel (CEO/buyer), Ben van Rensburg 

(workshop manager), Mario van Vuuren (warehouse supervisor), 

Eden Love (shipping manager), (middle) Johan Hattingh (warehouse 

manager), Barney Bolton (sales manager), (front) Elisma Bester 

(admin/switchboard), Natascha Labuschagne (tele and internal 

sales) and Janine Crook (debtors and creditors).

HII CEO/buyer Riaan 

Swanepoel.

HII CEO/sales Dave 

Kannemeyer.

Contact our head offi  ce in Cape Town for further information or enquiries on TEL: 021 948 9355 
or visit www.h2i.co.za for detailed information on the products on off er.

PERFEKT microwavePERFEKT convection oven

PERFEKT mini-oven 

2-plate

PERFEKT extractor 

60cm chimney

PERFEKT oven & hob

PERFEKT dishwasher 

12-place setting

PERFEKT tumble dryer

front-vented, electronic controls

PERFEKT 

extractor 60cm

We also stock the widest range in lounge suites, dining 

room suites, bedroom suites, patio furniture, office furniture, 

occasional furniture and much more.



Coricraft recently exhibited at one of 

South Africa’s oldest agriculture and 

lifestyle shows, Bloemfontein’s annual 

Bloem Skou, and walked away with two 

gold awards for its efforts.

Hosting a striking stand in the warm 

autumn colours of orange, red and rust, 

Coricraft received the Volksblad floating 

trophy for the best in-house stand and 

the NOK floating trophy for the best 

exhibition of furniture.

“We’re delighted with the awards,” says 

Coricraft marketing manager Ronelle 

Vorster.   “The stand was a great success, 

allowing for excellent brand exposure 

for the group and increased awareness 

of our presence in the local market, 

particularly of our store at the Loch 

Logan Waterfront in Bloemfontein.”

The stand mirrored Coricraft’s 

signature look-and-feel and incorporated 

many of the design elements used in 

its new-look showrooms, including raw 

wood and rusted details, and stunning 

graphics.

Two of Coricraft’s national best-selling 

items, the Afrique leather couch and 

Raju coffee table, were given centre 

stage on the stand alongside the Ritz 

couch, upholstered in the striking Aswan 

fabric – one of the new fabrics available 

from Coricraft’s recently launched 

collection of blended fabrics. This was 

then further enhanced with accessories 

from Coricraft’s new décor range.

As with all Coricraft products, the 

stand was personally Coricrafted for 

the occasion, reflecting the company’s 

longstanding tradition of customising 

quality furniture according to the 

personal requirements and needs of its 

customers.

Coricraft manufactures its renowned 

range of slipcover, fully upholstered and 

leather couches at its facility in Cape 

Town. With more than 60 couch styles 

to choose from, Coricraft couches are 

individually Coricrafted to customers’ 

personal requirements. 

Coricraft scoops gold lifestyle awards

Ellerines turns the corner

The turnaround at Ellerines has started 

in earnest, this according to African Bank 

Investments Limited (Abil) CEO Leon 

Kirkinis, who reported headline earnings 

of R201 million for the six month to 

March, a six per cent surge from a year 

ago.

The furniture retailer, whose poor 

performance has been a blight on Abil's 

earnings since it acquired the group in 

2007 for R9.8 billion, can now focus on 

growing its customer base.

Abil’s efforts to turn the ailing 

company around include the 

introduction of new merchandise 

planning tools, allowing for a better 

stock management and identifying 

certain suppliers as strategic partners 

to position all brands uniquely in the 

market place. Additionally, a more 

efficient supply chain has been built to 

cut costs. 

“As a result of the focus on systems 

and supply relations, the product 

offering has steadily become more 

differentiated with sales growing 

substantially in some product lines,” says 

Kirkinis.

The growth in headline earnings is the 

result of improved quality of Ellerines’ 

debtors book. Impairment provisions 

were flat, compared with September last 

year, at R1.4 billion.

Kirkinis says significant progress has 

been made with the migration and 

integration of Ellerines' financial services 

activities into African Bank. Completion 

of the project by the end of the 2010 

financial year remains on track.

“The price reduction and new credit 

proposition have given Ellerines the 

ability to launch lowest instalment 

product campaigns, Kirkinis continues. 

“This has been particularly successful in 

bringing in new customers and has also 

stimulated sales of merchandise.”

Merchandise sales increased by two 

per cent to R2.3 billion.

The number of Ellerines stores has 

been reduced by eight per cent from 

1131 to 1036, while the number of 

employees dropped 14 per cent to 

12456. The company has also focused 

on attracting additional retail skills and 

has. appointed a head of operations, a 

managing director and a new business 

development manager.  

Riaan Coetzee (right), branch manager of Coricraft's Bloemfontein showroom receives the 

gold awards from a representative of the Bloem Skou.

Newsline
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International report indicates South  

The report, "Managing the Crisis 

– A Comparative Analysis of Economic 

Governance in 14 Countries”, showed 

however, that quick and short-term 

responses by far dominated sustainable 

long-term innovations and adequate 

structural changes in most countries. 

Germany was no exception to that rule 

– despite short-term successes, the bailout 

plans and stimulus packages have not 

been tackling the long-term structural 

weaknesses of the country's economy. 

The emerging markets' effective 

crisis management indicates that their 

governments are today much more adept 

at preventing and tackling crises than in 

the past. This can be attributed primarily 

to effective policy learning and the 

implementation of institutional changes 

in reaction to former downturns like the 

1997/98 Asian crisis.

The report concludes that major 

emerging countries took advantage of pre-

crisis prudent regulation of the financial 

markets and banking systems as well as 

sound fiscal and monetary policies to deal 

adeptly with the worldwide economic 

downturn. Therefore, emerging economies 

did not have a large amount of toxic assets 

in their domestic financial systems, their 

financial markets proved to be more shock-

resistant and, given their solid financial 

situation, their governments had more 

latitude for stimulus policies when the 

crisis hit their real economies in Autumn 

2008. 

Upturn amongst developing nations

Due to fewer institutional and budgetary 

restraints, many emerging countries today 

seem to have a comparative advantage 

over their industrialised counterparts. In 

year two after the outbreak of the global 

financial and economic crisis, emerging 

countries like China, India or Brazil are 

stimulating the global economy and 

differ profoundly from advanced Western 

economies in important parameters: by 

solid growth, lower debts, a rebounding 

domestic demand and a stable banking 

and financial system.

"Many emerging economies have done 

their homework in the past and have now 

proven that crisis prevention does not 

only enhance response options to tackle 

new crises, but can also lead to genuine 

economic advantages," says Bertelsmann 

Stiftung project manager Sabine Donner. 

The crisis outcome thus far confirms 

and gives an added boost to the rapid rise 

of emerging countries and a global power 

shift in their favour. Emerging markets 

are not only catching up with advanced 

economies with regard to economic 

performance, they have also displayed 

impressive skills of politically managing 

the global shock, according to the study. 

In order to deal with the consequences of 

the downturn and to tackle future crises, it 

will be of utmost importance if advanced 

economies will be equally adaptive, draw 

the necessary conclusions and implement 

structural reforms in the aftermath of the 

crisis.

Common threads

The study's analysis of national crisis 

management reveals numerous 

commonalities. While the perception of the 

crisis and its concrete impact varied widely 

from country to country, the current global 

recession has been handled more swiftly, 

pragmatically and comprehensive than any 

such previous downturn. 

As soon as the potentially devastating 

impact of the crisis was recognised, 

resistance against swift emergency 

measures and fiscal expansion evaporated, 

at least temporarily and national crisis 

management went into overdrive during 

the first phase of the crisis examined in the 

study (from September 2008 to September 

2009). 

Therefore, all cases included in the study 

show the emergence of strong executive 

leadership and mostly uncontested 

stimulus packages. In "crisis mode", each 

government relied on its individual 

governance style and leadership skills – be 

it the highly centralised administrative 

apparatus such as that present in China, 

the technocratic, top-down management 

The main findings of an international comparative study by the Germany-

based Bertelsmann Stiftung on the crisis management and economic 

governance in 14 countries indicates that many emerging markets, 

including South Africa, responded more swiftly and successfully to the 

global recession of 2008/09 than advanced economies.

About the study 

The study evaluates the quality of 
political decision-making in response 
to the global fi nancial and economic 
crisis in advanced economies such 
as Germany, Sweden, the UK and the 
US, as well as in the emerging econo-
mies of Brazil, Chile, China, Hungary, 
India, Indonesia, Russia, South Africa, 
South Korea and Turkey. 

Based on 14 detailed country 
reports, the study focuses on the 
quality and eff ectiveness of political 
management during the fi rst stage 
of the crisis at the peak of the global 
recession 2008-2009: from agenda-
setting and policy formulation over 
the specifi c policy contents to the 
implementation of stimulus and 
stabilisation packages. 

Talking Points
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 Africa managed global financial crisis

style observed in South Korea, or the 

pragmatic moderation that relies on the 

personal leadership skills of its president, as 

was the case in Brazil.

South Africa's inclusive approach

The swiftness of crisis responses has been 

given precedence in nearly all countries 

irrespective of the political system. Time 

constraints limited the usual consultation 

processes with intermediary organisations 

about the focus of the measures taken. 

Civil societies were subsequently not 

actively involved in agenda setting and 

policy formulation. Only the South African 

government engaged in a comprehensive 

consultation process with social partners 

about the scope and priorities of the crisis 

response.

Aspects of a sustainable economic 

and structural policy have also taken a 

backseat in the first stage of the crisis. 

All countries included in the study 

showed extreme short-termism and 

"expansionism" in drafting stabilisation 

and stimulus policies both in emerging 

and advanced economies. Only a few 

governments identified and used the 

crisis as an opportunity for a considered 

and purposeful restructuring. Even fewer, 

for example, South Korea, China or the 

US can claim a boosting of the "national 

innovation system" through technology, 

education, research, "green" policies or 

tackling structural economic bottlenecks.

Global governance not addressed

Regarding the often-stressed claim for 

more international adjustment of crisis 

responses, the study draws a sobering 

conclusion. Bertelsmann Stiftung project 

manager Hauke Hartmann says: "Instead 

of strengthening global governance 

in reaction to the global crisis, the 

management of the crisis and the drafting 

of stimulus packages took place almost 

exclusively on the national level." 

The most effective and profound 

coordination of policy steps occurred, 

according to the study, among central 

banks and monetary authorities. Within 

the G-20 framework, government leaders 

merely reassured themselves about the 

timing and extent of their national stimulus 

packages strictly in line with their domestic 

policy agendas. However, they did not 

enter into concerted, fine-tuned programs 

of action. At least the opportunity for an 

exchange among the most important 

economies of the world has never been so 

ample, and never have emerging markets 

been included so comprehensively. It has 

yet to be seen if this leads to any serious 

attempt for more global governance in 

financial markets.

South Africa – NEDLAC the key

South Africa was one of the countries that 

considered itself to be well-equipped to 

weather the global economic storm owing 

to its strong regulatory framework, low 

levels of debt, and banking system that 

hardly had any exposure to toxic assets. 

The government's optimistic tone in the 

early stages changed when it became 

obvious that the impact on the economy 

would be severe. 

Indeed, South Africa was pushed into 

its first recession in 17 years, as declining 

commodity prices and lower growth in 

major trading partners lowered demand 

for South African exports and employment 

decreased for the first time in almost four 

years. 

Although South Africa was slower to 

implement decisive crisis management 

measures than other countries, its 

process of drafting an economic crisis 

response framework benefited greatly 

from the institutionalised and inclusive 

multi-stakeholder approach that is the 

procedural hallmark of the country.

The deliberation process drew upon 

existing structures that had been 

set up in 1994 to ensure that social 

dialogue accompanies the development 

of economic policies. The National 

Economic Development and Labour 

Council (NEDLAC) convened a task 

force of government, labour, business 

and community representatives, which 

negotiated the final framework and 

retained responsibility for its monitoring 

and implementation. 

The framework has been praised 

at the international level for bringing 

together a broad range of social partners 

to forge a common response to the 

crisis. Nevertheless, NEDLAC remains a 

quasi-governmental institution and the 

government has been criticised for not 

consulting with civil society actors not 

included under the NEDLAC umbrella. 

Talking Points
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Electronics and technology innovations 
take centre stage at Hong Kong 
Electronics Fair (Spring Edition)
The HKTDC Hong Kong Electronics Fair (Spring Edition), which took place at the Hong Kong Convention and Exhibition Centre from 

13 to 16 April, showcased the latest advances in products and technology, including 3D T V, touchpad computers, ebooks, androids, 

green technologies, solar photovoltaic products, tablets and more.

The seventh edition of the fair attracted 

more than 55 000 buyers during its four-

day run, with overseas buyers up 20 per 

cent, a new fair record. Buyers from Brazil, 

India, Russia and Vietnam were up 60 per 

cent, while those from traditional markets, 

including Australia, Britain, France, Japan, 

Italy, Korea and the US reached double-

digit growth. 

Fair highlights included a wide range 

of 3D display technology, showcasing the 

latest generation of 3D TVs and projection 

gear. 

“This is an era of exciting technology 

evolution," says HKTDC deputy executive 

director Benjamin Chau. "As the biggest 

fair of its kind in Asia, the Electronics 

Fair 2010 (Spring Edition) captures this 

excitement in one great event. Thousands 

of exhibitors gather here to show their 

breakthrough technologies and up-to-the-

minute products."

The 2010 fair also saw the product 

zones which have proved successful over 

the years, including audio & visual, digital 

imaging, electronic gaming, navigation 

systems, solar photovoltaic electronics 

and more.

To help boost exhibitor business, 

the HKTDC arranged nearly 200 trade 

delegations from global retail giants. 

They included Australia’s 100% Stores 

NZ, the US’s Best Buy, Canada’s Hudson's 

Bay, Chile’s Tecnoglobal SA, the Chinese 

mainland’s Suning Appliance and China 

Resources Vanguard, France’s Carrefour, 

Germany’s MGB Metro, Japan’s Sony and 

JVC, Russia’s Radiozavod Popova and 

Rissa, Spain’s El Corte Ingles and Britain’s 

Halfords.

The Hall of Fame returned with a 

line-up of more than 300 big brands. This 

year the Hall included some new names: 

Philips, Daewoo, Hyundai, Changhong, 

Pierre Cardin and others. Buyers saw an 

impressive array of top-of-the-range 

electronics brands and stylish products.

The Spring Edition of the fair also 

featured seminars covering the hottest 

industry topics and safety directives 

issues. Leading players and experts in 

the business shared their insights on 

product development and forecast market 

potential. 

Fair Report
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Hong Kong 

again ranked 

world's freest economy

 

Hong Kong remains the world's freest economy 

for the 13th year in a row, according to the findings of 

the Fraser Institute of Canada's Economic Freedom of the World: 

2009 Annual Report. The report ranks 141 economies on policies that 

support economic freedom. Hong Kong has been holding the top place since 

the annual survey was started, and it pays tribute to the city's commitment to free trade 

and open markets, and the elimination of  barriers to trade and investment. The findings take into 

account the size of government, legal structure and security of property rights, access to sound money, 

freedom to trade internationally, and regulation of credit, labour and business. With the highest overall score of 8.97 

out of ten, the city was also ranked first for freedom of international trade, scoring 9.6. All these factors make Hong Kong 

very attractive to companies around the world that invest in or trade with the SAR.

Top left: The Hall of Fame featured no fewer than 430 major brands. Buyers were treated to an impressive array of top-range electronics brands and 

stylish products.

Top right: Exhibits displayed the newest solutions in telecommunications, multimedia, Internet and digitainment from exhibitors across 

the world.

Bottom left: At the concurrently running ICT expo  the emphasis was on environmental solutions and cutting-

edge products, including 3D technology.

Bottom right: More than 3200 exhibitors showcased their latest electronic offerings at 

the fair. Attendance was very strong and many exhibitors took orders.



The South African market for 

consumer durables seems 

to have recovered from the 

global fi nancial crisis in the fi rst 

quarter of 2010. After an overall 

turnover increase of 0.8 per 

cent in the full year 2009 versus 

2008, the fi rst quarter of 2010 

showed an increase of 14.4 per 

cent versus the fi rst quarter of 

2009. 

Some of the main drivers for this positive 

result were categories such as mobile 

phones and IT, and also certain segments 

of consumer electronics, while major 

domestic appliances were almost stable. 

Photographic products as well as small 

domestic appliances continued their 

upward trend from the fourth quarter of 

2009. 

Significantly decreasing turnover 

was noted in the office equipment and 

consumables categories which held back 

the overall development.

 Against this backdrop, the market 

for major domestic appliances (MDA) in 

South Africa proved to be slow moving as 

it slowed by only 2.9 per cent in revenue 

during 2009, compared to 2008. First 

quarter results for the category as a whole 

during 2010 improved steadily to -0.6 per 

cent over the first quarter in 2009. 

During 2009 this market was held back 

considerably by luxury items such as 

dishwashers (-8.4 per cent) and tumble 

dryers (-7,4 per cent), which experienced a 

strong slow down in sales, especially during 

the first and second quarters of 2009. 

However, sales revenue for the 

largest segment in the MDA category 

(refrigeration) remained almost static for 

the 2009 year, down only 0.6 per cent, and 

emerged in the first quarter of 2010 at a 

positive 2.1 per cent, contributing R867 

million to the South African appliance 

market.

Washing machines, the second biggest 

contributor in revenue terms to MDA in 

South Africa, stayed buoyant during 2009, 

but sales slowed during the first quarter 

of 2010 to R300 million, down 3.9 per cent 

from the same period in 2009. 

Strong below-the-line promotional 

work from some of the stronger retailers in 

the washing machine market may begin 

to entice consumers and turn this market 

around going into the second quarter of 

2010.

Non-essential major appliances such as 

dishwashers and tumble dryers have seen 

mixed results for the first quarter of 2010. 

Dishwashers moved into positive 

territory at 7.6 per cent quarter-on-quarter, 

coming back from a poor start in 2009 

when consumer spending on luxury 

appliances declined strongly. Tumble 

dryers, on the other hand, continue to 

struggle, producing negative results quarter 

–on-quarter at 5.2 per cent, falling back 

after a positive fourth quarter in 2009.

The relatively least expensive appliance 

product, microwave ovens, recovered 

well during the third and fourth quarters 

considering market conditions of 2009, 

finishing strongly after a very poor second 

quarter. This trend continued in the first 

quarter of 2010 as results bounced back 

from negative 5.5 per cent a year ago to 

positive 7.8 per cent.   

GfK tracks the sales of consumer durables through monthly retail audits done on 
model level, this audit is carried out across all relevant channels of distribution. 
GfK currently tracks and reports on over 50 product categories within the consumer 
electronics, domestic appliances, telecoms, IT and gaming markets.

Major domestic appliances on the come-back trail

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

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

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

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

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

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

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

B116 - 610mm Wide stove 
with storage drawer

B126 - 610mm Wide stove 
with warmer drawer

B336 - Undercounter oven 
and hob

BUF700 - Buffer food warmer trolley

MODS3 - 3 Plate stove on a stand

MODT1 - 3 Plate stove in a cabinet

The Bauer range 
covers all segments



While companies across the globe 

struggled to survive the worst recession 

in decades, in South Africa Whirlpool 

performed extremely well in 2009, this as 

the European home appliances market 

declined by around 12 per cent, and 

South Africa faced a similar challenge. 

But, says Whirlpool marketing manager 

Lukasz Sylwester, this would not have 

been possible without the company 

implementing radical change. 

“Volumes are one of the key measures 

of growth in South Africa. The Whirlpool 

brand is aimed at LSM seven and higher, 

which locally represents approximately 

20 to 25 per cent of the market, unlike in 

Europe where the market potential for 

Whirlpool products is much higher,” he 

explains. 

“Consequently, to fuel and ensure 

future market growth, we implemented a 

strategy to revitalise our brand perception 

in South Africa, lifting it to the same 

heights as in Europe where Whirlpool is 

synonymous with excellent prerformance, 

great design, prestige and quality. 

Building on strengths

“Stylish Italian design and flawless 

German engineering are what ensure 

Whirlpool products’ modern look, 

exceptional functionality and value for 

money,”Sylwester continues. “These were 

the strengths we needed to build on in 

order to grow the South African market.” 

The first step in the process was to 

discontinue the local manufacture of 

Whirlpool products, which Sylwester 

says was severely hampering brand 

perception. “The Durban-based factory 

now focuses solely on the production of 

our entry-level  mass brand, KIC, and all 

Whirlpool products are imported. ” 

Additionally, separate service lines 

for the respective brands have been 

implemented. “Because Whirlpool 

products are more sophisticated than 

their KIC counterparts we now have 

two dedicated service teams who 

receive ongoing, comprehensive 

training on each brand,” says 

Sylwester. 

Logistics 

has also 

been improved. A dedicated 

Whirlpool warehouse has been built in 

Johannesburg where, says Sylwester, 

use is made of electric forklifts instead 

of diesel to move the products around, 

ensuring that they stay cleaner. 

Additionally, Whirlpool has introduced 

many branded trucks to deliver its 

appliances nationwide, which has notably 

reduced delivery time. 

Two at the helm

Marketing of the Whirlpool and KIC 

brands is now dealt with by two 

marketing managers. Originally from 

Poland, Sylwester's Sylvester familiarity 

with the European market makes him 

the ideal person to focus on Whirlpool 

while Peter Sievers drives KIC. “The 

end-consumer for each brand is very 

different and with two managers at the 

helm of each marketing strategy, 

it is much easier to focus on 

meeting the needs of 

each market,” 

Sylwester 

explains. 

New floor displays at many retailers 

have been coordinated across the 

country. “By unifying these mini-

showrooms to showcase the same 

products, colours and branding, we have 

made the brand more recognisable, 

which is integral to building brand 

awareness.” 

Firm foundation

While Sylwester believes recovery of 

the national economy will be slow, he 

is confident that Whirlpool now has a 

firm foundation in place on which to 

ensure growth – this year and in 2011. 

“Whirlpool South Africa dealt with last 

year’s economic crisis extremely well, to 

the extent that we are now in a stronger 

position than we were a year ago,” he 

says. “Underpinned by our company 

transformation, we are now well poised 

to win market share, which is the ultimate 

measure of success.”  

Whirlpool invests in change to ensure growth

Lukasz Sylwester – fueling growth 

through brand revitalisation.

About Whirlpool
Whirlpool Corporation is the world's 
leading manufacturer and marketer of 
major home appliances, with annual 
sales of around $19 billion, 70 000 
employees, and 69 manufacturing 
and technology research centres 
around the world. The company mar-
kets Whirlpool, Maytag, KitchenAid, 
Jenn-Air, Amana, Brastemp, Consul, 
Bauknecht and other major brand 
names to consumers in 
nearly every country 
around the 
world.

Cooking Appliances







COOKING WITH
For over sixty years, the name Kenwood has been associated with excellence in the kitchen appliance field.  Kenwood’s 
range of streamlined, powerful food preparation appliances is complimented by a line of Kenwood ‘cooking’ appliances. 

Kenwood Appliance’s line of table top cookware includes sandwich toasters,  deep fryers, electric frying pans, slow 
cookers, rice cookers and food steamers, plus health grills, a mini table top oven, and even toasters and kettles for a 
quick easy breakfast! 

Advanced technology, innovative styling and complete after-sales service have made
Kenwood a leader in the kitchen appliance field. 

For more information about Kenwood cooking appliances, phone 011 474 0153 and speak
to the Kenwood Brand Manager, or go to www.kenwoodworld.com  and click on South Africa.

THINKING KITCHENS? THINK

Kenwood Bread Maker, Model BM210
Fresh home-made bread in just 59 minutes?  It’s possible with the rapid-cycle program on 
the Kenwood bread maker. The BM210 bakes two loaf sizes – 700g and 900g.  Features 
include cool-wall plastic body, 12 program settings, 3 crust colour settings, 1 hour keep-warm 
function.  The deep, rectangular bread pan is dishwasher safe and the bread maker comes 
with measuring cup and spoon.  There is a 13 hour delay timer – for fresh warm bread in the 
morning.

Kenwood Mini Oven with Two Hot Plates, Model MO725
The Kenwood Mini Oven is just the thing for small cottages, holiday homes 
and will add extra baking and cooking capacity to any kitchen. A 25 liter capacity 
oven has the multifunction features of roast, bake, grill and toast.  Non-stick sides 
mean easy cleaning.  Other features include power ON indicator light for the oven, 
glass door, wire oven rack and dish handle.  Oven is 1400 watts, hot plates, 
700-1000 watts.

Kenwood Slow Cooker, Model CP657
Stews, casseroles, soups and all those long-cooking dishes are easy to make with the 

Kenwood Slow Cooker. The elegant ceramic crock goes from cooker to table for easy serving. 
Features include a heat resistant ‘cool-touch’ glass lid, neon power indicator, adjustable 
thermostat control with ‘auto’ function and 6,5 liter capacity. 

Kenwood Electric Wok, Model EW200
Kenwood’s electric wok is suitable for stir fries, shallow frying, soups, casseroles and 
more.  With 2000 watts, the wok retains heat when ingredients are added. The 
non-stick surface means cleaning is easy, and glass lid makes it easy to check 
progress of ingredients.  It comes with a steaming rack and wooden spatula.



Defy is the leading brand in the appliance market,  and pre-eminent supplier of  built in cooking and free 

standing electric, gas and gas/electric stoves and hobs in the Southern African market, with a history 

stretching over 100 years.  Defy continuously realigns the range to meet 

market conditions, and as such, with the global call to conserve energy 

and resources, and the escalating costs of electricity in South Africa,  have 

commenced local production of gas hobs at the manufacturing facility in 

Durban.

The recently launched hobs are competitively priced, and therefore, will 

have a broad appeal to the mass market consumers, who until now have 

been unable to afford the luxury of  built-in gas cooking. 

NEWLY LAUNCH – S.A. Produced Gas Hobs:

•  Two burner, with variable flame control knobs, automatic ignition and 

automatic flame failure device.

•  Four burners, with variable flame control knobs; automatic ignition and 

automatic flame failure device.  

Finishes are available in stainless steel or black enamel to complement 

the finishes of the Defy built in ovens, and both hobs are for LPG gas only.

Furthermore,  the four established hybrids in the gas range are:

•  Five burner gas hobs, with the central wok burner, available in a stainless steel or tempered glass finish, 

• Four burner hob available in stainless steel.

• Three burner with one electric plate, finished in stainless steel.  

All feature variable flame control knobs, automatic ignition and 

automatic flame failure device.

On the gas freestanding stove range, Defy can offer products 

to suit every household:

• The “all gas” stoves with either four or six burners and oven.

•  Four burner with electric multifunction oven available in metallic 

or white finishes.

•  Five burner with electric multifunction oven in stainless steel.

Cooking up a storm with Defy



The beauty of the 952 five burner stainless steel stove is the 105litre oven capacity, full glass oven door, 

automatic digital oven control and a large utility compartment.  The multifunction oven gives you; grill; turbo 

grill; thermo fan bake; fan assisted bake, static bake and defrost.

On the electric stove range, the options include:

•  Thermofan multifunction and static ovens, with warmer drawer options.

•  Superior Ceran cooking surfaces provide easy-to-clean functionality and aesthetic appeal, along with solid 

and spiral plates, 

•  The unique 700 and 800 series stoves offer electronic timer controls, extra space for cooking and baking 

convenience and Thermofan multifunction versatility.

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

of finishes.

GEMINI AND SLIMLINE BUILT-IN COOKING

Defy’s exciting range of Gemini and Slimline built-in products has something to offer even the most discerning 

buyer. 

Unique features in the range include:

•  The exclusive 700mm – wide Gemini range with extra space for cooking and 

baking convenience.  

•  Slimline, South Africa’s most popular built-in range provides the latest in 

European styling and technology with new cosmetics

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

maintenance.

•  Ceran electronic touch control hobs with exceptional feature options, 

including extension plates and dual zones.

•  The Premium range of stylish ultra-modern cookerhoods in stainless steel 

and glass finishes with convenient push button controls.

THE COMPREHENSIVE DEFY BUILT-IN RANGE OFFERS:

• Undercounter and eye-level options 

• Thermofan, multifunction and static ovens

• Single and double oven and warmer drawer configurations 

• Stainless steel, mirror glass, and black cosmetics 

• Solid plate, Ceran and gas options

• Standard, conical, chimney and premium cookerhoods

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



1.
Heavily soiled dishes, pots , pans & casserole 
dishes.

2.
Normally soiled pots, plates, glasses & lightly 
soiled pans.

3.
Lightly soiled plates, glasses, bowls & pans. 
Saves on electricity & water.

4.
Dishes that need to be rinsed & dried.

5.
Lightly soiled glasses, crystal & china.

6.
Short wash for lightly soiled dishes that do not 
need to be dried.

www.kelvinator.co.za
0860 234 481/2/3

Height Adjustable 
Top Basket
Extra space for larger 
plates or taller glasses

Counter Balanced Door
Prevents the door from 
springing shut or falling open 
unexpectedly

Powerful Ceiling 
Spray Disc + 2 Full 
Spray Arms
Optimal washing on 
both levels

Full Stainless Steel Interior
Increases the longevity of the 
dishwasher

Concealed Joining Water 
Pipe
Unlike other plastic joining pipes, 
ours is protected from the high 
temperatures

Well Positioned 
Cutlery Basket
Out of the way of    
large pots and pans

Triple Filter System
Water pump is protected 
from foreign objects

FEATURES + ADVANTAGES 

The NEW Kelvinator KD12MM1 & KD12WW1 EXTREME CLEAN digital dishwashers truly exemplify great value for money

• These units are ‘A’ rated for energy consumption, washing  performance and drying performance, using less electricity
while providing you with excellent washing results. 
•Low noise level ensures that noise in the kitchen area is kept very low. 
•A choice of six programmes allows for a more precise selection in the type of washing load in order to minimise the  use of 
electricity, water and detergent. 
• Protected by a 2 year guarantee.

6 PROGRAMMES
Including separate Glass programme

KD12MM1

Programme selection 
is made easy with the 
digital programme 
selector

Dealer price (excl VAT)*    KD12WW1 (white)    – R2299
KD12MM1 (metallic) – R2399
*bulk price of 5 units



In revenue terms, the market showed 

a positive but smaller development of 

7.6 per cent growth to R65.5 million, 

mitigated by a decline in average prices 

from R4508 to R4267.

Market share for the two main 

channels of distribution have remained 

fairly stable in terms of share between 

electrical specialists and mass 

merchandisers. Furniture specialists 

continue to make little contribution to 

this market as they generally service 

a consumer that in most cases would 

not require a luxury item such as a 

sishwasher.

The pricing structure of dishwashers 

is dominated by two price classes: 

R3000 < R4000 and R4000 < R5000. 

These two price classes combined make 

up 71 per cent in sales value in the 

current reporting period. Year-to-date 

figures from January 2010 to March 

Dishwasher market sector 

showing small signs of growth – GfK

Sales of dishwashers 
for the month of March 
2010 showed slight 
recovery and were just 
fewer than 5000 units, 
about ten per cent 
higher than March 
2009, even though the 
market for dishwashers 
during 2009 was one 
of the worst affected 
by the slowdown in 
consumer spending on 
major appliances in 
South Africa. Recent market growth in dishwashers has been small but positive.

page 30  

Market share between electrical specialists and mass merchandisers has remained fairly 

stable.

Dishwashers
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2010 show a growth of 5.4 per cent in 

sales value in the 0 < R3000 price class 

when compared to the same period last 

year. The R3000 < R4000 price class has 

shown a growth of 29.1 per cent in value 

while the R6000 < R7000 grew by 30.5 

per cent  in value when compared to 

the same period last year. Price classes 

above R7000 have shown negative 

developments.

Dishwasher models have few 

technical selling features, some of 

which are the number of programs and 

temperature settings.

Dishwasher models have various 

program and temperature settings, 

depending on the model in question. 

Program settings can vary from two to 

16 programs, while temperature settings 

can vary from one to six. Developments 

for program settings is dominated by 

the four and five program setting classes 

which, combined, make up 73 per cent 

of unit sales in the current reporting 

period. Year-to-date figures from January 

to March 2010 have shown a growth of 

8.5 per cent in unit sales in models with 

four program settings, while models 

with five program settings have grown 

considerably by 32.8 per cent in unit 

sales when compared to the same 

period last year. This development has 

been influenced by price decreases of 

5.8 per cent and 2.7 per cent in the four 

and five program classes respectively. 

Developments in models with various 

temperature settings continue to be 

dominated by models with four and five 

temperature settings which, combined, 

make up 76 per cent of unit sales in the 

current reporting period. Year-to-date 

figures from January to March 2010 

show a growth of 14.2 per cent in unit 

sales in models with four temperature 

settings, while models with five 

temperature settings showed substantial 

growth of 27.7 per cent when compared 

to the same period last year.
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Models with multiple settings dominate

Dishwashers with four and five program settings make up 73 per cent of unit sales.

The two price classes of dishwashers together make up 71 per cent in sales value.

page 17  

DishwashersDishwashers
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Dishwashers

• connects to hot or cold water supply 
• concealed element
• very low water consumption
• wash programme guideline on door

THE THREE MODELS IN THE DEFY RANGE OFFER:

• 12 international place settings
• stainless steel interior 
• special sound insulation
• adjustable baskets
• two spray arms

DEFY HAS BEEN A LEADER IN THE DESIGN AND MANUFACTURE
OF QUALITY APPLIANCES FOR 100 YEARS

STYLISH AESTHETICS AND MODERN, groundbreaking technology allows Defy’s range of laundry appliances to blend with any home, 
promising to make life a lot easier.

Defy dishwashers are easy to operate, quiet and efficient, and give you hygienic and sparkling clean results 
every time.  The products are all geared towards economical water consumption and environmental 
friendliness.

There are three models in the Defy line-up, the Dishmaid 3, Dishmaid Super Silent and Dishmaid 
Premium.

All Dishwashers carry a two year guarantee.
For more information visit: Defy website : www.defy.co.za 

The Dishmaid 3 features three wash programmes and 2 wash temperatures, 50 and 65 degree Celsius.  Dishmaid 
Super Silent features 5 wash programmes; four wash temperatures of 35, 50, 60 and 70 degree Celsius.  Both models are available in 
white or a metallic finish.

The Dishmaid Premium electronic has 7 control programmes, a half load, five wash temperatures (35, 40, 50, 60 and 70 degree 
Celsius), LCD display, key lock function 1-24 hour adjustable delay timer, electronic rinse aid indicator, adjustable upper basket and is 
available in a metallic finish.

With ports in South Africa shut down 

due to wage disputes in May 2010 

for over three weeks, shipment and 

delivery of products manufactured 

internationally to South African markets 

will have a knock-on effect on the sale of 

brown and white goods. 

This effect may see locally 

manufactured products gaining market 

share in the coming months, depending 

on the level of stock held within key 

retailers and other major players in the 

consumer durables sector.  
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Dishwashers with four and five temperature settings make up 76 per cent of unit sales.

Local manufacturers can cash in 

on stock 

shortages



Drinks maker saves money and the environment

Instead of discarding plastic remains into 

landfills, SodaStream has used them to 

create a brand-new drinks maker, the 

new Sodastream eco, a system which 

advocates a simple green and practical 

message – the more you use it, the more 

you save. 

The company relates the principle 

of “save the environment and save 

money” as the double eco effect and 

launched the ultra green SodaStream 

eco to promote its green system and 

green values. This limited edition drinks 

maker arrives in a recycled package and 

biodegradable wrapping materials.

Marketing manager Guy Rogers 

explains: "We would like to think of 

ourselves as an active green brand, 

whereby we are not just undertaking 

green policy in our plants and utilising 

raw materials by implementing recycling 

process to its maximum, but also offer 

consumers a real solution to be actively 

green in their everyday life. It’s a positive 

solution which is full of fun and rich 

flavours."

The SodaStream refreshment system 

enjoys many green advantages over the 

ready-to-drink bottle industry, Rogers 

continues. “Around 141 billion cans and 

ready-to-drink bottles are not recycled 

each year. With SodaStream, only one 

bottle is recycled every three years. 

“Additionally, 2.5 million tons of 

carbon dioxide gases are used to 

produce bottled water in a year. Using 

SodaStream produces 4.5 times less 

carbon foot print than a one-litre ready-

to-drink beverage.

“Worldwide, 25 per cent of bottled 

water is consumed outside its country of 

origin, resulting in massive transportation 

and environmental costs,” Rogers adds. 

“With SodaStream, simply use tap water.”

He cites several benefits of the 

Sodastream drinks maker over 

readymade bottled drinks:

It affords the user an endless supply 

of sparkling water, freshly made from 

tap water in just a few seconds.

No more need to buy, carry or store 

large quantities of heavy and bulky 

bottles.

A wide variety of flavours are 

produced by Sodastream, so that 

each family member can have 

whichever delicious, healthy sparkling 

drink they fancy. 

The ability to customise sparkling 

water as strong or as weak as one 

likes makes the machine an ideal 

solution for the family's entire 

sparkling beverage needs. 

•

•

•

•

With SodaStream, preparing refreshing 

carbonated drinks is fun, easy and 

environmentally friendly. The new 

SodaStream eco top-notch performance 

and sleek design make it the ideal kitchen 

appliance for the whole family.

Save water with LG steam washer

The average consumer uses up to 50 

litres of water each time they wash 

clothes, which makes laundry a consumer 

of the largest volumes of water. LG has 

taken this into account and is helping 

the consumer reduce water consumption 

through the LG steam direct drive 

F1403FDS5 washer.

By making use of vaporised steam, 

together with its circulating shower 

function, the LG steam washer uses 

20 per cent less water per load than 

conventional washers, while cleaning 

clothes more efficiently. 

Steam does not saturate clothes, 

making a load of washing lighter than 

regular loads, thus placing less strain on 

the machine’s drive unit. 

During the wash, a pump under the 

drum sprays water that would normally 

sit at the bottom, improving washing 

performance and completely dissolving 

the detergent. 

The water is heated directly within 

the steam generator, and then released 

into the washing drum. Steam particles 

are smaller, meaning they can penetrate 

and lift stains more than water particles, 

resulting in a cleaner wash for school 

shirts. This also helps remove major 

allergens such as dust mites, animal hair 

and pollen from clothes. 

Additionally, LG’s direct drive system 

eliminates the belt and pulley found in 

conventional washing machines, which 

increases stability and reduces noise. LG's steam direct drive F1403FDS5 washer.

Product Showcase
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Cape FTA members raise 
R25000 at Faisday

The Furniture Traders Association may no longer exist, but 

this didn’t prevent the Cape members from holding their 

annual charity sports day, or Faisday (Furniture and Appliance 

Industry Sports Day) as it is generally known, in April. 

Participants in the various sporting events included 36 four-

ball golf teams, 20 bowls players and 22 darts competitors. 

As always, the day was geared to assisting various charity 

organisations. This year’s beneficiaries were the Society of the 

Blind, Vista Nova, Andrew Murray House and the Durbanville 

Children’s Home.

The day ended with the traditional prize-giving and 

delicious dinner at which more than 3700 raffle tickets were 

sold, enabling the FTA to raise around R25 000.

The various furniture and appliances companies were 

extremely generous with their prize contributions. Defy 

donated several chest freezers and microwaves, while Alpine 

provided a recliner chair (which it bought back several times). 

Samsung gave a few cameras while Sony donated a hi-fi 

system. 

There were also ten R100 vouchers for Dros restaurant, 

beauty treatments and several cases of beer and cold drinks 

up for grabs.

Thank you to the FTA committee for all the arrangement 

and hard work, as well as all the sponsors who made the 

day possible. Thank you too to all the willing volunteers who 

assisted on the day and contributed to making the event so 

successful. 

Centre: The Bosch golf team – Geoff Coetzer, Neil Pretorius, Linden 

Ambros and Quinton Laprecht.

Top: The Samsung golf team – Morne Lotriet, Brand van der 

Westhuizen, Nicholas Georghiou and his father.

Bottom: Andriette Muller, Charlene Schoultz and Tanya Lotriet 

managed the table where the raffle tickets were sold.

Afritronics exhibits Sharp wares 

at Johannesburg Baby Expo

Afritronics, distributor of Sharp air purifiers with high-density 

plasmacluster ions that clean room air powerfully and quickly, 

recently exhibited the product at the Johannesburg Baby Expo, 

held at The Dome in Northgate during May. The show is officially 

acknowledged as the biggest and most successful baby and 

parenting exhibition on the South African events calendar. 

Manning the stand for Afritronics was Cassandra Goodgall of 

Hirsch's Fourways, which retails the air purifier.

Gallery
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House of Motani shows off new product ranges to retailers

Retailers of House of Motani furniture were recently invited to view the company’s latest products on offer at its Wynberg-based 

showroom. Additionally, to show its support of the 2010 Soccer World Cup Motani treated its guests to a delicious lunch at tables 

decorated in colourful soccer décor.

Wynand Erasmus ( Trust Furn), Ronel Erasmus ( Trust Furn), Beatrice 

Orton ( Trust Furn), Johan Compion (Linc Designs) and Michael 

Schoeman (House of Motani).

Johan Compion (Linc Designs), Shezad Ghor (GEM) and Arnold 

Naidu (House of Motani).

Pieter Schoeman (Russells) and Reshard Motani (House of Motani). Omar Motani (House of Motani), Jackie Dhookie (Furniture Mart) 

and Barry George (House of Motani).

Conrad Kleingeld (JD Group), Linda Breedt (Bradlows) and Matthew 

van der Walt (Bradlows).

Benz..

Gallery
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Herman Kramer (Motani), Farouk Gani (Bress), Riette van Schalkwyk 

(Exclusive Living), Zahir Motani (House of Motani) and Alette 

Bierman (Exclusive Living).

Arnold Naidu (Motani), Yusuf Nana (ANN Interiors) and Nazir Nana 

(ANN Interiors).

Bhavesh Patel (Insence), Ebrahim Hassam (International Collection), 

Raoul Motani (Linc Designs) and Johan Compion (Linc Designs).

Barry George (House of Motani), Imran Kaka (Mahomed Shukran), 

Michael Schoeman (House of Motani), Johan Compion (Linc 

Designs).

Porshe.Jolie Angelique chairs

Gallery
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What price on SA unity?
R750 million! That is the ‘guestimate’ of the amount that will be  lost during the 

World Cup due to absenteeism. And if you add the R33 billion in infrastructural costs 

and  another R2 billion on added security and policing, the grand total comes to a 

mind-boggling R36 billion. Is the ‘feel good ‘ factor worth R36 billion? That is a debate 

which may well continue for years to come.

Right now, and we are writing this just a day  before that magical ‘kick off ’, the 

answer would appear to be a resounding Yes. But let’s look at the R750 million 

(assumed) in lost productivity. In previous months, and looking ahead to these 

momentous days, business must have been pondering how severe the impact would 

be on the bottom line. Their staff increasingly agitated and excited as the Big Day 

draws closer and closer. Groups forming around support for different teams and 

countries and parties and matches  being organised on an increasingly frenetic scale. 

Management cannot afford to be seen as ‘spoilsports’ – certainly not at this time of 

great nationalistic fervor and rising excitement.

In Britain the estimate for absenteeism during this 2010 football spectacle is one 

billion pounds. South Africa may benefit from studying how just four years ago  

Britain handled the self-same party. In 2006, according to Royal & Sun Alliance, 20 

per cent of companies brought in big-screen TVs to curb excessive drinking and 

consequent hangovers. Of course, in the UK trade unions love to get down and dirty 

and posted advice on its website to members on how to get away with ‘being sick’.

However, a large Dutch insurance company decided to turn absenteeism into 

an opportunity. It simply offered a brand-new policy allowing employers to insure 

themselves against a sudden spike in employee absenteeism. This came about after a 

20 per cent rise in absenteeism whenever the Dutch national team were playing.

In South Africa, and rightly, this World Cup is seen as a unique morale booster to 

the nation’s drooping spirits after the appalling recession which saw so many jobs 

lost. Many companies have wholeheartedly joined in by offering their employees 

mini-breaks and organised competitions with winners getting tickets to games, 

whilst BHP Billiton simply decided to award 100 of their best workers a fully paid trip 

to a semi-final.

On balance it's been a good thing. It’s galvanised us and demonstrated that South 

Africans can achieve whatever it is that they set out to achieve. Just as long as we 

unite and act as one people. That may turn out to be the best and most enduring 

legacy of the 2010 FIFA World Cup. 

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

Ambassador BRS

Ambassador DRS



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

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

Medifl ex™

extra fi rm high density 
laminated Feelo Foam Core

Climate Control™

for all round
perfect ventilation

Maxi Koil Spring System™ 

for long lasting 
ultimate support

Flexizone Pocket Spring™

individual springs
for maximum comfort

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

Reliability Quality

CLIMATE CONTROL™

DUAL GRID


